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sales talk 


SALES TALK IS DISTRIBUTED TO SALES 
MANAGEMENT ADVERTISERS AND PROSPECTS 


September 15, 1961 issue 


If you were a reporter, where would you turn for information on the exciting 
field of selling? 


Wouldn't you look to the same source as the 30,890 sales-minded executives 
in the nation's major advertising companies? 


The stacks of publicity clippings that come in quoting each issue of SALES 
MANAGEMENT magazine are gratifying to our editors. 


But what does publicity for SALES MANAGEMENT articles mean for you--the 
advertiser? 


It's proof that SALES MANAGEMENT magazine is authoritative, is a prime 
source of information. 


It's proof that the magazine is timely, that daily newspaper reporters can 
use its material for news. 


It's proof that SALES MANAGEMENT publishes necessary information not avail- 
able elsewhere. 


As you leaf through the September 15 issue of SALES MANAGEMENT magazine think 
of the extra value your advertisements will have because so many articles 
will be quoted in the daily press and specialized business publications. 


For example, on page 23, our editors discuss how sensitive is the matter of 
price increases. Their conclusions will make news, in Washington and across 
the country. 


How much will Armour be spending on advertising by 1965? See page 52. This 
is big news, especially on Madison Avenue. 


Who says "You Can't Motivate People!" A New Englander does. His contrary 
view (page 135) will start many a newsmaking argument, and you'll join the 
rhubarb, whether you manage an advertising agency or an advertising medium. 


These are but three of the reasons SALES MANAGEMENT magazine is so frequently 
quoted in newspapers, business publications, and general magazine -- every 
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THE MAGAZINE OF MARKETING 
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How 12 inches increased the cost 
of transporting a display over $3,000 


A little talk about sizes before this display was 
designed could have saved this company impor- 
tant dollars. A longer van had to be used to ship 
their display on its cross-country tour, boosting 
the transportation costs $3,000. And, according 
to the designer, the extra foot wasn’t necessary. 
This example shows the value of pre-planning 
display shipments with a North American agent. 

He will help you work out exacting schedules, 
whether for one show or a hundred. He’ll describe 


the money-saving advantages of between-show 
storage; pre-arranged set-ups and take-downs; 
and how to take your display to markets where 
shows aren’t scheduled. 

North American pre-planned display shipping 
services have saved important dollars for exhibi- 
tors in shows and tours in the United States and 
Europe. Call your North American agent soon. 
You'll find him in the yellow pages of your 
Telephone Directory listed under ‘“‘Movers’’. 


NORTH AMERICAN VAN LINES 


the GENTLEmen of the moving industry 


FT. WAYVE 


INDIANA 


A_man with a large view—who sees the whole pic- 
ture—knows where businesspapers fit. Experience 
tells him it right at the top for this is one 
medium that puts the marketing pro to the test 
It takes first-sate ability to plan ads that interest— 


and sell — businessmen in businesspapers 


Advertising 
in businesspapers 
means business 


... Like sparking a seven-fold increase 


in sales of an established product 

(as it did last year for one advertiser) , 
or speeding nationwide distribution 

of a new line and helping boost 
first-year sales 50% above forecast (as 
it did for another). Businesspaper 
advertising works because it exists in 


an atmosphere of action. 


Good business advertising works best in 
a good businesspaper — 
a bought-and-paid-for ABP paper. 


ASSOCIATED BUSINESS PUBLICATIONS - 205 £ 


go 6 


pie MAGAZINE OF 
Sales @anagement MARKETING 


YOU U 


Executive Offices: 630 Third Ave., New York 17, N. Y. YUkon 6-4800 


SEPTEMBER 15, 1961 


PART 1 OF TWO PARTS 
Vol. 87, No. 7 


EDITOR, Philip Salisbury 

EXECUTIVE EDITOR, Robert Nicholson 

SENIOR EDITOR, Lawrence M. Hughes 
MANAGING EDITOR, James G. Plunkett 
SPECIAL FEATURES EDITOR, Harry Woodward 
SENIOR ASSOCIATE EDITOR, Kenneth M. Reiss peanenc: seRvICe, Barbara Gordon 
INDUSTRIAL EDITOR, Robert A. Kelly Frances Weiner 
ASSISTANT EDITORS, Charles Sirey 

A. J. Vogl 


RESEARCH DIRECTOR, Dr. Jay M. Gould 
ASSOC. RESEARCH DIR., Alfred Hong 
PRODUCTION MANAGER, T. Robert O’Brien 
ASST. PRODUCTION MGR., Alice Harris 

GEN. MGR. SERVICE ISSUES, C. A. Anderson 


DIRECTOR OF CIRCULATION, R. E. Smallwood 


WEST COAST EDITOR, Elsa Gidlow ASST. CIRCULATION DIR., John S. Fragale 


COPY EDITOR, Phyllis B. Daignault SUBSCRIPTION MANAGER, Charlotte Kohl 
ASSOC. COPY EDITOR, Mary-Louise Pinkham EDITORIAL ASSISTANTS, Mary Spence 
Helen Howard 
ART DIRECTOR, Rich Life Grace Bigger 
MANAGER WASHINGTON OFFICE (1224 Nat'l Press Bldg.), Bert Mills 
CONSULTING ECONOMIST, Peter B. B. Andrews 


Officers and advertising sales personnel listed in Advertisers’ Index. 


SALES MANAGEMENT is published the first and third Friday of every month except In May, 
September and November when a third issue is published on the tenth of the month. 
Affiliated with Bill Brothers Publishing Corp. Second-class postage paid at East Stroudsburg, 
Pa. Publication (printing) offices, 34 North Crystal St., East Stroudsburg, Pa. Address mail 
to 630 Third Avenue, New York 17, N. Y. Member of Audit Bureau of Circulations, Associated 
Business Publications, Netional Business Publications and the Magazine Publishers Association. 


SALES MEETINGS, Fart Il of Sales Management, is issued six times a year—in January, March, 
May, July, September and November. Editorial and production office: 1212 Chestnut Street, 
Philadelphia 7, Pa. WAlnut 3-1788; Philip Harrison, Publisher; Robert Letwin, Editor. 


Font srotnens Bill Brothers Publications in MARKETING (in addition to Sales 

[ Management): Sales Meetings, Premium Practice, INDUSTRIAL: 
| | = Rubber World, Plastics Technology. MERCHANDISING: Fast 
| | = Food, Modern Fioor Coverings and Modern Tire Dealer. 


Copyright, Sales Management, Inc., 1961 


Sales Management SEPTEMBER 15, 196} 


CONTENTS 


Prices: The Pressure Builds 23 


The trouble with prices these days, from a Government viewpoint, 
it seems: they’re unfairly high, unfairly low, or suspiciously stable. 


What Goes On in the Buying Committee? 
(Stop & Shop) 41 


An SM editor gets behind the scenes at a buyers’ meeting to see what 
really goes on. Which products make it, which ones don’t, and why. 


Everybody’s Pushing Premiums! 48 


From the old soap-wrapper exchange, premiums have ballooned into 
a $2.5-billion business, as more marketers find ways to use them. 


‘Diversify, Promote and Profit’ (Armour & Co.) 52 


Under Board Chairman William Prince, Armour & Co. is changing its 
face (to include convenience foods, soaps, chemicals) and its profits. 


‘Millionaire’ Advertisers Multiply 10 Times 63 
Making Calls with Salesmen 71 
A Gal Who's a Diamond's Best Friend 78 
What Teen-Age Schoolgirls Spend 92 
What Makes a ‘Best’ Salesman? 94 
Little Ideas That Paid Off Big 

Planning to Buy a Company for Its Name? 

The Woolman’s Worries—Synthetics and Imports 

What Computers Can Do in Forecasting 

You Can’t Motivate People (Cahners Publishing) 


The Biggest Sale of All 


CASE STUDIES 


Big-Ticket Selling Advertisers’ Index 


Editorial 


DEPARTMENTS 


How to ‘Convert’ Your Deal- 
ers (Culligan, Inc.) 81 


Editor's Side Pocket 


Field Information 

Making One Sale Lead to 
Another (Hanson-Van 
Winkle-Munning) 


Marketing Newsletter 
Marketing on the Move 
Marketing Pictograph 
Scratch Pad 

P — a a 
Cooperative Advertising Significant Trends 


‘ They're in the News 
Beware the ‘Anniversary 


Sale’ (Shulton, Inc.) 89 


Trends in Packaging 
Worth Writing For 


Sales Management SEPTEMBER 15, #96h 


Photo by Arnold Newman. 


‘A man who’s sure of himself—knows what he wants 
in business, and sets out to get it— puts special 
value on businesspaper advertising. Here’s where 
you can build results, respect and recognition—for 
your products and your company. The fact is: it 
takes an advertising pro to sell a business pro... 
in businesspapers. 


Advertising 
in businesspapers 
means business 


, .. because businesspapers are 
read by men in a business-frame- 
of-mind. An adequate schedule, 
with the right kind of copy, in 
the right selection of business- 
papers is a basic ingredient of every 
balanced advertising program. 
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Advertising works best in a businesspaper 


its readers are sold on...a bought-and- 
paid-for ABP paper. 


ASSOCIATED BUSINESS PUBLICATIONS - 205 E. 42nd St., N.Y. 17, N.Y, 
201 N. Wells St, Chicago 6, Ili. - 333 Wyatt Building, Washington 5, D. C. 


Isn't one fleetcar 
finance leasing 
plan the same 

as another ? 


Many companies—investigating 
finance leasing — note a similarity 
among the various plans. It’s this 
similarity that makes all the differ- 
ence to the user of 25 or more busi- 
ness cars. For him, the vital question 
must be: which lessor can buy new 
cars for less, sell them used for more 

anywhere and everywhere? Only 
Hertz has the extensive, nation- 
wide marketing facilities, experi- 
ence, and skill to get the maximum 
return for this multi-car user. That’s 
why so many of these companies 
now equip their men with brand- 
new Chevrolets, Corvairs, or other 
fine cars, under a Hertz 25-PLUS 
Finance Lease Plan. (Note: many 
other companies find a Hertz Full 
Maintenance Plan— serviced by 
America’s most complete car main- 
tenance operation —fits their needs 
best.) Use coupon below for addi- 
tional facts about all Hertz Fleet- 
car Leasing Plans. 


HERTZ FLEETCAR LEASING, 

Att. H. F. Ryan, V.P 

Ihe Hertz Corporation, 660 Madison Ave. 
New York 21, N. Y. Dept. Dept. D-915 


Please send me your new fleetcar leasing book- 
let. | am particularly interested in Finance 
Leasing Full Maintenance 

NAME 

POSITION 

COMPANY 

ADDRESS 


CITY & STATE 


NUMBER OF CARS OPERATED 


Letters to the Editors 


Address: Sales Management, 


$200 hats 


You observed in your “Editor’s Side 
Pocket” column [Aug. 18] that few 
men wear hats any more. I know why 
men go hatless: (1) there’s no place 
to put it when it isn’t on your head, 
and (2) the nuisance of tipping has 
got way out of bounds. 

What can you do with a hat at a 
lunch counter—except wear it while 
you eat? Where do you put it at the 
movies? As for restaurants and night 
clubs, it will cost from $50 to $200 
to get your hat back from the man- 
agement in a year’s time, depending 
on your zest for this sort of thing. 

To make matters worse, gangsters 
and syndicates often own the check- 
room concessions. While sexy chicks 
in pocketless leotards charm money 
out of the spending sports, the bosses 
are buying up racetrack stock. Many 
a night club got started by selling its 
hat-check concession. 

When the hat industry persuades 
restaurant, club and theater owners to 
take care of a man’s hat for free (or 
for a dime or so) while he spends his 
money on the premises, more men will 
wear hats. This isn’t a cure, perhaps, 
for a sick industry, but it’s a be- 
ginning. 


WILLIAM RODGERS 


Warren Weil Public Relations 
New York, N. ¥ 


‘creative selling’ 

In reply to Mr. Percy H. Whiting’s 
letter in SM, July 21, one of the best 
books I have ever read on creative 
selling is “Creative Selling” by Charles 
F. Lohse, published by Scribners, 
1960. ... 

I used this book as the basis for an 
8-week training course which our sales 
managers and salesmen thought was 
the best they had ever attended. .. . 


Bruce W. HAzELTON 


President 
R. C. Hazelton Co., Inc. 
Portland, Me. 


In response to Percy H. Whiting’s 
letter, I am sending my thoughts on: 
“What the Hell Is Creative Selling, 
Anyway?” 

We have pondered this question a 
great deal at Oberdorfer Foundries 
and have come up with what we be- 
lieve is a definition which at least 
answers our purposes: 

“Creative Selling is the process 
whereby a product or service is sold 
to an outlet which, prior to the 
process, was not available for sales.” 
In other words, the salesman must 


630 Third Avenue, 


New York 17, New York. 


create something, by his own efforts, 
which didn’t exist before, in order to 
have done a creative selling job. 

In line with the new concept we 
ask our salesmen to keep the follow- 
ing probabilities in mind for creative 
selling (incidentally, we are moving 
more and more toward the term “con- 
version selling” ): 

1. Conversion from some other cast 
metal 

2. Conversion from 
process 

3. Conversion from some other ma- 
terial. 

I don’t propose that our definition 
will fit all types and kinds of sales 
organizations. But it has helped us 
to focus on a particular area of sell- 
ing which, to date, has resulted in 
additional sales... . 


some other 


Puitie BENEVENTO 


Director of Marketing 
Oberdorfer Foundries, Inc. 
Syracuse, N. Y. 


. . . or ‘solid’ selling 


By definition (my own, that is), 
creative selling is the ability to de- 
velop a sale by first creating a need 
(application, perhaps) that the pros- 
pect never knew he had. . . . I think 
there’s very good reason for the lack 
of example. 

The opportunities for creative sell- 
ing are few and far between in the 
daily life of a salesman. This is a 
volume sales era we're in, and while 
creative selling gives you “the sale 
I'll never forget” to talk about at con- 
ventions and over drinks at Joe’s, it 
can’t take the place or even add ma- 
terially to the ordinary, solid sales 
made every day to the prosaic leads 
which we all get from advertising, 
publicity, direct mail, phone pitches, 
referrals, cold canvass and other tech- 
niques we employ to unearth new 
business. 

Sure, creative selling is fun. As a 
matter of fact, it’s the best in selling. 
But I'd hate to try to make a living 
wih that technique alone. 


BERNARD W. MAXWELL 


Asst. National Sales Manager 
Photocopy Products 
Smith-Corona Marchant, Inc. 
New York, N. Y. 


addiction without trauma 


As I sit here tearing into my 4lst 
hour and behaving excessively, ac- 
cording to Nelson Bradley, M. D.— 
and looking forward to handling a 
good 60 (at work, home and away) 

(continued on page 152) 
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Only in Milwaukee 


AMONG THE MILLION POPULATION MARKETS 


can you buy 


such complete one-paper coverage 


at such low cost 


20 Largest 
Metropolitan Areas 


Leading Daily Paper 
in Metropolitan Area 
Circulation 


Milline Rate 
10,000 Line* 


* Coverage Metropolitan 
Area Households 


New York 
10,659,100 
Los Angeles 
6,777,300 
Chicago 
6,199,400 
Philadelphia 
6,317,500 
Detroit 
3,766,000 
Boston 
3,097,300 
San Francisco-Oakland 
2,744,800 
Pittsburgh 
2,406,800 
St. Louis 
2,053,700 
Washington, D. C. 
1,982,500 
Cleveland 
1,793,000 
Baltimore 
1,717,200 
Newark 
1,689,200 
Minneapolis-St. 
1,485,800 
Buffalo 
1,308,200 


Houston 
1,248,300 


MILWAUKEE 
1,209,200 


Paterson-Clifton 
1,193,200 
Seattle 
1,102,500 
Dallas 
1,084,200 


New York News 
1,396,668 
Detroit News 
691,200 
Chicago Tribune 
675,213 
Philadelphia Bulletin 
644,045 


Los Angeles Times 
440,874 


Baltimore Sun (C) 
382,637 
Cleveland Press- News 
363,614 
St. Louis Post-Dispatch 
345,812 
Minneapolis Star-Trib. (C) 
340,733 
Washington Post 
331,887 
Boston Globe (C) 
292,336 
Pittsburgh Press 
289,842 


MILWAUKEE JOURNAL 
288,896 


Buffalo News 
258,824 
Newark News 
208,380 


Oakland Tribune 
202,944 


Seattle Times 
201,770 
Dallas Times- Herald 
173,347 
Houston Chronicle 
152,913 
Hackensack Record 


Detroit News 
1.91 
New York News 
1.96 
Chicago Tribune 
2.13 


ra 


MILWAUKEE JOURNAL 
2.17 


Philadelphia Bulletin 
2.21 
Los Angeles Times 
2.22 
Minneapolis Star-Trib. (C) 
2.35 
Cleveland Press- News 
2.42 F 
St Louis Post-Dispatch 
2.44 
Pittsburgh Press 
Baltimore Sun (C) — 
2.61 F 
Washington Post 
2.70 
Buffalo News 


2.04 


Dallas Times-Herald 
2.86 F 
Seattle Times 
2.88 
Houston Chronicle 
2.94 
Newark News 
3.20 
Boston Globe (C) 
3.20 
Oakland Tribune 
3.61 F 
Hackensack Record 


MILWAUKEE JOURNAL 
81.0% 


Baltimore Sun (C) 


77.4% 


Buffalo News 
37 OO 


Cleveland Press-News 
67.2% 
Detroit News 
64.0% 
Washington Post 
58.6% 
St. Louis Post-Dispatch 
55.4% 

Seattle Times 
54.8% 
Philadelphia Bulletin 
51.8% 


Dallas Time-Herald 
51.3% 

New York News 
43.0% 
Newark News 
42.4% 
Pittsburgh Press 
42.1% 
Houston Chronicle 
39.9% 
Chicago Tribune 
35.7% 
Boston Globe (C) 
33.0% 
Hackensack Record 
24.7% 


Oakland Tribune 


Los Angeles Times 


89,930 3.74 22.6% 


| 


Source: Standard Rate and Data Service Newspaper Circulation Analysis, Jam., 1961. * Milline rates from SRDS Newspaper 
Rates and Data, June, 1961, based on annual bulk discount rate for 10,000 lines, or equivalent page discount where available 


2% cash discount deducted. F indicates flat rate. (C) Morning-Evening Combination Newspaper. 


THE MILWAUKEE JOURNAL 


Member of Million Market Newspapers, Inc. 


New York Chicago Detroit Los Angeles San Francisco 
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Sell those big-buying young adults with YOUNG ADULTS: 


BREAKFAST CLUB, FLAIR, SPORTS and 


SPECIAL EVENTS on ABC Radio. You'll sell BUY MORE BEVERAGES 
those younger families with more mouths BUY MORE FOODS 


to feed .. . more needs to fill. The need to 


entertain is filled more often and that’s why BUY MORE EVERYTHING 


young adults represent your best market 


for beverages and foods. And ABC Radio ABC RADIO a) 


has the highest percentage of young adults 


in network radio. FIRST WITH YOUNG ADULTS 


Call your ABC Radio Sales Representative for the facts. 


The Editor’s Side Pocket 


Are We Getting Through? 

The problem of communicating with people, of getting 
through to them so as to get along with them, is just about 
our biggest problem in today’s complex society, and that’s 
true of relations international, domestic and business. Par- 
ticularly is it true of sales and its relations with customers. 

As a help in solving the problem, Anheuser-Busch com- 
missioned Alfred Fleishman to write for their salesmen a 
32-page, cartoon-illustrated pamphlet, with many good sug- 
gestions in easily assimilated form. I think you can get a 
copy by writing to Mr. R. A. Meyer, Vice President and 
General Manager, Anheuser-Busch, 712 Pestalozzi St., 
St. Louis 18, Mo. I recommend it highly. 


Why New Ideas Are Unpopular 

Ponder this from Pierre Martineau, research director of 
the Chicago Tribune, and ask yourself whether it applies to 
your organization—even in a small way: 

In spite of the lip service we pay to creativity, 

nothing is as dangerous as a new idea. It will be very 
threatening to almost everyone, and people become 
hostile to the individual who suggested the new idea. 
Many organizations would greatly prefer hiring medi- 
ocre people instead of brilliant people for this reason. 
Mediocre people fit amiably into the organization, 
whereas brilliant people will probably be disruptive 
by introducing new ideas and questioning accepted 
attitudes. 


Random Notes from the Side Pocket 

@ A business call should not consume more than 15 minutes, 
says Clarence B. Randall, former board chairman of Inland 
Steel, writing in IBM’s super-house organ, Think. “All ordi- 
nary proposals can be presented, considered and determined 
in that period of time. Thirty minutes should be the absolute 
limit. Relevance is the key. Both men must stick resolutely 
to the issue throughout, with their minds parallel, and not 
tangental.” . . . When it doesn’t work out that way, most 
of us will feel that it’s the other fellow’s fault. I guess we 
can all agree with his conclusion—that when the time study 
experts ultimately get around to measuring the efficiency 
of the business call, they will find that more minutes are 
wasted than are profitably consumed. 


@ Formation of a trading stamp subsidiary by the Edward 
F. MacDonald Co. reminds me that stamps are becoming 
popular as awards among many manufacturers. Lukens Steel 
claims to be the first non-retail sales firm in the nation to 
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How you can 
“prospect” for 
new markets 
and still 
sell 
current 
ones... 


...it’s as easy and productive as 
panning in Fort Knox! Put your 
product story before the readers of 
INDUSTRIAL EQUIPMENT 
NEWS. There are nearly 80,000 
of them... important, multi-func- 
tional executives from all phases 
of U.S. industry . . . from more 
than 40,000 plants representing 
more than 4/5ths of the gross na- 
tional product! 

With circulation like this — an 
exclusive circulation built on 
Thomas Register’s continuing 
census of U.S. business and busi- 
nessmen — you reach all U.S. 
markets for your products, includ- 
ing the ones you now sell and hope 
to sell in the future. 

You owe it to yourself to get all 
the facts on this exciting, resultful 
medium — and you can: just ask 
for our latest Media Data File. 


‘good for selling 
.. . because it’s 
used for 


INDUSTRIAL EQUIPMENT NEWS 
461 Eighth Avenue, New York 1, N. Y. 


Thomas Publishing Company 
Affiliated with Thomas Register 


SALES MANAGERS: 


600 mites long. In this jet age, San Francisco is “just around the corner” from New York. Emery 
\ir Freight gives same day or overnight delivery anywhere in the nation. Emery will help broaden 
vour market, increase your sales. Plan now to take advantage of the speed and reliability of Emery Air 
Freight by specifying “Ship Emery Air” on shipments to your customers. To find out how much 
faster Emery can deliver your shipments to any point in the nation, call your local Emery man, or 


Write... 


EMERY AIR FREIGHT 


801 Second Avenue, New York 17, New York Offices in all principal cities. 


The Editor’s Side Pocket 


(continued) 


use trading stamps to stimulate broader and increased par- 
ticipation in its suggestion system. “More than 150,000 
stamps have been earned by persons turning in suggestions 
since the first of the year. Now the idea is being used to 
encourage patent suggestions.” . . . Of course they are a 
natural for sales contests because the salesman’s wife can 
pool them with others she picks up at the supermarkets or 
the filling station. But will she remember the donor as long 
and as clearly as she would if her new TV set was associated 


only with her husband's company? 


@ How does Minnesota Mining and Manufacturing Co. 
come up with so many successful new products? It’s very 
simple. “We will spend more than $25 million in research 
this year, an all-time high. . . . The cornerstone of the 3M 
growth philosophy is the re-investment of approximately 
one-half of earnings in research and in the capital expendi- 
tures required to produce and market the new products 
coming from our laboratories.” 


What Are We Waiting For? 


In case you missed it—will you turn back to page 27 of 
the September 1 issue and read the editorial ‘What Are 
We Waiting For?” 

It is an appeal for support in doing a much needed job, 
and a BIG job, in getting more high school and college 
students interested in personal selling as well as the broader 
aspects of marketing. 

Sales Management's job will be that of catalyst and 
coordinator. Much good work is now being done with 
students who already have evidenced an interest in the 
subject, particularly under the leadership of the Youth 
Education Division of Sales and Marketing Executives-Inter- 
national and its affiliated clubs, working with students 
enrolled in Distributive Education courses or Junior Achieve- 
ment organizations. But neither that association nor any 
other present group has the funds necessary to reach the 
much larger group of uncommitted students. 

Even if you are not ready to make a pledge of financial 
assistance, please don’t let that stop you from writing Sales 
Management about your reaction to the plan. Any ideas 
you may have as to how to reach the desired objective 
will be greatly appreciated. 


Sales 
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CIRCULATION 
LEADERSHIP 


IN ALL A.B.C. 
REGIONS 


assures coverage in 
your primary market, 
the United States. Hos. 
pitals reaches those 
hospitals in the U.S. 
meeting the highest 
standards of service...a 
market that spends 7% 
billion dollars a year! 


Write for our new 
Comparative Circulation 
Report. 


HOSPITALS, 


Journal of the American 


Hospital Association 


840 North Lake Shore Drive 
Chicago 11, Illinois 


COMPANY , CM&E ENR 


Mfr. Rollers, Graders 

Mfr. Concrete Equipment. . 
Mfr. Explosives 

Mfr. Asphalt Equipment. . . 
Mfr. Boilers, Heaters 
Agency for Four Mfrs 

Mfr. Oil Filters 

Mfr. Fuel, Lubricants 

Mfr. Tractors, Scrapers .. . 
Mfr. Roadbuilding Equipment 
Mfr. Diesel Engines 

Mfr. Shovels, Cranes .... 
Mfr. Aggregate Equipment 
Agency for Three Mfrs... . 
Mfr. Drill Bits 

Mfr. Shovels, Cranes .... 
Mfr. Concrete Equipment. . 
Mfr. Piledrivers 

Mfr. Scaffolding 

Mfr. 

Mfr. Compressors 

Mfr. Trucks 

Mfr. Lubricants 

Mfr. Excavating Equipment . 
Mfr. Graders 

Mfr. Aggregate Equipment 
Mfr. Tractors, Engines 


: Construction Equipment won half the surveys and placed no lower than third in the rest. 


Sales Management SEPTEMBER 15, 1961 


6,921 5876 | 5,275 9,268 | 4,440 


9 PR SRS PAE TE as I ey 


Why does CONSTRUCTION EQUIPMENT win 
so many impartial industry-wide elections? 


When advertisers themselves ‘poll’ the men known to do the buying among 
their own customers and prospects, in all segments of the industry, 


the votes go to the one magazine that’s edited 


especially for the men who decide what to buy. 


The reader votes racked up on the voting machine report the 

total from 28 independent surveys conducted by manufacturers | 
a " Construction 

who sell to the construction industry. aseemnaa ian 


The fact that these manufacturers sell to all buying groups 
naturally favors a high score for CONSTRUCTION EQUIPMENT, 
because this magazine covers all buying groups. 
But the most important reason CONSTRUCTION EQUIPMENT 
wins is the unique editorial service it provides to the men who Construction 
buy construction equipment, materials and supplies. Equipment ™ 
MAGAZINE = 


205 East 42nd Street, New York 17, N. Y. 
A Conover-Mast Publication 
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They’re in the News 


The Man Behind the Post 


The biggest guessing game in the 
publication world is the one called, 
“What's ahead for the Post?” 
read this, the 


As you 
first returns are in. For 
on September 12, under the direction 
of a hard hitting, hard-headed (some- 
times autocratic) young man named 


18), the venerable—232 


Robert Fuoss 
years —magazine emerged from its 


chrysalis as a beautiful new object. 


American Motors’ New Driver 


Within the last fortnight, American 
Motors made labor news by agreeing 
to share profits with its workers. Now, 
to girt up for the survival battle, it is 
making news in its sales organiza- 
tion. The maverick of the automobile 
industry has promoted a raft of sales 
executives “for maximum management 
contact with developments resulting 
from more intensified Rambler field 
sales activities.” Biggest of the ap- 
pointments involves Fred W. Adams, 
an industry well-known (he has been 
advertising manager for two other 
auto makers). He becomes director 


It has been an ill-kept secret that The 
Saturday Evening Post was in trouble. 
From first place in ad pages among 
the nation’s magazines some years 
ago, it had slipped to seventh. Fuoss, 
up through sales promotion to execu- 
tive editor, was promoted to succeed 
the retiring Ben Hibbs. His battle 
plan: Shake up the staff; replace older 
points of view with young ones; re- 
design the entire book (“Revolution 
by Design,” Fuoss calls it); introduce 


of marketing. Some 18 months ago 
he became the company’s sales man- 
ager, a mere five years after joining 
AM as director of advertising and 
merchandising. American’s new setup 
involves five executives, set down in 
new automotive sales posts and the 
addition of a sixth region to the sales 
organization. National sales opera- 
tions are now aligned under two ad- 
ministrative sections with separate 
sales managers for East and West. 
Adams will continue to be responsible 
for Rambler advertising and merchan- 
dising. The company’s president, 
George Romney, has always been 
well aware of the power of advertis- 
ing. In the upcoming battle to grab 
off its sales share, he'll lean heavily 
on Adams, this ad man turned market- 
ing pro. Marketing twist: Rambler 
will cut back, not add models. 


new, provocative features with pace 
and a sense of urgency about them. 
All this has been done. In addition, 
Manhattan’s big BBDO agency will 
have $1.5 million to spend on touting 
the new product. A striking “road 
show,” describing the new Post is al- 
ready traveling the country, for show- 
ing to influentials. Fuoss has been a 
Hibbs aide since °37, thinks like a 
salesman, is a tough man to convince, 
a receptive one to a good idea. 
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“Sales meetings take too much time!” 


United can help 


How to get the people there and back—fast? What 
about ground transportation at the airport? Will the 
display material arrive on time? Who knows best 
about hotels and meeting rooms? 

Questions? Just a few of hundreds that must be 
answered in planning a successful sales meeting. And 
that’s where United Air Lines comes in. 

United will advise and assist you in planning a 
sales meeting right from the very start—to make 
your job that much easier. At your service, too, will 


be the world’s largest jet fleet... with more jets to 
more cities than any other airline... plus Reserved 
Air Freight (RAF) to insure fast, dependable delivery 
of your display and exhibit material. 

All of these services come under the heading of 
United Air Lines Extra Care. 

To find out more about how United Air Lines 
can help you plan successful sales meetings—or the 
other aids offered to sales 


many management — 


call your local United office. 


WORLD’S LARGEST JET FLEET UNI ? ED THE EXTRA CARE AIRLINE 


ee 
—" 


Over $9 million* a year 

in unreported retail sales 

am [oe are accounted for by this one 

4 _ commissary . . . and it’s only one 

oa of dozens of commissaries, post ex- 

changes, restaurants, clubs, liquor stores, 

theaters, shops, service stations, medical 

dispensaries, etc., operated for service personnel 

and authorized civilians by the many army, air 

force, naval, NASA, and other federal installations 

in our metro area, comprising the world’s greatest 
military concentration. 


And in addition to these millions of dollars of retail sales never 

seen in market statistics, there is an even greater hidden plus in the 

fact that this area’s huge federal payroll of far more than a million 
dollars a day is largely available for discretionary spending. 


Dig and you’ll find there’s a lot of treasure buried statistically in Tidewater, Va. 


Another factor in widespread misunderstanding of the Tidewater (Norfolk-Newport 
News) market: Statistics treat the area as two separate markets, because the federal 
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government treats 

it as two separate sta- 

tistical areas. But for most 

marketing purposes the two 

are inseparable. A circle of 20- 

mile radius will completely encom- 

pass here four of Virginia’s largest 

cities! Plus two more cities, besides. In 

fact, Tidewater, Va. has the greatest con- 
centration of population in the entire South- 
east .. . 817,900 people in approximately half 
the area of metro Atlanta or Miami. 
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WHAT A PLACE TO PUT A TV DOLLAR! 


Only T'V or radio gives you complete one-medium coverage 
of the market. For more information write to any of these 
stations, at Norfolk, Va. 


WVEC-TV | WTAR-TV | WAVY-TV 


CHANNEL 13—ABC CHANNEL 3—CBS CHANNEL 10—NBC 


*Adjusted for price differentials; actual sales $7,200,000, at prices 5% to 50% below civilian stores. 
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for salesmen, good salesmen. It cited the ignorance of our youngsters concern- 


ing the opportunities in selling as a career. It recognized the widespread apathy 


toward such a career. 


one million students annually. 


good first step 


I subscribe whole-heartedly to the 
whole idea! Particularly if it is recog- 
nized that this is merely a first step in 
what should be a series of steps. Meri- 
torious as this one is, in and of itself, 
it cannot possibly do the job that needs 
to be done 

Part of that job (and perhaps the most 
important part) is the much more com- 
plex and difficult one of getting to the 
cause of the problem—the unfavorable 
image which the general public has of 
the salesman and his role in society. 

Your editorial asks, “What are we 
waiting for?” The answer would seem 
to be—“Enough people (all who have 
a stake in this problem) to become so 
concerned that they would be willing to 
devote some of their time and energy 
to do somthing constructive about it.” 
This is a complex and difficult job. It 
calls for a nationwide campaign aimed 
at the general public and designed to 
up-date the image of the man who as 
much as anyone else is responsible for 
our economic well being. It will require 
the best efforts of the best talents in 
Sales, Advertising, Public Relations, etc. 

What are we waiting for? 

Let’s Go! 

WALTER BRUNAUER 


Asst. to Senior Executive V-P 
and General Manager 

The Sperry and Hutchinson Co. 

New York City 


three cheers 


Congratulations and three cheers for 
our side. This is an excellent move and 
at least a beginning. 

Not only are students—high school and 
college—ignorant of the great opportunity, 
great rewards of a career in selling, but 
most have an actual antipathy to it. 

We'll not be the first to contribute— 
but let’s hope among the first to accept 
your challenge and to pledge a con- 
tribution per salesmen as you've sug- 
gested. I'll consider it a privilege to be 
of help in any other way I might make 
a contribution to this cause 


J. MaRvIN SHAW 


The Noxzema Chemical Co. 
of Canada, Ltd. 
Toronto 


Re: What Are We Waiting For? 


Here are some early reactions. 


The September 1. issue carried an editorial pointing out America’s critical need 


It then went on to suggest (a) that corporations pledge 
$25 per salesmen to launch a national education campaign, (b) that a committee 
be formed to chart a course, (c) that at least the initial tool of this campaign be 
a booklet on “selling opportunities,” which would be distributed free to some 


deserves support 


I have always believed that “nothing 
happens till somebody sells something” 
—and that includes “selling” selling. It’s 
a great idea and deserves the enthusias- 
tic support of all sales executives. Let’s go! 


ARTHUR H., “Rep” MoTLey 


President & Publisher 
Parade Publications, Inc. 
New York City 


might take a book 


Getting the printed message to our 
young high school and college people is 
a step in the right direction. I am doubt- 
ful that it alone will prove particularly 
effective—no matter how thoughtful the 
message or how powerful its presentation. 

Our objective, as I see it, is to create 
an attitude in young people to at least 
recognize that selling might represent 
an avenue for them as a satisfying and ful- 
filling career, and that they should ex- 
plore it. The need for this is created by 
an obviously negative attitude in these 
youngsters. We well might determine 
why this negative attitude exists, and per- 
haps in that answer find some guides to 
an effective course of action. 

I imagine we all have our ideas as to 
what has caused this miserable degenera- 
tion in attitudes toward selling. One 
man might say it is due to a lack of 
knowledge about the sales career. An- 
other claims it is due to a poor “image” 
brought about by generations of jokes 
about salesmen. A third brings up the 
miserable records of sales organizations 
in bulk hiring, poor training and rapid 
turnover. 

I am fearful that the cause of the 
problem is too complex to be handled 
effectively by a pamphlet. It might al- 
most take a book. 

ALFRED L. KNAUB 


Vice President for Sales 
Patriot Life Insurance Co. 
New York City 


count me in 


I will be glad to serve on that com- 
mittee, count me in. 
J. W. Moore 
The J. W. Moore Co, 
New Orleans 
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E IS CALLED by many names: the boss, top management, 
head man, chief, president, vice president, treasurer, owner, partner, 
chairman, his initials, or just plain Tom or Bill. Each day he lives 
with problems and every day he’s on the lookout for solutions. A 

good executive is understanding, fair, a cajoler, coordinator, arbitrator, 
listener, and decider. In addition, he is efficient, hard-working, 

patient, impatient, aggressive, ambitious for himself and his firm. 


Executive?’ 


His constant companions are work, too little time, budgets, 
taxes, inventory, ideas, new products, production, employee relations, 
profit and loss charts, marketing, advertising, and company dollars. No 
one knows better than he the meaning of pressure. He is second-guessed, 
loved, appreciated, tolerated, respected, blamed, praised, understood, 
misunderstood, needling and needled, but never ignored. 


The executive knows the loneliness of management. For there 
comes a time for decision. Despite all the counsel from associates above 


and below, it is he who says yes or no. He can’t afford to err in 
judgment, whether it be selection of personnel or the kinds of raw 
materials that go into the product. He is always responsible. 


The good executive is the voice for his company—both 
written and spoken. Thus, he is a reader, student, speaker, moderator, 
writer ...as well as the subject of a speech or article. He is the 
product of business and means business. What he does can produce a 


ripple or tidal wave of activity. 


Although his collar is white and his shoes are polished, he 
knows the meaning of long hours and hard work. For this he has 
learned: To get a better job, keep doing a better job. That’s how 
executives are made. 


With all the needs of an executive, it is not unusual to find 
most of them reading The Wall Street Journal. They rate 
The Journal ‘‘most useful’’ of all magazines and newspapers. 
The reason: Every business day, the news that 
changes business does change. 
And The Wall Street Journal is 
the only National Business Daily. 


©Dow Jones & Company, Inc., 1961 
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When you move a family... 
you ll be glad you looked 

behind the promise on 
these famous doors 


‘a 


‘* 


ie 


A little more 
know-how, a littl 
extra care! 


(Just what you'd expect from the world’s largest mover) 


peers ssou 
80618) 8 pivomw 


Two-way protection for every mat- 
tress. Heavy cartons prevent crushing 
and possible damage to springs while 
eliminating any chance of soiling or 
tearing ticking. 


sour Uenr 


Roomy wardrobes keep clothes clean, fresh, 
wrinkle-free. These portable ‘closets’ were 
first developed by Allied—one of many con- 
tributions to easier moving. 


Shock-prooft cartons cushion the record colle 
from every jolt or bump. Hi-Fi systems, stereo 
ponents and TV sets get special attention, too 
are completely wrapped in extra-thick padding. 


New separated packing for precious china, 
glassware. Each item is individually wrapped 
and packed in its own compartment... com- 
plete protection plus no washing on arrival. 


tle 


ollection 


‘eo com- 
too — all 
ing. 


Thick quilted pads completely wrap every 
major appliance . . . provide complete chip- 
proof, shock-proof protection. Reminder: 
have appliances disconnected before moving 
time to save a delay. 


Custom cases safeguard all large paintings, 
pictures and mirrors. Measurements are taken 
prior to moving day and a fitted case is pro- 
vided for each of these fragile items. 


ROLLING CLASSROOMS 
KEEP YOUR ALLIED MAN IN-THE-KNOW 
ON THE LATEST IN MOVING AND SAFETY 


To keep 5,000 drivers abreast of all safety 
and moving developments, Van Foreman Train- 
ing Units such as this are now traveling through- 
out Allied’s far-flung system. 


Safety, packing, loading, newest driving and 


moving techniques and equipment .. . all are 
demonstrated in the Training Unit’s completely 
equipped classroom. Driving Safety courses are 
additionally presented to civic groups, school 
driver-training students and military personnel. 


YOUR NEXT MOVE... 


Trust Allied 


You can always ~ 3 


tee 
rr) 
FREE MOVING TIPS BOOKLET! | Trust your aA 


Write: Allied Van Lines, Inc. Allied Man =e, 


” 


25th and Roosevelt Road, 
Broadview, III. 


a 


\ ALLIED VAN LINES 


NUMBER 1 MOVER ON THE HIGHWAY 


LOOK ANNUAL CIRCULATION 


1944 1,902,383 


1945 2,008,924 


1946 2,358,978 


1947 2,687,558 


1948 2,909,218 


3,079,073 
3,172,943 
3,227,161 


1952 3,276,772 
1953 3,553,419 
1954 3,869,939 
1955 4,071,015 
1956 4,195,075 
1957 5,195,710 
1958 5,662,982 
1959 5,785,804 


1961 6611681" 


NEW GUARANTEE § 


17,000,000} 


Effective with the issue of March 13, 1962, Look will guarantee to advertisers an 
average net paid circulation of 7,000,000. The current guarantee is 6,500,000. Cur- 
rent-issue circulation exceeds 6,800,000. Look will pass 7,000,000 in circulation with 
the issue of Nov. 7, 1961, and will deliver a bonus of more than half a million copies 
through next February. The new guarantee reflects the reader demand that has 
resulted in a circulation gain for LOOK every year since 1944. This record — un- 
matched by any other major magazine in America—is a mark of LooK leadership. 


{nnua ilatior ires based on A audited circulation rough June 30, 1960; Publisher's statement as filed with ABC for 6 months ending Dec. 31, 1960 
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Significant Trends 


Prices: The Pressure Builds 


Washington today is the scene of an irrational, 
directionless, free-swinging crusade the likes of 
which has not been seen in this country since 
Carry Nation put fire into the hearts and hatchets 


into the hands of her marauding Anti-Saloon 
Leaguers. 


Only this time the hassle isn’t about anything as 
specific as John Barleycorn; it is, rather, an offi- 
cially sanctioned attack on the prices charged by 
business. It’s raising a big cloud now, but there 
is every indication that things have only just begun 
to get rolling. Here is a slightly exaggerated but 
essentially accurate picture of the situation. 


@ Price increases: The present Administration is 
committed to ending the inflationary spiral. This 
commitment, plus the very consumer-oriented out- 
look of many powerful officials, spells trouble for 
any industry which wishes to up prices. More 
about this in a minute. 


@ Price decreases: The same people that are com- 
mitted to holding prices down are also by nature 
disposed toward giving the small marketer every 
chance. This laudable aim has given and will 
again give birth to accusations of monopolistic 
actions against large marketers who cut prices 
to gain business. 


@ Stable prices: Prices which do not fluctuate up 
and down with supply and demand may be con- 
strued as administered prices and can easily create 
suspicion of collusion or price fixing. If this gives 
a marketing executive the feeling that he is 
damned no matter which way he turns, he is not 
too terribly far from the truth. Right now, the 
biggest storm seems to be kicking up around 
price rises. This is some of what is going on: 


Steel is behind most of the fuss. Rumors have been 
circulating that a $4 or $5 per ton increase is in 
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the works for October when the union contract 
calls for an automatic wage hike. This rumor has 
given rise to some very intense heat on the floor 
of the Senate, where price-conscious Senators like 
Gore (D., Tenn.), Kefauver (D., Tenn.), Neuberger 
(D., Ore.), Moss (D., Utah), and Symington (D., 
Mo.) have made it quite plain that, in their opin- 
ion, a rise in the price of steel would not be in the 
national interest. 


Senator Gore gives some indication of the intensity 
of feeling in this area with his plan to thwart the 
steel industry: (1) use the powers of moral per- 
suasion possessed by the president who is “backed 
by the majority of the Congress,” including bring- 
ing to bear “the vast weight of public opinion.” 
Should that fail, (2) the “Federal Trade Commis- 
sion could move to police the steel industry.” If 
that doesn’t work, (3) the Antitrust Division of 
the Department of Justice should “get busy,” 
which, according to the Senator, might mean 
breaking up some of the bigger companies. Last, 
there is always (4) “utility-type regulation” of steel 
prices by a Government agency like the Inter- 
state Commerce Commission. 


Threats Are Nothing New 

Of course, industry has heard talk like this before 
from the “radical group,” and has learned not to 
become unduly excited. There is a difference to- 
day, however: this happens to be the group in 
power. It has a sympathetic ear in the President, 
and the administrative agencies through which it 
must work are peppered with well-wishers in high 
positions. j 


Although the steel industry itself has not chosen 
to formally respond to the accusations from the 
Senate, the industry’s unofficial champions are 
already lined up with bushels of facts to contradict 
Congress’ information and prove the need for a 
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Significant Trends 


(continued) 


price hike. Skirmishing between the two groups 
is still relatively light, but it could turn into a full- 
scale war. But more than that, it is providing some- 
thing of a prevue of coming attractions for mar- 
keters in practically every industry. 


Perhaps the most lamentable thing about this 
particular clash—and the many others, past and 
future just like it—is that neither side is willing to 
brush aside emotionalism and take a constructive 
look at the facts. As of this moment, it is relatively 
certain that the steel industry itself is not abso- 
lutely sure about what it will do. Many observers 
feel that by the end of the year there may be some 
slight price increases in highly selective product 
areas. 

Certainly these rises will not be so monumental 
as to further injure the industry’s underdog posi- 
tion in world trade; nor could they logically be 
expected to be so large as to feed ammunition to 
the union for use in the new wage negotiations 
opening in a few short months. Yet those in Con- 
gress who seem to be inherently anti-business, or 
who are at least the self-appointed guardians of 
180 million Little Red Riding Hoods, insist on 
being so radical and disorganized that whatever 
constructive good they might be able to do is lost 
in the smoke. 


Executive Branch Is Busy Too 


The steel industry pricing fight is just one current 
example. While the legislative arm was needling 
steel, the executive branch, in the person of Or- 
ville L. Freeman, the Secretary of Agriculture, was 
issuing a stern warning to big bakeries that the 
United States would look disapprovingly on an 
increase in bread prices. 


Steel was supposedly being attacked because it is 
the most basic of the basic commodities; the econ- 
omy of the entire nation is to a certain degree 
based on the industry. Rises in its prices sup- 
posedly have far-reaching effects on the prices 
paid by consumer and industry buyers for many 
different products. 
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This was the justification for the Senate’s concern. 


Bread, however, is a single product. It is probably 
not used by any more people than use toothpaste 
or soap. A lot of money is spent on bread, but 
that is also true of cars, TV sets and lawnmowers. 


In other words, the “national welfare” excuse for 
Government price interference can be stretched 
to cover a lot of territory. And it will be. 


And it will be accompanied by all the symptoms 
already shown in such drives: the arbitrary selec- 
tion of targets, the lack of truly definable goals, 
the makeshift approach that leads to more excep- 
tions than rules, and, above all, the general fuzzi- 
ness of approach and lack of coordination among 
the various Governmental bodies which makes it 
so nearly impossible to make a marketing decision 
that could not be construed as illicit by somebody 
somewhere if he was zealous enough. 


Can the Senate legally set prices? Only a nation- 
wide plebiscite could stop it if the legislators 
wanted to badly enough. Whose position is most 
nearly “right,” steel’s or the Government's? Both 
probably have their points, but in cases like this 
might usually has a way of determining right. 


But one thing is certain: it is definitely not in the 
national interest to continue this constant con- 
flict between business and Government over the 
prices charged in the market. It is, perhaps, a 
natural conflict in an economy which is making 
the transition away from the classical supply-and- 
demand concept. But it is time the more energetic 
Government leaders recognized the fact that the 
goals of business and Government, while probably 
not identical, are at least not mutually exclusive. 
And it is time they realized that the paths to these 
goals need be neither identical nor in continued 
conflict. It is time they showed some initiative and 
began the long and tedious job of building a con- 
structive solution to these problems. And that does 
not include caterwauling on the Senate floor. 
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Do you know these things about tomorrow? 


Surgery with sound. eyes that see at night, and the future — and are running it exclusively in 
many other things. Westinghouse knows. They AY The New Yorker. Results’ to date have been 
and their advertising agency, Ketchum, MacLeod i ¥) notable, even surprising. You reach the influential 


' > ; 
& Grove, Inc., created a special corporate adver- people who are shaping a new marketing con- 


tisi ampaign on their projects for THE cept when you use The New Yorker. 
pestle NEW YORKER 


No. 25 WEST 43rd STREET, NEW YORK 36, N.Y 


*To get the whole story, write us and we will send you a booklet. Other advertising offices: Chicago, San Francisco, Los Angeles, Atlanta and London 


000 PROSPECTI 
VERS WILL *%; 
PASS THIS ;SP 


, we 


During just four short days, the cream of 
the nation’s purchasing influence will be 
looking at...and looking for the latest 
equipment produced by over 200 national 
air conditioning, heating and refrigeration 
manufacturers. 

Surveys of past ARI Shows prove that 80% 
of those attending were directly responsible 
for purchasing. Of these, 40% were either 
ready to buy or were persuaded to make 
purchases for their companies during the 
Exposition. These are the selling days you 
can’t afford to miss. 

Here’s your chance to meet and talk to 
industrial and commercial buyers, con- 


tractors, dealers, manufac- 
wholesalers, and engineers from 
every phase of this gigantic industry. 

ARW, RACCA, RSES, ARI, NWAHACA 
and WACIA will all be helping to make 
this 12th National ARI Exposition the big- 
gest and best in history. So, don’t let this 
greatest sales opportunity pass you by... 
make it pass your booth by being%¥“on- 
the-spot”! Make space reservations now! 


distributors, 
turers, 


CONTACT: George E. Mills, SHOW DIRECTOR 


2™ NATIONAL EXPOSITION air 

CONDITIONING, HEATING & REFRIGERA- 

TION INDUSTRY * FEBRUARY 12-15, 1962 

1346 Connecticut Ave., N.W., Washington, D.C. 
COlumbia 5-0405 
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How fast do you reed? 


International Paper finds 


the man who reads 
is the man who buys 


Does it pay to advertise in the world’s most widely read 

magazine when businessmen are your main target? 

“Advertising in Reader’s Digest has given us national attention,” 

says Lamar M. Fearing, president of International Paper. “People 

yg who read more achieve more, and we reach the top decision makers in 
the Digest— people who buy paper and those who influence them.” 


a 74 


85% of International Paper's sales force reported favorable comments 

from customers soon after the company started its “Send Me 

a Man Who Reads” campaign in the Digest. 96% of the company’s 
salesmen said that the campaign helped them in their daily sales efforts. 
And over 850,000 reprints have been requested by people in all walks of life. 


“We never expected such great advertising results,” says Mr. Fearing. 


One reason the Digest works so 
well is that it reaches 45% of U.S. 
college graduates . . . nearly 40% 
of America’s upper-income third. 
And the average ad page is seen 
60 million times—twice as often 
as in other leading magazines.* 
For about the same cost, the 
Digest can... 


People have faith in 


eader’s 
Dige st 


double your chances-to-sell! 
*Source: Alfred Politz Media Studies 


HANSEN’S WORDS OF WISDOM... 
A 


Pourboires 


Non 


Compris 


CATSUP, 
WITH YOUR 
DINNER, 
MONSIEUR 


If you want to order catsup in a 
French restaurant . .. and use the 
dictionary translation of “Soupe 
de Chat” you'll probably 
have the waiter serving you as in 
the illustration above. 

Some words have many meanings 
... but you can be sure of the word 


“STORAGE” 


in any language for it means 


an advantage for you. 


At Hansen, the word “storage” 
means more than just safekeeping. 
It means “SPOT-STOCKING” 
having your products or sup- 
plies available when and where 
you need them. 
It means “SPEED AND CON- 
VENIENCE” .. . Our THREE 
STRATEGIC LOCATIONS put 
you within two hours trucking 
distance from any point in Wis- 
consin where 75% of the state’s 
income and 71% of all retail 
business originates. 
It means “PERSONAL SERV- 
ICE”. You get the advantage 
of our experience in operating 
Wisconsin's largest warehouse 
for over 50 years. It means 
“SAVINGS” because you can 
ship in quantity and save the dif- 
ference between high LCL rates 
and carload rates. If you prefer, 
you can use our dock facilities to 
ship by boat 
Write for more data on how 
HANSEN can profitably handle 
your warehousing in this area. 


3 Strategic Warehouse Locations: 
Downtown Milwaukee 126 WN. JEFFERSON ST. 
North Side 6201 WN. 35th ST. 
West Side 112th & W. BURLEIGH 


Affiliate: Hansen Storage of Madison, Inc 
Madison, Wisconsin 


MARKETING 


BLAND BREAKFASTS BEST? 


Peekskill, N.Y.—Marketers planning 
new foods are cautioned to study 
the underlying attitudes surrounding 
mealtime. For example, reported the 
Center for Research In Marketing, 
breakfast is a low-keyed, half-awake 
meal for most people. Few of us work 
for hours in the field before coming 
in to a breakfast of ham or bacon and 
eggs, hot cereal and other heavy 
foods. 

We wake reluctantly, psychologi- 
cally unprepared to face the tradi- 
tional breakfast. We don’t want any- 
thing that requires us to react with 
alertness or authority. We want peace 
and quiet, weak colors, little noise. 

In short: most Americans want 
breakfast foods that don’t bite back. 


SPOT TV BILLING SERVICE 
New York—A new, centralized billing 
service for TV spot campaigns will 
control, coordinate and justify billing 
on a day-to-day basis. Broadcast Bill- 
ing Co., Inc., a recently announced 
subsidiary of Standard Rate and Data 
Service, will use automated data proc- 
essing methods to serve both the 
stations and ad agencies. 

Another firm, Broadcast Clearing 
House, recently introduced a similar 
service for TV and radio as well. 

New result: your spot TV cam- 
paigns will be handled faster and 
more efficiently and, because of 
tighter controls, you will be assured 
combined frequency discounts, par- 
ticularly in a multi-agency campaign. 


TROUBLED AIR TIME 


Greenwich, Conn.—Increasing TV 
station break commercial time is op- 
posed by eight out of ten advertising 
executives. Rather than just the pub- 
lished displeasure of a few New York 
agency men, recent attacks of the TV 
networks’ move apparently reflect the 
fears and attitudes of most admen 
throughout the country, according to 
a national, cross-section survey con- 
ducted by Nowland and Co., a mar- 
keting research and consulting firm 
here. The survey covered executives 
employed in both advertiser and ad 
agency settings. 

On a similar tack, results of a sur- 


vey of 72 network affiliate stations on 
their station break policy, conducted 
by Lawrence C. Gumbinner Adver- 
tising Agency, Inc., reveals that no 
station responding plans to triple spot 
commercials. 


IT COSTS $$ TO SPEND $$ 


New York—Do you know what it 
costs your company to spend its 
money? The average is about 8c per 
buying dollar, according to a survey 
Purchasing Magazine made of 2,500 
industrial purchasing agents. Involv- 
ing the costs of salaries, overhead and 
upkeep of purchasing personnel, this 
small fraction assumes astounding pro- 
portions when the cumulative cost to 
industry is considered. 

The result of efforts to keep the 
cost of spending down is reflected in 
the ultimate cost of the product you 
sell. Increasingly, marketing people 
are showing concern in the areas of 
planned purchasing, value analysis 
and other “non-sales” techniques used 
to reduce the cost of internal buying. 


REDS PUSH FRUIT STANDS 


Washington—The Russians are not 
above simple gastronomic pleasures, 
according to a Commerce bulletin 
quoting an article in a recent issue of 
Soviet Trade. An increase in special- 
ized retail food stores is a major ob- 
jective of Soviet planners. During 
1960, 600 new fruit and vegetable 


The Survey Says* 


Auto Sales Up 53% | 
in Canada 


$1.7 billion $2.6 billion 
Ten Years Ago Today 
“Sales through Automotive dealers as shown 


in Sales Management's 1952 and 1961 Sur- 
vey of Buying Power. 
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on the MOVE 


stores were opened in one of the 
USSR’s largest republics. 

“Trade is being developed in pack- 
aged potatoes, vegetables and fruit,” 
the Russian publication notes approv- 
ingly. Some Soviet stores will make 
home deliveries, according to the 
article, and “self-service vegetable 
stores have been opened” in Moscow 
and a few other cities. 


id 


EYE-CATCHER FOR SHELVES 
Los Angeles—A flashing light attached 
to the price molding on_ super- 
market shelves is reported to have 
accounted for a 100% increase in the 
sales of a nationally distributed facial 
cream; 125% for a cookie manu- 
facturer; 35% for buttered beef steaks 
and a 30% boost in sales of frozen 
vegetables. 

Called “Shelf-Lite,” the point-of- 
purchase display sign flashes more 
than 3 million times a month (about 
70 times per minute) from a single 
battery. 

With impulse buying of known 
brands still a major factor in the de- 
velopment of extra sales, the blink- 
ing light compels the eyes to look 
and, experience shows, the hand to 
reach. 

The Shelf-Lite Corp. issues ex- 
clusive rights for the new product’s 
use for specific products in specified 
markets. 


NOW, THE SECOND WATCH 
New York—Whether or not you own 
a second car, you will soon be ad- 
vised that you do need a second 
watch! Polled by Bulova Watch Co. 
during the industry’s annual conven- 
tion, jewelers looked to the new 
marketing strategy to boom Christmas 
watch sales this year. 
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The second watch, like the second 
car for the automobile industry, is 
expected to mean a sports model for 
certain customers, a more formal 
version for business or dress occasions. 


STUDENTS FLY ON THE CUFF 


Dallas—“Braniff has found its faith in 
the college student more than justi- 
fied,” claims the airline in announcing 
Student Courtesy Cards enabling the 
youngsters to charge the cost of air 
transportation. 

The company is obviously proud of 
the steadying influence its new plan is 
expected to have on the business ethics 
of the college student. “In addition to 
the convenience,” Braniff adds, “the 
card offers excellent identification, and 
introduces the bearer as a responsible 
young person with a preferred credit 
rating.” 


NEW ‘KEY WORD’ BRUSH-UP 
Chicago — Misunderstanding costs 
money both internally among associ- 
ates and externally between salesman 
and customer. Often the result of mis- 
interpretation of terms, the damage is 
seldom discovered until the sale is 
made and the product delivered. 

The American Marketing Associa- 
tion offers an answer with its new 
publication, Marketing Definitions. 
From “Advertising” to “Wholesaler,” 
the complete gamut of key marketing 
words is explored for their most con- 
cise and meaningful definitions. 


EMBARRASSMENT VANISHES 


New York—How do you get people 
to talk about highly personal facts? 
For years this problem has frustrated 
Now, Focused Group 
Interviewing, introduced by Fuller & 
Smith & Ross, Inc., reduces inhibi- 
tions and tensions created by discuss- 


researchers. 


ing delicate and sensitive subjects. 

Respondents are brought together 
in 5- or 10-member panels for in- 
formal discussions during which the 
group leaders focuses the attention 
of the panel on specific points of 
interest, using subtle, non-directive 
methods. The system derives its value 
from the interplay of ideas between 


what every. 
sales execittive 
should know 
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Denver’s location, as a market, is 
unique. There is no other major city 
within 500 miles. As a result, The 
Denver Post exerts a strong selling in- 
fluence throughout a rich trade area 
geographically larger than any other in 
the nation. 

This trade area consists of 100 coun- 
ties in five states and has a population 
of 2,277,725. Of this total, 80 percent 

1,753,947) live in Colorado and almost 
a million (929,383) in metropolitan 
Denver. 

The Denver Post, with a circulation 
of 265,980 daily and 348,937 Sunday, 
provides the following coverage of the 
various segments of its total market: 
Denver City Zone, 71% daily, 79% 
Sunday; Metropolitan Area, 66% daily 
and 76% Sunday; Retail Trading Zone, 
64% daily and 75% Sunday; entire 
State of Colorado, 44% daily and 56% 
Sunday. 

Seldom will you find a market as free 
from the influence of adjacent media, as 
prosperous, as rapidly growing and as 
recession-proof as the Denver market. 
And seldom will you find an advertising 
medium that covers its market as effec- 
tively as The Denver Post. 
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To SELL in AKRON 
only the BEACON 
JOURNAL 


can do the job! 
HOW DO YOUR PRODUCTS RANK IN 


AKRON? 


You'll find your 


AKRON BEACON JOURNAL 


| 
answer in the new x ae 


1960-1961 (Ca 
TOP TEN 
BRANDS | ---::... 


| PROFILES 
Pl 
‘ cousumens 


ot one 


A personal Akron home interview Con- 
sumer inventory, consisting of 130 
different categories with brand profiles 
by income, age and number of persons 
per household, is yours through your 
nearest Story, Brooks & Finley office. 


Here are the facts 
about the AKRON BEACON JOURNAL area of influence 


“Bil iON 


DOLLAR MARKET 


POPULATION 771,261... FAMILIES 226,175 


TOTAL BEACON JOURNAL ( DAILY. eeee 167, 704 
CIRCULATION | SUNDAY ...178, 499 


Plan your sales promotions in Akron’s ONLY daily and 
Sunday newspaper and be sure your messages go home. 
ROP 1 color and black, 2 color and black and full color 
available Daily and Sunday. Rotogravure and Color Comics 
available on Sundays. 


AKRON 
BEACON JOURNAL 


“Ohio's Most Complete Newspaper” 
JOHN S. KNIGHT, Publisher 
Represented Nationally by STORY, BROOKS & FINLEY 


Marketing on the Move 


(continued) 


participants, with one respondent's 
comments or confessions tending to 
stimulate the comments of others. 

Through use of a special sound 
system and closed circuit TV moni- 
tor, members of the audience can 
pose questions without the knowl- 
edge of the panel. This enables 
clients and agency people to test pet 
theories, ideas for products or pack- 
aging innovations, potential copy 
themes and slogans, without formal 
planning or questionnaires. 


TWO-TV HOMES INCREASE 


New York—For the first time, there 
are more American households with 
two or more TV sets than there are 
households with no TV _ receiver. 
Further, reports the Advertising Re- 
search Foundation, nine out of ten 
households have television sets. 

A survey made in May of this year 
estimates that there are 47.7 million 
households with TV sets, an increase 
of more than 42 million since April 
1950 when only 5 million American 
households could boast of their own 
television receiver. 


NEW LATIN SURVEY 


Washington—For American companies 
interested in or engaged in the export 
of communications equipment to 
Latin American markets, The Busi- 
ness and Defense Services Ad- 
ministration recently announced that 
the country-by-country telecommuni- 
cations survey of Latin America, 
initiated earlier this year to determine 
actual and potential markets for U.S. 
telecommunications producers, has 
been partially completed. 

While a formal publication is not 
planned for the immediate future, 
information is available on request. 


BOYS, TOO, BUY BY BRAND 
New York—Footballs are not just 
footballs to 85% of the young boys 
surveyed recently by Boys’ Life 
magazine. Significantly, these junior 
citizens sought a brand name they 
recognize. Awareness of the manufac- 
turer was said to be a definite aid in 
the decision to buy an item of sports 
equipment. 


— 
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COOKIES 
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CIGARS 


Wrap up bigger sales 
during your selling seasons 
with beautifully printed 


AVISCO CELLOPHANE 


Seasonal wraps of Avisco cellophane increase sales seasonal packages is solved. Retailers merely 
and save money. Here’s why: (1) Cellophane prints remove the special wrap when the season ends. 
beautifully to merchandise your product. (2) It Printed Avisco cellophane is also low in cost 
eliminates the need for seasonal boxes —lets you and unsurpassed for packaging machine per- 
use your regular package. The seasonal message formance. Contact your Avisco cellophane 
occupies only part of the cellophane sleeve or converter about seasonal packaging. Or write 
full overwrap, while the rest of your package to us and we’ll recommend a selected cello- 
shows through. (3) The problem of unsold phane converter specializing in your field. 


AMERICAN VISCOSE CORPORATION, FILM DIVISION, 1617 PENNSYLVANIA BOULEVARD, PHILADELPHIA 3, PENNSYLVANIA. 
SALES OFFICES ALSO LOCATED IN ATLANTA, BOSTON, CHICAGO, DALLAS, LOS ANGELES AND NEW YORK. 
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WJR-Politz study 
new look at radio 


in Detroit - Great 


; Pe The 1961 WJR-Alfred Politz Study offers a completely new approach 

| in radio research. It so well equips WJR sales representatives to pin- 

point customers for your products that we warn you in advance— 

they’re bound to get a bit aggressive. But let them. You’ll find that 

as they apply this new kind of radio research to your specific advertising objectives, you’ll be 

able to reach logical prospects. Prospects who buy soap and soup, new cars and used cars, pianos 
and grass seed. All kinds of people who buy all kinds of products. 


This study is of radio listening in general and of WJR listening 
specifically. It comprehensively covers a 100-county four-state area, 
and gives an accurate up-to-date picture of the area, of its radio listen- 
ing habits, of listener reaction to WJR programming. The study is of 

individuals, not households. All data refers to listeners aged 15 and over. This method makes it 
possible to reliably report breakdowns by age, sex and socio-economic status. It defines extent of 
education and whether listeners are home owners or not. 


The study compiles the total weekly cumulative audience of WJR 
and of 174 other radio stations mentioned. It breaks down overall 
radio listeners and WJR listeners by time of day, day of week, by age, 
by sex, by socio-economic status, and by where they listen to radio. 


~ Ve} 
up listeners’ preference for WJR’s news, sports news-scores sum- 
maries, sports play-by-play, farm programs, traffic conditions, news 
reporting accuracy, homemaker programs, farm news and market 
reports, weather forecasts, all-around helpfulness, public spirit, and listeners’ attitudes toward 
the kind of advertising WJR carries. 
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jives ae 


An unusual point covered by the WJR-Politz Study is a profile of 
the types of music listeners prefer according to their age and sex. 
The music categories rated by listeners include popular music with 
full orchestration, popular music with small orchestration, folk 
music, classical music, fine music, and rock ’n’ roll. 


You've been fairly warned that WJR sales representatives will be 
not just enthused, but aggressive—and with good reason. So hear 
them out for your own good and for that of your sales curve as they 
apply the 1961 WJR-Alfred Politz Study specifically to your products 


and to your seein, It will give you a revealing new look at the lucrative Detroit-Great Lakes 
area, served best by WJR. 


We believe you'll find the WJR-Politz Study extremely helpful. So 
give us or the people at Henry I. Christal a call—and hear the story 
out. You owe it to yourself—because WJR is continuing to help 
advertisers toward well-grounded radio research with this completely 
new look at radio listeners in the Detroit-Great Lakes area. 


760 KC 50,000 WATTS 


Represented by Henry I. Christal Co., U.S. & 
Canada * Atlanta * Boston * Chicago * Detroit 
* Los Angeles * New York * San Francisco 


CHEMICAL ENGINEERING SALES FIL 
Re: Keeping Up with Your Market 


78 


“T can’t travel the field often enough, visit all the plants 
and people I should. How-do I catch up on its growth, 
new developments, my increased sales potential?” 
HERE’S A NEW, RELIABLE GUIDEBOOK: One that will take 
you deeply into one of your most dynamic markets, “The 
Chemical Process Industries: Here, readily, 
you'll find fresh facts and figures on its 
growth outlook, plans for expansion and 
spending, expenditures for direct equip- 
ment purchases, current CPI output 
..a 32-page Baedecker for doing more 
business where $250 million is being spent 
every working day. Available only 
from CHEMICAL 
ENGINEERING, 
McGraw-Hill, 

330 W. 42d St., 
New York 36. 


Marketing Newsletter 


LEGISLATION Legislation affecting marketing was flushed down the drain at 
a record rate in the waning days of Congress. Practically ali 

anti-marketing bills restrictive bills were laid aside for this year—although 

go down the drain many will be heard from again in '62. 


Despite all the furore about closing expense account loopholes, 
the tax revision bill containing a watered-down version 

of the Kennedy crackdowns was shelved until next February. 
Even if Congress tackles the problem in early '62 as promised, 
it will take months before a bill becomes law. And tax laws 
can hardly be retroactive. Conclusion: Mid-'62 is earliest 
possible effective date for new laws on buSiness expenses, 


Sidetracked along with the tax bill were postal rate increases 
(which would have hiked print media ad rates) ; legislation to 
require disclosure of interest rates; strict regulation of 

the drug industry; stiffer penalties for antitrust violation; 
and bills to give FIC new powers. .. . Several measures with 
broad business support did not make the grade this years 
Easier depreciation standards, the Boggs bill affecting tax 
deductibility of institutional ads and other legislative 
costs, and "fair tradc." .. . The box score: Marketing did 
not fare as badly as expected in the 87th Congress' lst session. 


PRICING A new tide of price-fixing charges is rocking the marketing 
boat. Wave after wave, industry after industry. One blue 

still another round chip after another is engulfed by the flood. More individuals— 

sales chiefs, top execs—are getting personally involved, 


of price-fix charges 


Scan this long list, only a partial one, of big names indicted 
on Federal price-fixing charges. ... Charles Pfizer &Co., 
American Cyanamid, Bristol-Myers, and a top exec of each; 
American Optical, Bausch & Lomt, plus two of their sales chiefs; 
International Salt,. Morton Salt, Diamond Crystal Salt, and 
Carey Salt; Ward Baking, American Bakeries, Southern Bakeries, 
Flowers Bakeries, Derst Baking; General Dynamics, Air 
Reduction, Olin Mathiesor, Chemetron Corp. ... Of course 
the electrical elite started it all. Now every customer is 
collusion-conscious ; he casts a wary eye on suppliers’ 
pricing practices. 


Federal agencies across the country are now forwarding to 
Washington all identical bids received from suppliers. Justice 
Dept. staffers sort and scrutinize the bids, seeking evidence 
of collusior. Aim of the plan is to diScourage identical 
bidding in Government procurement ; to help maintain a competi- 
tive economy; to provide the Attorney General with information 
of assistance in enforcing the antitrust laws. . .. Note: 
The new rules apply only to bids that are solicited under 
formal procurement procedures, that are identical as to unit 
price or total amount, on sales over $10,000. 
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Newsletter (continued) 


MARKETS 


bright outlook 


for selling abroad 


SELLING 


industrial PA’s like 


long-term buying 


MISCELLANY 


news and ideas 


of marketing note 


A new source of export selling may be in the making. Foreign 
subsidiaries and branches of U.S. companies plan to spend 
$4.5 billion this year for plant and equipment. They expect 
to maintain that rate of spending in '62. .. . And, to help 
expand U.S. exports, the Commerce Dept. is enlisting the aid 
of some 800 trade association executives. For details, contact 
your Commerce field office or your trade group. 


Two booming foreign markets are Japan and West Africa... . 
Japan enjoyed unprecedented prosperity in first half of '6l. 
Sustained high profits buoyed the country's industry to a 
record expansion of plant and equipment investments, 
creating a big demand for imports. U.S. marketers sold $745 
million of goods to Japan in lst half '61—almost double 
Japan's $386 million of sales in the U.S. 


Commerce Secretary Hodges is urging marketers "to get in on 
the ground floor" in the virtually untapped markets in West 
Africa—such as Ivory Coast, Dahomey, Togo, Niger, Upper 
Volta, Senegal, Mali. His reasons: They're politically inde- 
pendent, eager to broaden the base and scope of their 
economies; foreign exchange earnings may well rise; trade 
will liberalize. 


Many industrial customers are now ripe to buy—and possibly 
sign a long-term contract with the supplier. More purchasing 
agents are finding the long-term buying arrangement, particu- 
larly of standard supply items, a way to cut inventory 

and clerical costs. . . . and sometimes prices too. 


Strong evidence of this trend in the making was turned up by 
a recent Purchasing Week Survey. It found long-term selling 
arrangements between industrial distributors and manufacturers 
customers on the rise. PA's like the advantages of reduced 
inventories, less paperwork, volume prices. Sellers are less 
enthusiastic, often look on such contracts as a PA's device 

for beating down prices, 


But selling to industrial prospects with a long-term contract 
can be an effective way to expand markets, to increase sales 
profitably. If he hopes to get this business, however, the 
seller must be ready to handle his customer's inventory main- 
tenance and paperwork. He must have a long-term sales plan. 


Scheduled airlines will be grounded—and flying businessmen 
too—during a 12-hour test of our air defense system. From 
1:00 PM Saturday, Oct. 14 through 1:00 AM, Sunday, Oct. 15 

(EDT) there'll be no airline flights in, into or out of U.S., 
Alaska and Canada. . .. A House Small Business Subcommittee 
plans hearings after Congress adjourns to investigate 
complaints from small business that it's not given opportunity 
to buy advertising time on radio-TV. ... Marketers of hobby 
products take note: About 32 million (55%) of all U.S. 

housing units are in structures having basements. 
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How to wrestle with a pig 


An old adage has it that you can’t wrestle with 
a pig without getting dirty. Pig wrestling is invari- 
ably conducted on the pig’s own terms, 

Occasionally there’s a parallel to the old adage 
in modern advertising. A competitor will make 
exaggerated or grossly misleading claims that 
directly or indirectly malign your company or your 
products. The urge to retaliate is exhilaratingly 
tempting as only an all-out scrap can be. It’s easy— 
even fun—to write a counter-punching, below-the- 
belt ad. It’s certainly easier than carefully prepar- 
ing an ad built around solid marketing facts, an ad 
that sells a product on its own merits and in terms 
of the customer’s real needs, 


However tempting, we think it’s impossible to 
wade into a vindictive advertising campaign with- 
out getting a good bit of dirt on yourself. The dirt 
takes the form of an unpleasant reputation for 
vituperative advertising. It is often difficult to wash 
it off in the market place. 

Often, too, the ‘‘fight-fire-with-fire”? ads can do 


real harm to the overall advertising campaign. 


Every dollar diverted into spite advertising must 
be deducted from carefully planned and budgeted 
advertising programs. 


Perhaps the most insidious effect of vengeance 
advertising is the confusion created in the cus- 
tomer’s mind. First he sees the claims, then the 
counter claims. Both are intensely negative and 
probably contradictory. Unable to decide which of 
the companies or products is worse, he buys a 
third product that was honestly represented to 
him in terms of his particular needs, 


Almost every company is constantly trying to 
gain or preserve leadership in its markets. Yet the 
heat of competitive battle can cause companies to 
forget a rule so obvious it has become a truism: 
**to be the leader, look like the leader.”? We think 
it’s part of an advertising agency’s job to remind 
clients—even when they don’t want to be reminded 
—that it’s pretty difficult to look like the leader 
when you’re down in the mud wrestling with a— 
competitor. 


How, then, do you wrestle with a pig? You don’t. 


62-1 


Marsteller, Rickard, 
Gebhardt and Reed. an 


ADVERTISING ° 


PUBLIC RELATIONS 


MARKETING RESEARCH 


CHICAGO 
TORONTO 


AFFILIATES 


NEW YORK 
BRUSSELS 


PITTSBURGH 
GENEVA LONDON 


BURSON MARSTELLER ASSOCIATES 


MARSTELLER RESEARCH 
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When You 
Think About 


THE SYRACUSE MARKET 


Think 
About 


All of it! 


Think of America’s best test city—plus a score of sizable, prosperous 
cities like Auburn, Cortland, Ithaca, Oneida and Oswego. Think of 
15 counties embracing one-third of the total area of New York State 
—with a population of 1,501,500 and buying power of more than 
$3 billion annually! 


There’s a single, effective and economical way to sell ALL of it! 
The Syracuse Newspapers deliver 100% home coverage of Syracuse 
and Onondaga County; effective circulation in the 14 surrounding 
counties. 


No Other Combination of Media in the Area Will Do 
a Comparable Job at a Comparable Cost. 


FULL COLOR AVAILABLE — Represented Nationally by 


DAILY AND SUNDAY MOLONEY, REGAN & SCHMITT 
the SYRACUSE *& NEWSPAPERS 


HERALD-JOURNAL & HERALD-AMERICAN THE POST-STANDARD 
Evening Sunday Morning & Sunday 


CIRCULATION: Combined Daily 230,814 Sunday Herald-American 202,467 Sunday Post-Standard 102,966 
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Industry of the magic electron. Young and vital. Operating at capacity to supply today’s products. 


Growing for tomorrow's. Probing the vast unknown for new materials, methods and knowledge 
ELECTRONIC INDUSTRIES, one of 19 Chilton business magazines, meets this many-sided 
editorial responsibility in a way which has earned outstanding acceptance from readers and 
advertisers alike. CHILTON COMPANY, Chestnut & 56th Sts., Philadelphia 39, Pa. 


Good business continues to better in lowa! 
Department store sales in May were 10% 
above May, 1960. Home building permits 
first 5 months of this year were UP 10.8% 
over same 1960 period. Cash farm receipts 
first 3 months of 1961 were UP 15% over 


same period 1960, and lowa personal in- 
come gain continues to lead 45 of the 50 
states. You can sell in lowa now! 


You may be dealing yourself out of this hot market by 
following an outmoded rule of space buying . . . that 
is, buying space only according to standard Metropoli- 
tan Area population ranking. This ranking, for instance, 
lists Des Moines (Polk County) way down the list in size 
of Metropolitan Area markets. 


But we aren’t talking about Des Moines or a lifeless sta- 
tistic — because that statistic distorts the actual mar- 
keting facts. What we are talking about is the exciting 
concept of a horizontal, state-wide market instead of a 
vertical, metropolitan one. We are talking about IOWA 

. not “‘just another state,’’ but one of America’s most 
consistently active markets, unified by the state-wide 
coverage of one of America’s great newspapers, the Des 
Moines Register and Tribune! 


The key to it is ‘‘circulation coverage.’’ Truth is, with 
50% or better coverage in 76 lowa counties, Des 
Moines Sunday Register ranks No. 11 and Daily Des 
Moines Register and Tribune with same coverage in 
34 lowa counties ranks No. 28 among Metropolitan 
Area markets. 


What kind of job will these newspapers do for you? 
National and regional chains report great successes with 
state-wide campaigns . . . Sears, Kresge’s, Younkers, 
Wards, Woolworth’s, others. Gambles’ Sales Promotion 
Manager Gus Younger says, ‘Merchandising and adver- 
tising 177 stores all across lowa requires very special 
techniques. Because we have the Sunday Register at 
our command, we can do an effective, economical job 
for every Gambles store in the state. The high intensity 
coverage of the paper throughout virtually all of lowa’s 
counties makes it possible to co-ordinate campaigns for 
proved traffic and profit items. Consistent promo- 
tion in key lines is building state-wide acceptance 
for our brand names which we find being trans- 
lated into sales in every corner of lowa.” 


one of America’s The customers are buying in lowa — 


now’s the time to reach them. 
Now’s the time to break the 
0 eS ‘‘space-buying rules’’ and 
stir up sales for you 
k in record-breaking 
markets eh Stile “Poe 
| Hometown Paper 
now! for the Whole 


State of 


Represented Nationally by: Newspaper Marketing Associates — New York, Chicago, Philadelphia, Detroit. Los Angeles, San 
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What goes on in... 


COMMITTEE 


® Do chain-store buying ‘committees 
cramp a salesman’s style? 


Do these committees give manufactur- 
ers’ salesmen a fair hearing on new 
products and promotions, new prices 
and deals? 


Or is the buying committee, as some 
salesmen and their sales managers 
claim, a faceless, irresponsible, amor- 
phous creature, spawned by a chain to 
pass the buck and wreck the manufac- 
turers’ best-laid plans—without reveal- 


ing the reasons for refusal? 
(turn page) 
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Part 1—BUYING COMMITTEE 


Buyers Do the ‘Selling’ at 


Today nearly all big retailers buy 
Since World War II, 
the big buying decisions of 46-year- 
old Stop & Shop Inc., Boston, have 


been group decisions. 


by committee 


Recently an SM editor sat in as an 
“invited spy” at Stop & Shop’s regular 
Wednesday 


y 
ing 


ifternoon Buyers’ Meet- 


That morning, before the meeting, 
he discussed the “committee’s” rea- 
sons for being, development, opera- 
tions and contributions with sales 
executives and buyers of this $295- 
million-volume, New England super- 
market chain. 

But before arriving at 393 D Street 
he had been told that Stop & Shop 
had achieved its present size, and was 
gearing for greater growth, by devel- 
oping a great many individuals in all 
functions who can decide and act on 
their own initiative and responsibility. 

Under the committee setup, could 
there still be individual action and re- 
sponsibility in buying? 

Through the first three decades of 
Stop & Shop the manufacturer’s sales- 
man or representative called on an in- 
dividual buyer and, for better or 
worse, got from him a fast and final 


decision 


Bad Guesses Expensive 

But by 1945, Stop & Shop’s sales 
had soared to $29 million. These and 
other supermarkets were starting to 
become extra super in the number and 
vast variety of their offerings. Though 
the individual buyers had greatly in- 
creased their knowledge and experi- 
ence, the size and diversity of their 
problems (and opportunities) multi- 
plied. Bad guesses by _ individual 
buyers could lead to large losses— 
both on the “lemons” they might buy 
and on unrealized volume and profits 


By LAWRENCE M. HUGHES 


Senior Editor 


on products they had failed to buy. 

So Stop & Shop introduced regu- 
lar Buyers’ Meetings. One reason for 
them was that “no one of us knows 
as much as all of us.” Another was to 
make buying more “objective”: An 
individual buyer might be prejudiced 
for or against certain sources and 
certain salesmen. But the most im 
portant reason was to integrate buy- 
ing more closely with selling. 

Many hundreds of salesmen still 
call regularly on individual buyers at 
393 D Street. Individually, Stop & 
Shop’s dozen grocery buyers still give 
most of them fast and final decisions: 

“We've already got too many prod- 
ucts like that.” 

“We tried something like that and 
it flopped.” 

“On that basis, we couldn’t make 
a decent profit.” 

“We can’t stock that until vou build 
consumer demand for it.” 

But to a smaller number of luckier 
salesmen, the buyer says: 

“I think you've got something in 
that.” 

“I like the promotion plans you've 
got for that .. . and I'd like to make 
a pitch for it at our next Buyers’ 
Meeting.” 

On alternate Wednesday .after- 
noons, the zone grocery merchandisers 
sit in with the buyers, adding their 
voice and vote on some 50 products 
each week that have survived the 
buyers’ individual screening. 

The chairmanship rotates among 
the buyers. On this particular Wednes- 
day afternoon Joseph J. Sullivan pre- 
sided. Some idea of the preliminary 
decisions one buyer must make be- 
fore he proposed the surviving prod- 


ucts to the Buyers’ Meeting _ is 


suggested by Joe Sullivan’s own broad 
bailiwick: 

Baking supplies, cookies, crackers, 
chemicals, dried beans, extracts, 
household items, macaroni-spaghetti, 
matches, maple syrup, molasses, mus- 
tard, oil, peas, prepared food, pre- 
serving supplies, polishes, sauces, salt, 
shortenings, soap and soap powders, 
spices, vinegar, waxes. 

A regular participant in each meet- 
ing is Harold Ralens, sales manager 
for groceries and general merchandise, 
who reports to Stop & Shop’s sales 
V-p on actions taken at the meeting. 

One of SM’s pre-meeting visits was 
with Jack Solomon, divisional vice 
president for sales, who does not sit 
in on the meetings. 


Help from Manufacturers 

“The assumption that buying com- 
mittees are working against the manu- 
facturers’ Jack Solomon 
emphasizes, “is all wrong. In our 
competitive, creative, ever-evolving 
economy, both manufacturers and re- 
tailers must constantly come up with 
products—often ‘new and different’ 
products—which the public can be 
persuaded to buy. Stop & Shop’s own 
growth suggests not only that we have 
had some success at this, but that a lot 
of manufacturers and their salesmen 
are constantly helping us to grow. 

“In the last decade, the number of 
items carried by our stores has nearly 
doubled, from 4,000 to 7,500. This 
means that every year, on the average, 
were carrying 350 more items. But it 
also means that in adding 350 we're 
turning down thousands of others, and 
that every week some or both of the 
newer and older items that we have 
bought can’t justify their place on our 
shelves and must make way for others. 

“Despite all this,” Solomon adds, 


interests,” 
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Stop & Shop Meetings 


“we must continue to seek new and 
better values for our customers. Every 
manufacturers salesman who comes 
in gets a fair chance to show and sell 
his product to a buyer. And when he 
does sell a buyer, the buyer becomes 
his ‘salesman’ at the Buyers’ Meeting. 

“Some of the newer buyers may 
seek the advice of the whole group. 
But the veteran buyers—and the com- 
bined buying and merchandising ex- 
perience of our group totals about 
250 years—usually stand ready to fight 
for ‘their’ offerings. 

“On every product or promotion the 
chairman tries to get a unanimous 
vote. If differences of opinion still per- 
sist, the item can be referred to me. In 
fact, if the buyer wants, he can go 
right up to top management. And he 
can do so without hurting himself—I 
want to stress the fact that the com- 
mittee can’t block the buyer.” 

Usually, however, a compromise is 
worked out at the meeting. A buyer 
can win at least a sales test in a few 
stores. Such a test embraces large and 
small stores, in urban and small-town 
areas, and among customers of higher 
and lower incomes. 


Buyers Do the Buying 

Thus, on a limited or across-the- 
board basis, Harold Ralens explains, 
“a majority of a buyer's recommenda- 
tions are adopted.” 

And when a manufacturer’s product 
is turned down at a meeting, he adds, 
his salesman is told the reason for it. 

Apparently, Stop & Shop’s man- 
agement lets the buyers and the com- 
mittee do their own buying. They are, 
of course, fully aware of new types 
and trends in products and in the 
ever-changing consumer _ interests. 
They get around, and meet a lot of 
people. 
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IN THE STORE-—sectionalizing helps direct customers to great variety of prod- 
ucts in Cambridge, Mass., Stop & Shop. Interior design is by Lorain Fawcett. 


On their part, the buyers are not 
omniscient or infallible. Harold Ralens 
thinks “their decisions are about 90% 
right. They have to make some mis- 
takes. Anyone who won't risk making 
a mistake is not going to progress. 
Neither, for that matter, would Stop 
& Shop.” 

Always, there is the element of 
timing. A revolutionary new product 
that comes too early can die abortive- 
ly. Jack Solomon recalls a ‘Metrecal’ 
of a decade ago. “It was a complete 
flop.” 

Unlike many other supermarket 
chains, Stop & Shop buys its own 
drugs and toiletries. In fact, among 
all the 7,500 items, it rack-jobs only 
housewares and toys—or less than 1% 
of the total. And Stop & Shop ap- 
proves the products which the rack 
jobber puts into “his” space in the 132 
stores. 

“Drugs” are one group that has 


proliferated in supermarkets in the 
last decade. Some others are dietetic 
and frozen foods, bakery mixes, gen- 
eral merchandise. “We've added a lot 
of things that fit today’s casual living 
trend,” Solomon says. “And on top of 
all these specific developments, there’s 
been a natural increase in almost every 
department.” ‘ 

Nor does Stop & Shop forget that 
its stores are local: “In some areas,” 
Ralens points out, “johnnycakes are 
popular. Also, things that may not sell 
in one form can do well in another: 
Several years ago a test of fruit punch 
concentrate was a flop. But today, in 
‘ready-to-serve’ and frozen forms, this 
product is doing well. 

“Though store managers don’t have 
to stock certain lines, 95% of the 
things we buy in Boston are sold in 
all our stores.” 

Stop & Shop is said to go less 
heavily into “hard goods” than some 
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Part 1 BUYING COMMITTEE (continued) 


other supermarket chains. Certain of 
these products, such as power mowers 
to sell at $49.95 are seasonal. Others, 
however, appear to be in year-around 
demand. At the Buyers’ Meeting SM 
attended, the “hard” offerings con- 
sidered ranged from outdoor furni- 
ture to lamps and from knives to a 
sewing machine. 

But actions taken at two previous 
meetings that month mainly con- 
‘cerned foods and soft goods. 

At one of these meetings: A wild 
rice pancake mix and a scone mix 
were turned down. Both brands are 
substantially advertised. Reasons for 
rejection were duplication of product. 
lwo other rejections at that meeting 
were a relatively unknown brand of 
instant mashed potatoes and duck 
down pillows to retail for $2.99. How- 
ever, foam rubber pillows to retail at 
$1.99 were accepted. 

Gearing their operations to forth- 


coming “Last Days of Summer,” 


“Back to School,” and the inevitably 
chilly 
meeting voted to purchase multiple 
socks, packaged at two pairs for 98 
cents, and bought for the whole chain 
boys’ flannel-lined slacks, men’s flan- 
nel sports jackets and children’s rain 


New England autumn, this 


boots. Among other products, a cat 
food was accepted for the whole chain 
and a bubble bath for children, to be 
bought direct, was approved for the 
Western Massachusetts and Connecti- 
cut stores. 


Turnover Important 

Meanwhile, slow movement caused 
the group to drop from the chain’s 
shelves a “lemon chip” dessert (with 
chocolate) made by a big national ad- 
vertiser, and also to discontinue a 
comparatively unknown line of choco- 
late bars and a substantially adver- 
tised shoe polish. 

The other recent meeting turned 
down a large size of a well-known 


cereal, assorted cake decorations in 
glass jars for 49c, 10-roll toilet tissues 
at 79c, a wash-and-wax sponge for 
cars, and a low calorie cheese dress- 
ing—the last three all bearing famous 
brands. A less-known brand of dog 
food was discontinued, too. 

In full measure, for the entire gro- 
cery chain, only printed bath towels 
(in three colors) were bought. Four- 
piece yard goods were approved for 
a one-month sale. A famous brand of 
blankets was ordered for the chain 
“in small quantity.” The buvers agreed 
to test 24 in. by 72 in. runner rugs in 
some stores, but postponed action un- 
til the next meeting, when the zone 
people would be present. 

Some lines of paper and _ plastic 
plates and a dry mop were dropped— 
because of duplication. 

Store grocery managers learned 
that best displays for canned bever- 
ages in this period might win them 
$35 and $15 gift certificates. On the 


Stop & Shop Becomes 
A $240-Million Buyer 


Stop & Shop, Inc., Boston, has climbed to the top 


15 among grocery supermarket chains by concen- 
trating until now in just three states: Massachusetts, 
Connecticut, and Rhode Island. 

For the 1961 fiscal year, ended July 1, Stop & 
Shop’s volume reached $295 million. This total in- 
cluded the recently acquired Bradlee’s Youth Center 
stores, which operate seven children’s wear stores 
and six discount junior department stores. Added to 
this total also were the six Tedeschi Supermarkets 
located in southeastern Massachusetts. 

Stop & Shop is one of the fastest growing major 
food chains in the country. In the last five years 
alone its sales—and buying— have trebled. In the 
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required canned juice island, pine- 
apple-grapefrvit juice should be fea- 
tured. 

The health-aid island would push 
deals on various drug products: Free 
drinking glasses with toothpaste, a 
free comb with hair tonic, etc. 


Own Brands Grow 

In Harold Ralens’ office SM saw a 
big package of Stop & Shop brand 
instant non-fat dry milk. Only the 
package design was new, he ex- 
plained. The chain has sold this prod- 
uct under its own label for several 
years. 

This chain’s own-label line grows 
steadily. (Some recent additions to it 
are detergents.) But like the outside 
brands, Ralens pointed out, “our 
products must stand on their own 
feet: Several years ago we dropped 
our own brand of baked beans. We're 
now thinking of dropping our own 
liquid bleach.” 


Jack Solomon added: “Our policy 
is to introduce our own labels in 
product areas where there is a big 
enough market, where we can get 
adequate volume and profits, and 
where we can provide a_ product 
equal to or better than the leader at 
a lower cost to the customer.” Value 
to the customer is most important. 

In each product area the S&S 
brand appears on only one grade. 

But while creating demand for their 
“private” brands, these merchants con- 
tinue to recognize that they must 
meet the demand created by manu- 
facturers. They cite examples of new 
products so heavily advertised that 
they had to stock them. 


Advertising Creates Demand 
How much advertising does it take 
to make people buy a product? 
Among his own 800 “sources” Joe 
Sullivan could count relatively few 
that do “substantial” advertising. 


These are on the list of 100 leading 
advertisers. Most of the 800 do“some.” 

Sullivan’s buying days are Mon- 
days and Tuesday, from 9 a.m. to 4 
p.m. On each of these days he sees 
20 to 30 salesmen. 

Even a new companion of a long- 
famous line may not make the grade. 
Unanimously, the members at one 
Buyers’ Meeting thought that, “at two 
pounds for 49 cents, this second line 
of cookies would sell like hot cakes. 
But it didn’t. Our customers pre- 
ferred to pay a higher price for the 
first line’s 60-year-old-name.” 

And yet, at every meeting, the buy- 
ers come up with new and unde- 
manded products and values for whose 
prospects they are willing to fight. 
Sullivan mentioned fruit drinks, to 
retail at 10 cents. “The buyers were 
all against this line,” he explained. 
“But the zone managers wanted it 

. and we got it in across the board.” 


(continued on page 46) 


last ten years sales have quadrupled, average sales ence.” 


per store trebled to over two million dollars per 
store, and the number of items carried in each store 
have doubled to reach almost 7,500. 

In comparison with many other large grocery 
chains, Stop & Shop’s profit-to-sales ratio runs high. 
It is substantially above the 1.3% average for other 
chains. Yet 82.4 cents of each of its sales dollars 
still goes for the “cost of goods.” Thus, this chain 
has emerged as a 240-million dollar customer for 
thousands of manufacturers. 

Stop & Shop started in 1915 as the Economy 
Grocery Stores Co. The present management took 
over active control in 1918 and has mapped the 
course of the company ever since. The management 
includes Chairman of the Board and Chief Execu- 
tive Officer Sidney R. Rabb, President Joseph Rabino- 
vitz, Vice President and General Manager Irving 
W. Rabb, and Senior Vice President Norman S. 
Rabb. 

The Rabbs are sure that “people make the differ- 
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Seeking to “develop leadership at all levels of 
supervision,” Sidney Rabb can cite more than six 
hundred promotions of people each year. “De- 
centralization,” he emphasizes, “means decision- 
making at the point of action.” 

Some of the executives that have grown with the 
company include Executive Vice President Donald 
A. Gannon, Retailing Vice President Richard F. 
Spears, and Jack Solomon—Divisional Vice Presi- 
dent, Sales. Sales managers for the various depart- 
ments include Harold Ralens for groceries and gen- 
eral merchandise, James Reynolds for meat, Barney 
Weisberg for produce, Edmund Schissel for bakery 
products, and Harry Goldman for dairy products. 

The dozen grocery buyers are strong adjuncts to 
sales. Each of them spends one day a week in 
Stop & Shop stores and competitor's markets (biggest 
over-all rivals in New England are First National 
and A&P). At every other weekly buyers meeting, 
the six field grocery merchandisers take an active 
part in the discussions. 


Part 2—BUYING COMMITTEE 


A Blow-by-Blow Report 
On Stop & Shop Buying 


The 24 men and one woman who 
gathered in the Meeting Room of 
Stop & Shop Ine Boston, for the 
veekly Buvers’ Meeting included 11 

1 zone and _ assistant 


Harold 


rv and gene ral merchan 


supervisors, 

iles manager and SM’s reportet 

filled the outside rims of fow 

r tables, set in a square 

om looked as though it had 
d into a_ store On_ the 


the rwis¢ be hind 


FROM SHRIMP TO SEWING MACHINES, Wednesday afternoon 
Buyers’ Meeting is the big test for products that would 


them and around the walls, the buyers 
had piled the products which they 
considered the cream of the crop 
among hundreds of products that 
manufacturers’ representatives had 
sought to sell them. 

All participants knew that the sales 
plan for the fortnight starting 19 
days later covered “Last Days of 
Summer”; general merchandise clear- 
ance, and “Back to School.” The 
agenda covered new items to be pro- 


posed by the buyers, items to dis- 


continue, new merchandising ideas, 
Ralen’s notes on the previous meeting, 
grocery merchandisers’ reports and 
buyers’ notes. The chairmanship ro- 
tates among the buyers. This meet- 
ing was Joe Sullivan’s turn at it. 
The first buyer noted that “sum- 
mer is slow for new items.” Sales of 
the leading fruit punch were holding 
up at 750 cases a w eek, but a newer 
competitive product was selling only 
300 cases. “The profit difference,” 
he said, “isn’t worth it.” He recom- 


win Stop & Shop shelf space. Demand, advertising and 
profit margin are among the most important considerations. 
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mended that the chain drop this 
lower-price line. Other 
favor of the top fruit punch were a 


factors in 


display allowance for each store, plus 
a demonstrator. Though some of the 
zone managers thought this was “not 
too much of a deal,” the group agreed 
to go ahead with it. 

One buyer put in some plugs for 
a particular type of cocktail shrimp. 
In test stores this product was aver- 
aging two cases a week. Costing $4 
a case and retailing at 43 cents a can, 
it produced about 23% profit. Also, 
the buyer noted “a growing demand 
for this type of shrimp. Many people 
will want it in the small size” (5 o0z.). 
The shrimp was approved for all Stop 
& Shop stores. 

Then pretzels took the limelight. 
Miss Marvy H. Gustowski, the only 
woman buver, showed a big one- 
pound, cellophane package of pret- 
zels, to retail at 39 cents. She ex- 
plained: “At $3.65 a dozen we get a 
Mrs. Consumer 
would get a better break.” Except in 
stores where the managers specifically 
wanted to keep the 7- and 8-oz. sizes 
already being carried, the Buyers’ 
Meeting agreed with Miss Gustowski 
that the chain should replace them 


good margin and 


with the new large-economy package. 


Value of Quality 

Quality, it seems, can be worth an 
extra dime. Though a general mer- 
chandise buyer showed a boys’ sweat 
shirt to retail at 89 cents, the meeting 
thought that a 99c shirt previously 
Snow 
mittens — of soft plastic, flannel lined, 
tor 49 cents — won general approval. 

With Stop & Shop’s buyers one 
giant advertiser made no impression 


stocked was a better value. 


whatever. On an offer of a 25c nail 
clip with men’s hair dressing, the 
group agreed: “The price is cockeyed. 
We'd lose 8 cents on every sale.” And 
one of the Big 3 soapmakers could not 
convince the meeting of the advan- 
tages of a discontinued size of a 
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widely advertised brand of toothpaste. 

The meeting’s back-to-school motif 
produced plastic lunch boxes — pink 
and white for girls, darker hues for 
bovs. But the price was out of line. 

A briefcase-type box at $1.29 
seemed to make more sense. The 
whole group said they would “take it 
—if we could get one for 80 cents, 
instead of a buck.” 

One embattled buyer held up a 
set of seven knives on a wooden block. 
He had checked on the quality of 
this cutlery against others — “with the 
meat department.” Individually, the 
knives retailed for 59 to 99 cents, on 
a guaranteed markup of 30%. 

Chairman Sullivan did some tigur- 
ing, and then asked: “Why not give 
the customer a discount and sell them 
all, with the block, for $7.49?” The 
buyer replied: “Because some [he 
held up a paring knife] are in more 
demand than others.” The knives won 
out as separate items. 


‘No Investment Needed’ 

Demonstrating a blue plastic dish- 
pan at 49 cents, its proponent visual- 
ized sales of “3,000 to 6,000 in three 
weeks — with no investment on our 
part.” Of a similar product, however, 
some members recalled, Stop & Shop 
not long ago had bought 50,000 — 
and sold only 25,000. The buyers 
and zone managers proved allergic 
to dishpans of all colors. 

Then buyer Gerald Flaxer showed 
three types of aluminum-frame out- 
door chairs. Of one type the manu- 
facturer had only 1,158 left: “We can 
get them at $3.55 each — but we have 
to take the whole lot.” While Flaxer 
kept count, each zone manager told 
how many he would take. Within two 
minutes, all 1,158 chairs were “sold.” 

Flaxer showed a portable electric 
sewing machine made in Japan: “We 
can buy it to retail at $27.95 on a 
guaranteed sale.” A big Boston de- 
partment store then was selling the 
Italian Necchi machine at $129.45, 


the Swedish Pfaff at $89.95, and a 
similar Japanese machine for $58, 
plus $14 for carrying case. Recom- 
mending it for customer layaway pur- 
chase, Gerald Flaxer said: “I can get 
300 pieces for the stores that want it.” 

Everyone seemed impressed. One 
buyer recalled that “last vear we 
bought 350 Remington portable type- 
writers to retail for $49.95, and sold 
two-thirds of them easily.” Another 
thought that Stop & Shop could price 
this sewing machine at $39.95. 

But Ralens and others urged Flaxer 
to make sure that “our customers can 
get service on it.” With that under- 
standing, the meeting voted for it 
unanimously. 

A buyer moved to a display board 
from which hung six dolls. Four ot 
them were in cellophane-front boxes, 
two in cellophane bags. On that hot 
summer afternoon, one doll was 
dressed in winter clothes. The buyer 
assured the group, however, that this 
made no difference. And 
they were buying for the months 


besides, 


ahead. The group decided to buy 
three, including the “wintry” doll, for 
a total $25,000 and to retail them at 
$2.99 each, for a modest 10% profit. 


Typical Meeting? 

Perhaps, at this Buyers’ Meeting, 
the presence of a reporter caused the 
participants to be more polite than 
usual in each 
other’s offerings. Perhaps, too, they 


their comments on 


were unusually “promotional.” 

At any rate, when the doll buyer 
praised “these exceptional values,” 
Harold Ralens did not quite say 
“Amen.” But he did add: “ .. . in 
accordance with Stop & Shop’s policy 
of offering hot shots to consumers.” 

This particular Meeting 
differed from the majority held 
throughout the year only because it 


Buvers’ 


put emphasis on general merchandise 
products. At most meetings the ma- 
jority of items mentioned are in the 
grocery category. @ 


Kvervbody’s 
Pushin 
Premiums 


. .. and some of them cost more than the products they promote. 


$ 


Examples: Chevron’s camera ($4.25): Quaker Oats’ electric oven 


$17.45): Ken-L-Ration’s dog portrait ($10). They’re all part o 
S P "y Pp 


the new trend to high-priced premiums as the two-bit premium 


Back in 1851, B. T. Babbitt, who 
built his company around the idea 
of an inexpensive gift to users of the 
firm’s products, offered housewives a 
lithographed picture for 25 wrappers 
from his soap. In a sense he’s the Big 
Daddy of the premium business. 

In 1900, Quaker Oats rang a change 
on the theme: The company started 
packing a piece of chinaware in each 
large box. 

A few years later, a manufacturer 
produced a premium advertised as “a 
boon to diners with mustaches.” The 
item: a noiseless soupspoon that elimi- 
nated the gurgling noise. 

In 1947, General Mills offered kids 
an atomic bomb ring as a premium for 
its Kix. Before the premium offer wore 


out, General Mills had mailed out 3 
million of the rings! 

But these examples of premium 
usage are strictly old hat by current 
standards. Today the trend is to more 
expensive premiums, sold in greater 
volume, used by people who never ex- 
pected to find themselves in the pre- 
mium sweepstakes. Today, according 
to the Premium Advertising Assn. of 
America, premiums are a $2.5-billion 
business, though pinning down the ex- 
act figure is well nigh impossible. Na- 
tional Premium Sales Executives Inc. 
(NPSE) cites the diverse nature of the 
field and the fact that premium sellers 
come from almost every consumer 
goods industry in virtually every field 
—consumer and industrial sales, re- 


melts away faster than a July ice cream cone. What’s behind it? 


tail sales, wholesaling. In addition, the 
types of promotions vary widely and 
the ways in which they are promoted 
differ greatly. 

But no matter how you look at it, 
premiums are big and getting bigger. 
Some of the country’s largest con- 
sumer products companies have tried 
them and, with a few notable excep- 
tions, found them good. There’s no 
use ignoring them and hoping they'll 
go away. And chances are, if yours is 
a consumer goods company not al- 
ready deeply involved in some way 
with premiums, you will, eventually, 
become involved with them. 

Of course, the premium route to 
sales success isn’t lined with gold. 
There are pitfalls, and woe betide the 


Sales Management SEPTEMBER I5, 1961 


marketer who takes to the road with- 
out a good map to guide him. Take 
the case of Babbitt. Recently that 
company—which has never in its long 
history ceased to use premiums, in- 
cluding subway tokens and U.S. sav- 
ings stamps—took a long look back- 
ward at its premium history. 

Says J. W. Sugden, Babbitt’s ex- 
ecutive v-p: “Fifteen years ago people 
were complaining about the same 
things, in terms of premiums, as they 


are today. Three vital points come 
up in any premium discussion: 

“1. Overselling the premium. 

“2. Delay in receiving the pre- 
mium. 

“3. Downgrading of quality.” 

The major pitfalls of premium 
usage fall under these three headings. 
Choosing a premium, these days, has 
become a specialized art. Many com- 
panies have sought help by hiring ex- 


THE LATEST: Texaco breaks a 
national promotion October 1 
on its newest premium. It’s an 
exact duplicate of one of the 
big ocean-going tankers, will 
sell for $3.98, a fraction of the 
actual cost. Texaco expects it 
to top the record-breaking 
Texaco tank truck promotion 
of two years ago. 


perts whose job it is to choose the 
right premium to offer at the right 
time and to see that the premium 
campaign runs smoothly. 

Even so, things can get sticky. A 
couple of years ago Texaco heavily 
promoted a miniature model of one of 
its big oil trucks. The timing was per- 
fect: Texaco scheduled the promotion 
in the late fall to hit the seasonal in- 
terest in toys. It promoted the truck 
on its Huntley-Brinkley news _pro- 


12 Ways to Use Premiums 


National Premium Sales Executives lists an even 
dozen areas of premium uses. 


@ The Self-Liquidator: One of the most-discussed 
premium forms but one of the least important from 
a dollar viewpoint. This is built around an item 
offered—usually against mail response—to consumers 
who submit proof of purchase of a product, plus a 
small sum of money to cover premium cost, plus 
mailing fees. Most such offers are at 50 cents to $1, 
but many go for 25 cents. Offers at $2 and more 
aren’t uncommon. Quantities range from as few as 
10,000, offered by small companies on a local or 


regional basis, to the rare million-plus. A national 
advertiser generally aims at 250,000 to 500,000. 
For success, the merchandise must fit pretty 
definite specifications: broad appeal of offering, ease 
of selling through media, preferably no demonstra- 
tion necessary, easy to mail at low cost. 
@ Coupon Plan: Many manufacturers of consumer 
products pack coupons with each unit (notably 
Raleigh cigarettes) and redeem the coupons for 
premiums listed in a catalog. Items range from low- 
cost household goods to luxury items. Appeal is to 


all members of the family. (turn page) 
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gram. It set a realistic price on the 
scale model—$3.50. (A few vears 
earlier a major advertiser would have 
thought twice and probably three 
times before he offered a toy premium 
that cost over $2, but Texaco was 
aware that people were now ripe for 
a more expensive offering 

The company ordered the manufac- 
turer to turn out 700,000 of the 
trucks. What happened? Texaco was 
inundated with orders. Almost too late, 
the manufacturer increased his pro- 
duction facilities to turn out enough 
toy trucks. 


> Still, Texaco got its share of irate 
letters from people who damned the 
company from Hell to breakfast for 
offering a premium it couldn't pro- 
vide almost overnight. 

It could be that Texaco oversold 
the premium At any rate, the giant 
oil company is now deep in another 
premium offer, a precision barometer 
manufactured by Minneapolis-Honey- 
well. Nearly 
stations will provide customers with a 
coupon to be filled out and mailed 


410,000 Texaco service 


with a check for $3.50. And the com- 
pany is protecting its good name by 
stressing a five-word admonition in 
its promotion: “Allow four weeks for 
delivery.” 

For the company that wants to leap 
into producing premiums, expert ad- 
vice is available: National Premium 
Sales Executives, founded in 1956 
by the nation’s leading premium sup- 
plier executives, says it is the only 
organization devoted exclusively to 
the supplier’s problems and needs “as 
they affect his value to the premium 
user. 

The society is made up of individu- 
al executives. Its aims: To foster the 
trend to sounder, more responsible 
premium merchandising; to educate 
both users and suppliers; to “profes- 
sionalize the premium sales executive's 
role and to provide the buyer with an 
index of competence and integrity.” 

['wice a year NPSE holds premium 
shows, disseminates information about 
the premium field. Special research 
projects by a NPSE committee pro- 
vide information on premium sales po- 
tentials. The society also has a speak- 


ers’ bureau, and a public relations 
program—aimed primarily at the busi- 
ness field but also touching the con- 
sumer—has been established. 
Non-members may attend an an- 
nual day-long seminar which includes 
clinics in the fundamentals of premi- 
um use and sales; round-table sessions 
dealing with a complete marketing 
problem in which incentives are ap- 
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@ Sales Incentives: Better known, generally, as sales 
contests. This area accounts for a big slice of the 
premium market, yet many experts feel sales incen- 
tives aren't premiums in the strict sense. 

@ Dealer Premiums: These are used to stimulate re- 
tailer sales of a manufacturer’s product. Much like 
the sales incentives. Some companies have continu- 
ing coupon plans for dealers, with a coupon in every 
case of the product and a catalog of premiums. 

® Direct Premiums: The basic premium technique. 
\ premium item is given directly to the consumer 
with the purchase of a product. Premium may be 
given to consumer by retailer, attached to the prod- 
uct package, enclosed with the product in separate 
carton, enclosed inside the product package. Or, 
even, the package itself may be a “container pre- 
mium. 

@ Traffic-Builders: A form of premium primarily 
used by retailers but use may be planned by the 


manufacturer for dealer promotion. The premium is 
advertised to consumers as a gift for visiting the 
store, viewing a demonstration or other specific serv- 
ice that benefits the retailer. 


@ Circulation-Builders: These are primarily special- 
ized for newspaper and magazine publishers and 
take the form of premiums for carrier boys. Most 
often they involve coupon plans with premiums 
listed in a catalog. Most feature toys or sporting 
goods, with some household items for the mothers. 
@ Use-the-User Plan: Here the premium recipient 
neither buys nor sells. Retailers of appliances, direct 
sellers, etc., offer a piece of merchandise as a pre- 
mium to an already sold customer who recommends 
friends who, in turn, become customers. Sometimes 
the customer may be given a less valuable premium 
for simply providing a list of potential customers. 


@ Trading Stamps: The principal form of premium 
used by retailers, particularly in the food field. With 
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plied to serve a specific sales need; 
and other subjects related to premiums 
in general. 

Suppose vou, as a manufacturer of 
a consumer product, want to run off a 
premium offer — your first. Where do 
you start? 

Today, many suppliers can provide 
the user with help in setting up a suit- 
able plan. Such suppliers will arrange 


a complete program for merchandising 
a premium, aid in selecting the pre- 
mium most suitable to the manufac- 
turer’s needs, and even follow through. 
Some advertising agencies have ex- 
perts with the title “Premium Buyer.” 
These men have the responsibility for 
finding a suitable premium at the best 
price to fit the client’s promotional 
requirements. Generally, they have 
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the creative responsibility to develop 
the entire program. Selection of the 
item is only one of the functions of 
the premium buyer. 

Due to the rise of interest in pre- 
miums, at least one firm has been 
founded that promises the works to a 
company wanting to institute or carry 
forward a premium program. This 

(continued on page 146) 


each 10c purchase, one stamp to be pasted in a book- 
let redeemable for merchandise from a catalog. 
Stamp plan usually is not run by the retailer but by 
a service organization which sells stamps to the 
stores and maintains merchandise for redemption. 
There are more than 300 such companies in the U.S. 


@ Tape-Redemption Plans: Some supermarkets, not 
wanting to bother with the long-range trading stamp 
program, use a similar plan built around customers’ 
cash register tapes. These tapes are redeemable by 
customers for merchandise, sometimes upon pay- 
ment of partial cash amount equal to the wholesale 
cost of the premiums. Small appliances and other 
housewares are the most common premiums. But 
softgoods are growing more important here. 


@ Direct-Sellers:; A manufacturer with agents who 
sell to housewives in their homes (sometimes with a 
“party plan” as with Stanley Home Products Inc.) 
uses quantities of premiums as door-openers. These 


are inexpensive, useful gifts on the first call. Such 
manufacturers often use party prizes, direct premi- 
ums with purchases, sales incentives to agents. The 
home-service tea and coffee route companies pio- 
neered one type of premium—the “advance” given 
to a customer on the first call with the understand- 
ing she'll buy a certain amount over a period of 
time to “trade out” the premium. Some have elabo- 
rate catalogs with several hundred items, mostly in 
the housewares category. 

@ Club Plan: Essentially a mail-order business in 
which one woman is enlisted as a “secretary” to sell 
merchandise from a catalog to ten or more friends 
who pay a small weekly sum for their purchases and 
receive premiums listed in the catalog. Premiums are 
given for each $10 purchase and are usually valued 
around $1 to $1.25 for a single $10 value, two or 
three times this amount for double- and triple-pur- 
chase units. Widely used as fund-raising devices for 
clubs, religious and charitable groups. 
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| hoes across the big black desk in a well-tailored office 

atop Chicago’s Sun-Times Building, a packaged red 
lump landed before me. Former national racquets doubles 
champion William Wood Prince soared into a sales talk: 
“This is our new Star Lite freeze-dried steak. It weighs 
only one-fifth of its original form. We've removed 90% 
of the moisture. But when cooked it will look and taste 
exactly like fresh steak. In blind product tests people 
could not tell one from the other.” 

The trim, energetic, enthusiastic chairman of the board, 
who at 47 is only half the age of Armour & Co., added: 
“Yet in climates from frigid to semi-tropical it will keep 
one or two years — without refrigeration.” 

At this stage the Star Lite freeze-dried line is limited 
to pork chops, stews, ham patties and scrambled eggs. 
It is sold through sporting goods stores and departments 
primarily to nourish sportsmen, 
vacationers, exploration and construction groups and other 
hardy souls who haven't an icebox handy. But Billy 


ind mail-order outlets 


Prince implies wider distribution and consumption when 
“In the fall we'll start marketing a whole 
freeze-dried casserole.” 


he confides: 


> Armour & Co. is changing its face — and its profits. 

The past four years have brought radical changes in 
product strategy, with significant emphasis on product 
innovation. Under the adopted son of Frederick Henry 
Prince, the former low-profit “commodity” meat company 
has branched far afield —into such lines as packaged, 
non-perishable foods, soap, and a vast range of chemicals. 
Field sales have been reorganized; physical distribution 
completely revamped. And costs have been slashed every- 
where 

In the process net profits have been multiplied five 
times 

While the bulk of Armour’s $1.7-billion annual volume 
still comes from the traditional beef, pork and smoked 
meats sold in the nation’s supermarkets, even this opera- 
tion has been thoroughly revitalized. “Four years ago,” 
Prince tells SM, “Armour’s operations were geared to the 
ordering and wholesaling of meat. We had hundreds of 
branches, each of which was run largely in its own way. 
Among the branches costs varied widely. Some of them 
did not know their costs at all. As we looked into them 
we found branches that had been in the red continuously 
for 28 vears!” ; 

Although volume reached above $2 billion in the mid 
‘50's, Armour earned only a few mills of profit on each 
For the fiscal year ended October 31, 1957, 
for example, net profit came to only .17% of sales. For 
a whole decade the 20,000 stockholders had not received 
a cash dividend. 


sales dollar 


“Before we could develop a strong marketing program, 
we had to get a grip on costs — and a lot of other factors,” 
savs Prince 

Four years ago the packers still clung to railside branch 
houses (80% of meat is now shipped by highway). The 
branch houses still were geared to the many small orders 
of independent stores (much of their volume today is 
done directly with supermarket grocery chains). 

As Billy Prince looked further, he found that many 
of Armour’s packing plants were as obsolete — and as 
costly —as the distribution methods. Most decisions 


ARMOUR’S WILLIAM WOOD PRINCE 
DYNAMARKETER 


‘Diversity, 


Promote 


an 
Profit’ 


By LAWRENCE M. HUGHES 
Senior Editor 


affecting distant operations still were being made by 
the entrenched hierarchy in Chicago. 

Meanwhile, in two decades, average earnings of the 
company’s 40,000 employees had trebled. 

Prince set out to “modernize, decentralize, diversify — 
and advertise.” He wanted to: 

1. Overhaul the entire organization by decentralizing 
authority and encouraging faster, on-the-ground, individ- 
ual decisions. (“No committee ever wrote Hamlet.”) 

2. Find the plants and branches that could operate 
profitably and drop the others. 

3. Modernize the survivors; build better facilities. 

4. Introduce the “merchandising protein” — shifting 
more and more from speculative “commodity” fresh 
meats to higher-margin food specialties, and building for 
them increased year-round demand. 

The Chicago headquarters staff was cut from 1,400 to 
700. Many of them moved out to newly launched area 
offices — each under a vice president and general manager 
—in New York, Atlanta, Dallas, Omaha and San Fran- 
cisco. In his first two years Prince reduced the number 
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of branch houses from 213 to 155. At the same time he 
started to replace the antiquated branches with modern 
sales and distribution centers. 

The statistics of such steps seem simple. But in the 
process of getting old Armour growing again the hogs 
were not the only ones to get hurt. For a decade prior 
to taking over the Armour post, Prince had run Chicago's 
Union Stockyards. Armour’s ancient abattoir there, he 
decided, helped to raise the company’s costs. Together 
with slaughterhouses in seven other cities, the one in 
Chicago was shuttered. 

After 18 months Billy Prince could tell stockholders 
that “$40 million in annual senses have been elimi- 
nated.” Of this, however, $12 million was dissipated 
by annual wage increases resulting from labor contracts. 

Nevertheless, for all divisions, he had set an objective 
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of “earnings equal to 30% of their working capital, plus 
their fixed assets.” For the whole company these stand- 
ard earnings after taxes would total $30 million. Armour 
is now halfway toward that goal. 

Such problems as quality control were beginning to 
be licked: “In one year the proportion of defective pack- 
ayes was reduced from 8% to less than 1%.” Armour 
was getting set to put forth a major sales effort — specifi- 
cally on food specialties. 

Though the cost-saving program would contiaue, Billy 
Prince told stockholders last January that “Armour has 
no intention of becoming a bank.” With an earnings basis 
reestablished, “funds accumulated from retained earnings 
can now be spent for capitai ventures that will provide 
a satisfactory rate of return.” 

Armour is putting $60 million into new capital facilities 
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for chemicals; $15 million into new facilities for foods. 
And on the new slogan, “Reach for the Star. . . the 
Armour Star,” the company is pushing an ever-growing 
line into “the markets of the world.” 

“Four vears ago,” Prince tells SM, “we cut back on 
advertising. Under the conditions prevailing then, ad- 
vertising was wasteful. But now our expenditures are 
above the 1957 level. By 1965 they will be at least 50% 


“Increasingly, we try to prove products and promo- 
tional plans in test markets. In the last two years 
we've made depth surveys of consumer preferences. 
| think we can now determine national wants.” 


mavbe 100% — larger than now. And by 1975 we'll 
be able to justify expenditures four times as large.” 

He does not reveal today’s budget. In seven measured 
inedia in calendar 1960 Armour was estimated as spend- 
ing $11.5 million. The total for all forms of advertising 
and promotion may have been nearer $20 million. (ABC- 
rV figures that Armour will spend $8 million on its 
network alone in the 1961-62 season.) Already listed 
among the 50 leading advertisers, the company may well 
grow into the top ten. 

One curious effect of the Armour brand development 
is that the company is now producing more for others’ 
labels. “On the former ‘commodity’ basis,” Prince ex- 
plains, “we couldn’t afford to go in for private labeling. 
[t reduced our own brands’ share-of-market. But now that 
we're putting our national brands across, we don’t have 
that fear And now we have more money to keep 
on building them 

“It took us about three years to get set tu sell. Finally, 
in 1960, we worked out detailed, long-term programs. 
For each product we are willing to spend X dollars to 
win a certain share-of-market. We are also willing to 
mortize over the years the high introductory costs. 

“We don't rush in blindly. Increasingly, we try to 
prove products and promotional plans in test markets. 
In the last two years we've been making depth surveys 
of consumer preferences. Despite regional differences, I 
think we can now determine national wants.” 

Even before Billy Prince took command, Armour had 
proved its ability on some products to slug it out with 
the strongest for a growing share-of-market. He cites the 
example of Dial, long the No. 1 seller among toilet soaps, 
which in the last two fiscal years lifted its share of this 
$250-million market by 21%. Against long-and-heavily 
promoted Ivory, Lux, Palmolive and all the rest, Armour 
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now gets one in every ten toilet soap buvers to pick Dial. 

The chairman’s annual reports and annual-meeting talks 
might be called a continuing course in Marketing for 
Profits and Progress. 

At the February 1960 meeting he told stockholders 
about the launching of a new Grocery Products Division. 
Canne meats were taken from the Food Division and 
merged with the line of the former Soap Division. Whereas 
the Armour Food group concentrates on “refrigerated 
products requiring rapid turnover to justify their space 
in supermarkets,” Prince explained, “canned meats are 
sold from ordinary shelf space.” The canned products, 
however, “do require the same promotional and mer- 
chandising techniques developed by the former Soap 
Division.” 

Already in early 1960, the shift had led to higher 
profits for both the Food and Grocery Products divisions. 
In fact, Grocery Products had emerged as the most 
profitable of all the divisions. 

Product and profit development stem from a geared- 
to-market approach, in all divisions, and the building of 
groups to make the most of “total marketing.” 

Today, Armour’s thousands of marketers embrace “a 
hard core of experienced, capable people,” Billy Prince 
says, “plus younger marketing experts,” attracted from 
colleges and elsewhere. Both are excited about their 
new chances with Armour. 

The company is appraising all salaried emplovees: 
(1) to make sure that they understand their responsibilities 
under the marketing concept; (2) to find those employees, 
among; the 40,000, who are “likeliest prospects for ac- 
celerated growth and development; (3) to re-deploy em- 
ployees for more effective sales efforts; and (4) through 


“While Armour will always be in the fresh meat busi- 
ness, our future lies more and more in our ability to 
take raw materials and convert them into processed 
and packaged convenience foods.” 


continued training of people and re-defining of jobs .. . 
to improve their motivations and opportunities.” 

At all levels opportunities have multiplied. When 
Prince moved up from president to chairman last Feb- 
ruary, Edward W. Wilson, formerly executive vice presi- 
dent in charge of chemical operations, was elected presi- 
dent. Robert H. Borchers continues as executive v-p for 
food operations. Both are veterans and both are now 
directors. 


In five years the average age of officers has been 
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Good Housekeeping’s Match-A-Market Plan is cut 
to fit your special needs. Five marketing areas are 
available to beam advertising . . . for manufactur- 
ers who wish to concentrate pressure where distri- 
bution or competition is strongest . . . for those whose 
market expansion and advertising programs must 
keep pace with each other .. . for localized dealer list- 
ings . . . for economical market testing. 
And all advertisers — national or regional — can profit 
by the unique quality of believability present only in the pages of 
Good Housekeeping. Plus the sales impact of the Consumers’ Guar- 
anty Seal that influences the buying decisions of better than 4 out 
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of 5 homemakers in America. Whatever your mar- 

keting problems, Good Housekeeping can be the 

answer. Its premium newsstand and subscription 

prices assure the advertiser of quality readership . . . 

and equitable advertising costs. For detailed infor- 
mation on Good Housekeeping’s 
Match-A-Market Plan, contact your 

Good Housekeeping representative. 


Good Housekeeping 


Magazine and Institute / A Hearst Magazine 


about 60 to a little 
more than 50 years. Of the 16 v-p’s 
in 1956, six survive among today’s 17. 


reduced from 


Though opportunities in such areas 
as food specialties, soaps, chemicals 
and pharmaceuticals may seem more 
exciting, the Armour 


Foods (fresh meat, poultry and other 


managers of 
perishables are quick to point out 
that their products still represent the 
bulk of the whole big business, and 
that the men who sell them well do 
well for themselves. 

| nde 


17 district managers, this 1,500-man 


seven area managers and 
force numbers 250 primary-account 
and 1,250 general-line men and spe- 


Many 


are tormer 


cialists primary-account men 


This 


group concentrates on corporate and 


branch managers. 


voluntary chains 


& With the active aid of the area and 
district managers, the primary-account 
salesmen practic ally marry the chains. 
The \ 
at the he adquarte rs and district levels. 
They know how to pitch before the 
They ad- 


vise on promotion, displays, merchan- 


know the chains’ key people 


chains’ buying committees 


dising. Some primary-account men 
even have desks in the chains’ head- 
quarters. 

One result of all this effort and 
propinquity is that the “new” Armour 
Foods gets at least some of its wide 
line of 5,000 products, types and 
sizes into all chains of more than $20- 
million annual volume—and a lot into 
smaller chains, too. 


> Some of the salesmen are special- 
ists, reaching the different buyers of 
fresh meats, shortening, sausage, 
poultry and margarine. And many of 
them work to develop the still-im- 
portant 30% of retail food sales done 
by hundreds of thousands of inde- 
pendents. 

The general-line men are chosen 
and trained at the area level. Both 
primary-account and general-line men 
are paid salary, on which they car 
earn up to 25% extra on commission. 
As compared with an income range 
of $4,000 to $8,000 five years ago, 
the group as a whole now makes 
trom $6,000 to $14,000. 

Yet, “while we will always be in 
the fresh meat business,” Billy Prince 


believes, “our future lies in our abil- 
ity to take raw materials and convert 
them into processed and packaged 
convenience foods. 

“For instance,” he explains, “if you 
want to open a restaurant, soon all 
you'll need is a can opener!” — and 
Armour’s Continental Cuisine. For 
one serving you simply drop an in- 
dividual pack—one among the 20 
complete Continental entrees — into a 
pan of water; boil for 10 to 12 min- 
utes, and serve from the original con- 
tainer to the plate. The customer can 
select from beef Burgundy to veal 
scallopini; from imperial chow mein 
to lobster Newburg; from chicken 
Aloha to sliced loin of pork. 


> But the chairman is not yet ready 
to banish the stove —nor, for that 
matter, the restaurant chef. The bro- 
chure says that the new foods were 
“created to supplement the menu of 
any restaurant that is proud of the 
food it serves.” And for Continental's 
bulk tray pack, Armour suggests the 
use of oven or steam table. 

“We're starting Continental with 

(continued on page 151) 


WE’VE TURNED THE BIGGEST CORNER YET 


The Worcester Telegram-Gazette carries more Retail 
Grocery Linage than any other newspaper in New England* 


Media Records Inc. 1960 


* Source: 
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Dow Packaging Materials 


The greatest show on earth has moved into the 
market place! Here, product after product puts on 
its own show. It takes creative packaging . . . and 
the right material for appearance, for function and 
for positive protection ... to dress up a product for 
this highly competitive sales climate. On the follow- 


ing pages, you’ll see why Dow packaging materials 
help put on a sell-out show for the products they 
take to market. You’ll find some good clues to more 
creative packaging for your product. Then contact 
Dow and put those clues to work for you! 


THE DOW CHEMICAL COMPANY Midland, Michigan 


POLYFILM 


Versatile Polyfilm® ... Dow polyethylene film... 
is saving hundreds of soft goods items from soiling 
and handling damage. And it is increasing sales for 
hardware, paper products, and produce. Packaging 
with Polyfilm can be a powerful selling force for 
you, too! There’s a special Polyfilm for every 


polyethylene packaging need .. . clarity . 

. toughness . . . machinability. With 
you're ready to meet the demand .. . and 
new markets for your products. You'll obte 
mum performance and sales appeal for yo 
ages when you specify Polyfilm. 


ity ... gloss 
ith Polyfilm 
and open up 
obtain maxi- 
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STYRON 


Here is the outstanding sales-maker among rigid 


packaging materials and for good reasons! 
Styron® plastic gives any package a head start on 
function and appearance. Colors and designs... 
and new packaging opportunities . . . are unlimited. 
Versatile Styron affords new opportunity for 
custom-designed table-ready containers for dairy 


products, ‘top of counter’ cleanser containers and 
handsome blow-molded packages for toiletries. 
Even standard stock containers assume new beauty 
with Styron. Molded or thermo-formed packages 
made from the wide variety of Styron formulations 
are light in weight, yet sturdy . . . satisfy exact- 
ing design and performance standards. 
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INTERNATIONAL STAMP CO 


BOGLURS._ 


TRYCITE 


Giving new sales impetus to a variety of items is an 
everyday accomplishment with packages made 
from Trycite® polystyrene flexible film .. . out- 
standing for its sparkling clarity, dimensional 
stability, and economy. Trycite “breathes” 

won’t wrinkle or curl... won’t dry out . . . won’t 


cloud up or discolor with age. Not to be o 
is the fine appearance of printed Trycite 
comes to creating sales-winning packages 
budget products . . . produce, meat, ba 
soft goods, novelties, stationery items . 

for pouches or boxes will make the diffe 


henna s 


be overlooked 
ycite. When it 
ages for small- 
, baked goods, 


. Trycite 
difference. 


PEEL ELALS 


MANY ELLEN FACIAL CREA\ 
ANRY ELLEN PACIAL CREA 


VARY ULE EMIINLRE 1 


LATEX 


What’s come over boxboard? Coatings with Dow 
Latex! They’re the coatings that give boxboard its 
fresh, clean look of quality, its satiny gloss and 
sharper, more colorful printing. Full-color food 
illustrations are at their best on coated boxboard 
using Dow Latex . . . colors are truer, illustrations 
look tempting and real. Moreover, these coatings 


make for easier folding and high resistance to crack- 
ing, important factors in maintaining the quality 
look of the package in the consumer’s home. If your 
product packaging calls for boxboard, use the box- 
board that gives you the most in sales appeal. 
Ask your boxboard supplier to recommend grades 
containing Dow Latex in the coatings. 


<> 


Hamily Style 


GREEN PEAS CARROTS 


RESINS 


Whether it’s frozen vegetables or cashmere sweat- strength, impact resistance, tailored slip resistance. 
ers, your product will put on its best show of quality Their closely controlled molecular weight range 
in packaging tailor-made with Dow polyethylene makes for high uniformity in the finished film. In 
resins. Here are the resins that can meet varied addition, Dow polyethylene resins, when used as 
polyethylene packaging requirements . . . high coatings, qualify paper for many new and sales- 
gloss, excellent clarity, superior printability, tear making packaging applications. 


Among Businesspapers: 


‘Millionaire’ Advertisers 


Multiply 10 Times 


In a Decade 


Advertising gears the whole econ- 
omy for growth. 

Advertising in ,businesspapers has 
a special pioneering and creative role 
in stimulating and steadily broaden- 
ing the economy. 

And, of course, advertising in this 
big and vastly diversified medium 
“pays” its individual practitioners, 
too. 

Through the ten years since 1951, 
when Associated Business Publica- 
tions launched its first annual report 
on “Leading Advertisers in Business 
Publications” .. . 

All advertisers using this medium 
invested in b. p.’s a combined total 
of $4.387 billion. 

Combined annual _ investments 
nearly doubled—from $291.1 million 
in 1951 to a record $546.3 million 
in 1960. 

Number of advertisers investing 
$1 million or more annually in 
businesspapers multiplied nearly ten 
times—from four to 39. 

As a group, during the decade, the 
39 “millionaires” of 1960 nearly 
quadrupled their combined invest- 
ment—from $17.9 million in 1951 to 
$66.2 million. 

Every one of the 39 “millionaires” 
increased its investment. 

Though the four “original million- 
aires” of 1951—General Electric, 
General Motors, Westinghouse and 
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1951 


Allis-Chalmers—merely doubled com- 
bined investment, from $5.2 million 
to $11.8 million... . 

Twenty-two of the 39 more than 
quadrupled. 


1960 


Fourteen others more than doubled. 
And only three—Westinghouse, 
Bendix and U.S. Rubber—less than 
doubled. Combined investments of 
these three were expanded only 50% 


million 


Total Businesspaper Advertising 


WHILE MILLIONAIRE ADVERTISERS were 
multiplying rapidly during the past 
decade, total businesspaper advertising 
was growing substantially too. ABP esti- 
mates that total advertising in business- 
papers (including agency commissions) 
rose 87%, in the '50's. 


ae ee 


1951 1952 1953 1954 


1955 


1956 1957 1958 19591960 


63 


from $3 million to $4.5 million. 

At the other end of the scale: 
Among the 22 big businesspaper ad- Leading Industries in Businesspaper Advertising 
vertisers who more than quadrupled 
their investments in this decade, 14 In its report for 1960, ABP analyzed expenditures of businesspaper ad- 

or more than one-third of all the vertisers by the 55 Standard Industrial Classifications. The top ten of these 
“millionaires”—multiplied them _ six classifications had combined expenditures of $215.1 million, or nearly 40% 
times, or more of investments by all advertisers in all 55 classifications. Leading classifica- 


tions, in order, were: 


m A decade ago the businesspaper . Machinery, except electrical $48.0 million 


. Chemical and allied products 45.0 
Elec. machinery, equip., supplies 27.0 
. Primary metal industries 25.8 
Transportation equipment 18.0 
. Fabricated metal products 17.2 
Instruments, photo and optical goods, watches and clocks 9.9 
Stone, clay and glass products 8.7 
Rubber and misc. plastic products 7.8 
. Printing, publishing, etc. 7.7 


leaders were largely makers of ma- 
chinery and other metal products. 
But the leaders’ list for 1960 embraces 
1 wide variety of industries. 

Among the 22 “millionaires” of 
1960 who more than quadrupled b.p. 
investments: 

Six are in pharmaceuticals: Merck, 
Abbott, Ciba, Eli Lilly, American 
Home Products and A. H. Robins. 

Three are in chemicals: Du Pont, 
American Cyanamid, and Standard 
Oil (N.J.), through its $300-million- 
volume Enjay Co. 

Three are in machinery: Cater- its name officially to FMC Corp.) & Electronics, and McGraw-Edison. 
piller Tractor, Westinghouse Air Three of the “quadruplers” are in One is in packaging: Continental 
Brake and Eaton Manufacturing. metals: Republic, Armco and Inland Can. 

( A fourth for either the chemical or Steel. One is in publishing: McGraw- 
machinery list is Food Machinery & Three are in electronics: Minne- Hill. 

Chemical, which recently changed apolis-Honeywell, General Telephone (continued on page 66) 
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BUSINESS GIFTS THAT BUILD PRESTIGE 


Remind Customers of you 
EVERY Working Day 


, AT-A-GLANCE® RECORD BOOKS 


keep your name on top of your customers’ desks throughout every 
working day. Unique Nascon quality highlights the book you 
choose, as a gift... not a giveaway! A full schedule of appoint- 
ments, notes, etc. is instantly in view on a two-page spread, by the 
day, week or month, depending upon which edition you choose, 
assuring a continuing reminder of you every time your customer* 
uses his appointment book. In the wide assortment of prestige- 
building “At-A-Glance” books, in the line that’s overwhelmingly 
preferred, you'll have no trouble finding a gift to fit your budget. 


Gold-Imprinted FREE with your company’s name or trademark, 
Nascon At-A-Glance® Gifts can also carry special advertising 
pages, printed and bound into the book to serve as reminders of 
you, at nominal cost. Send today for the Nascon Catalog, for 
complete details. 


Volver , 


EATON’'S £3 NASCON 


Products 


“At-A-Glance”” Advertising Gifts 


DEPT. S, 475 FIFTH AVENUE, NEW YORK 17, NEW YORK 
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LOOKING FOR THE SHAPE OF THE PUBLIC SCHOOL MARKET? 


as 


Begin with 40,000,000 school children and then 
keep on going to those school districts that are 
building. This is the shape of the effective public 
school market. 

American School Board Journal covers this mar- 
ket by reaching more school system decision-makers 
... school board members, superintendents, busi- 
ness managers... and all known school architects 
at the lowest cost per thousand readers in the field. 

AND, you can pinpoint your sales program with 
a detailed, twice-a-month school construction re- 


The American School Board Journal 


| 
| 
| 
| 


port, available to advertisers at nominal cost. SEND TODAY FOR INFORMATION ABOUT 
AMERICAN SCHOOL BOARD JOURNAL'S 
PART IN YOUR SCHOOL MARKETING. 


AMERICAN SCHOOL BOARD JOURNAL 
400 North Broadway e Milwaukee 1, Wisconsin 
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A McGraw-Hill Publication, 330 West 42nd Street, New York 36, N. Y. 


54 


Construction 
Business 


@ Big projects on the move... 
@ Small communities get planning aid... 


In a stepped-up program of approvals, Community Facilities Ad- 
ministration has advanced $9.8 million to a number of smaller 
communities for advance planning of needed facilities. Projects 
involve more than half a billion dollars worth of construction. As 
expected, waterworks and sewage disposal plants account for 
most of the projects; public buildings close runner-up. 


Orders for fabricated structural steel shot up during July, topping 
both June of this year and July of last year by 50% — more 
evidence of the rising tempo of construction activity. 


Builders, unable to get ground area, are turning to “air rights” for 
large and important projects. Biggest and most spectacular is new 
Pan-Am building now under construction over the railroad tracks 
at Grand Central Station in New York. Two more New York proj- 
ects to be built on air rights are being readied. One: Washbridge 
Apartments will straddle new George Washington Bridge ap- 
proaches; to cost about $20 million. Farkas and Barron are struc- 
tural engineers; H. R. H. Construction Corp. of New York has the 
contract. The other: Litho Central City to be built over railroad 
tracks on West Side between 60th and 70th Streets. Cost, about 
$250 million. Kelly & Gruzen, architects; DiStasio & Van Buren, 
structural engineers; both of New York. Two very large apartment- 
hotel-office developments are planned for air space above Illinois- 
Central tracks near Chicago’s lakefront; Lakefront Plaza and 
Illinois Center. 


Will rapid transit again become major construction market? Re- 
gional plans for fast passenger travel are being developed in sev- 
eral large metropolitan areas, as planners and public officials 
agree this is only possible answer to intolerable traffic congestion. 
Atlanta (Ga.) Regional Metropolitan Commission has plan for 
60-mile rapid transit system, with 32 stations; to cost about $200 
million. San Francisco Bay Area Rapid Transit District plans 5- 
county network, involving a subway for the city, 4-mile tube 
under the Bay and 120 miles of double-track line. 


Standard Oil of California will build $125 million refinery at Bayou 
Casote, near Pascagoula, Miss. Facility needed to serve markets of 
Kentucky Sandard, when merged with the California company. 


Toll roads stage comeback, as turnpike bonds now rate as blue 
chips. Watch these: Western Kentucky Turnpike extension, $70 
million; Northeast Expressway (from Baltimore to Delaware 
line), $90 million; connecting route in Delaware, $50 million; 
Sunshine State Parkway, 156 miles in Florida, awaits $160 million 
bond issue; Oklahoma Turnpike extension, will sell bonds this 
fall. More than a dozen issues of toll road bonds now expected to 
be retired far ahead of maturity dates; some as many as 20-25 
years in advance. 


ADV’T. — You will find Engineering News-Record readers in the 
forefront of just about any construction activity you can name. 
\lso, you will find them reading the advertisements — and doing 
something about what they read. Example: Alcoa used 12 four- 
color spreads in EN-R last year to familiarize construction men 
with their new Alumalure finish aluminum roofing and siding. 
Results: Alumalure being specified by name in construction jobs 
totaling $36 million in 1960, vs. $12 million in 1959, 


ENGINEERING NEWS-RECORD 


ABC/ABP 


(continued from page 64) 


And the 22nd is that very diversi- 
fied company: 3M (Minnesota Min- 
ing & Manufacturing). 

Meanwhile, among the 14 doublers 
of the decade. . . . 

Five are in chemicals: Eastman, 
Carbide, Allied, Dow, and Koppers. 

Four are in metals: U.S. Steel, 
Alcoa, Colorado Fuel & Iron, and 
Bethlehem Steel. 

Three are in machinery: General 
Motors, International Harvester and 
Allis-Chalmers. 

One is in electrical equipment: Gen- 
eral Electric. 

And one is in rubber (and chemi- 
cals): B. F. Goodrich. 

Between 1955 and 1960 alone, the 
ABP reports show, the total number 
of advertisers investing $175,000 or 
more in businesspapers increased 
from 214 to 358. At the same time 
the number of smaller advertisers, 
investing between $175,000 and 
$250,000, increased nearly 50%, from 
83 to 122. 


& Some of the 83 of 1955 have 
changed their names or have merged 
with other companies. But a check 
among some 77 survivors shows 
iat, .... 

Only 20 reduced businesspaper in- 
vestments between 1955 and 1960. 

Fifty-seven increased in this period. 

Among the 57 that increased, ten 
expanded 100% or more, and 23 
others stepped up investments be- 
tween 50% and 100%. 

The “100% increasers” include: 
Rockwell Manufacturing; Yale & 
Towne; IBM; Grinnell; Youngstown 
Sheet & Tube; Stanley Works; Armco 
(now a “millionaire” b.p. advertiser); 
Manning, Maxwell & Moore, General 
Mills, and Square D. Each of these 
ten spent more than $400,000 in 
1960. 

The 23 expanding between 50% 
and 100% included: Chicago Pneu- 
matic Tool, Towmotor Corp., Standard 
Oil of California, Cutler-Hammer, 
Kimberly-Clark, Ohio Brass, American 
Steel Foundries, Air Reduction, 
Robertshaw-Fulton Controls, Hooker 
Chemical, American Can, Jenkins 
Brothers (valves), McCa} Corp., Rust- 
Oleum, Veeder-Root, Lockheed Air- 
craft, Chain Belt, Brown & Sharpe 
Manufacturing, Wyandotte Chemical, 
H. H. Robertson Co., White Motor, 
Tidewater Oil, and General Foods 
Corp. @ LMH 
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Really up there... 


Sacramento’s ABC City Zone Population Is Now Over a Half Million Sacramento is now 


one of the nation’s TOP_FIFTY MARKETS in terms of City Zone population.* The Sacramento Bee is the Key 


to sales in this important market. THE SACRAMENTO BEE, Sacramento, California, A McClatchy News- 


paper in the Billion Dollar Valley of the Bees. O'Mara & Ormsbee, National Representatives. 


*ABC 4-1-61 
Sales Management SEPTEMBER 15, 1961 
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AS Here's help 
in finding 
new prospects 


You can uncover new prospects. Right now. We've 
helped advertisers do it. Each of our 20 business 
magazines has its own Marketing Assistance 
Program... ready to help you find new business 
fast. We know the buyers of your type of product. 
Who they are. Where they are. When they buy. 
How much they buy. What it takes to sell them. 
We have to know . . . to keep our editorial and 
circulation programs on target. You can use this 
market data two ways: Put M-A-P to work sharp- 
ening your selling efforts; put advertising to work 


in result-getting Chilton business magazines. 


CHILTONS 
MARKETING 


ASSISTANCE 
PROGRAMgg@ 


Be sure to get a free copy of this newly updated 
booklet describing the services offered by Chilton’s 
Marketing Assistance Program. Write today on 
your business letterhead to: CHILTON COMPANY 
Chestnut and 56th Streets, Philadelphia 39, Pa. 


Markets are like pins.. 


You can knock them down a few at a time 
or bowl them over with a single, well 


directed effort. 


In a country the size of Canada your adver- 
tising effort needs power, direction and 
timing. These are the advantages Weekend 
Magazine and its French language edition 


Perspectives give you. 


Weekend Magazine/Perspectives is high 
power in Canada. Its powerful selling im- 
pact reaches 4 out of 10 of all the homes 
from coast to coast . a coverage more 
than four times greater than that of Life 


Magazine in the United States. 


The biggest single 


selling force in Canada 


Weekend Magazine/Perspectives carries the 
selling message direct to the people with 
money to spend and a willingness to spend 
it. It shares the prestige and acceptance of 
the 39 newspapers that carry it to its readers 


every week. 


No other magazine in Canada approaches 
the massive 2,098,000* circulation net paid 
of Weekend Magazine/Perspectives. 

Represented in the United States by O'Mara & 


Ormsbee Inc.—New York, Chicago, Detroit, San 
Francisco, Los Angeles. 


Weekend 


MAGAZINE AND ITS FRENCH LANGUAGE EDITION 


Perspectives 


*Effective 1962 
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Making Calls with Salesmen 


A good district manager is a pro in double-teaming with his 


salesmen. Neither prospect nor salesman is offended while he 


“sits in’—yet he can effectively close a tough sale and give 


a selling lesson in the process. This is how he does it... . 


Double-teaming can be a headache. 
Or it can be a source of great personal 
satisfaction. 

At its worst, it is a chore made mis- 
erable by personality clashes—with 
timid, resentful, or show-off salesmen 
and with customers who react vio- 
lently against what thev consider a 
pressure sales effort by the home office 
big shot. 

At its best, it can provide deep per- 
sonal and professional gratification. 
It’s a chance for the sales manager to 
return to the fray, to the challenge, 
the give-and-take of the sales situ- 
ation. It’s an opportunity to turn a 
mediocre salesman into a real pro- 
ducer, to raise his morale and give 
him a first-rate sales training session. 


> The good district manager at work 
on a double-teaming operation is a 
master of smooth handling. He moves 
in and out of the interview with ease, 
alert for the close his man can’t seem 
to negotiate. His skills in overcoming 
objections are dramatic lessons in sell- 
ing to the man who accompanies him. 
Thus, training occurs right at the point 
of sale, not afterwards in the car 
where the salesman tells him what 
happened. Later on the actual whys 
and hows can be discussed with refer- 
ence to what the manager did on the 
scene. 

He handles his salesmen with subtle 
precision. Often enough, they never 
realize how his moves are calculated 
to boost their confidence or help dis- 
cipline their sales presentations. 


*Senior Associate, W.C. Dorr Associates, 
Management Counsel on Selling, New 
York, N. Y. 
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By WILLIAM C. DORR* 


Perhaps when the day is over, he 
may hear the salesman say, “Gee, 
Boss, you sure are an easy man to 
work with. And you even took turns 
carrying the sample case. When are 
you coming with me again?” 

The average salesman’s reaction is 
frequently no more than the conviction 
that his boss is a great salesman (a 
reaction that has a tendency to spread 
at convention time). But he has 
learned some valuable lessons never- 
theless. 

The good manager is careful to 
establish a rapport with his men. 
Special attention is always given to 
new salesmen, and to those who are 
at ease when selling alone, but lose 
effectiveness in the presence of others. 

Some salesmen react in apparent 


dread to the coming visit of the dis- 
trict manager. However, with a good 
luncheon, some old-time pep stuff and 
a tactful handling of the field contacts, 
they soon warm up and regain self- 
confidence. 

A rule the good manager usually 
follows is to let the salesman make the 
opening alone. The boss can stroll in 
later, if the call is at a store, for in- 
stance, and enter the interview with 
some casual remark like, “OK, Joe, he 
ays he will see us this afternoon.” 
The salesman then introduces him as 
“from the office, getting personally 
acquainted with some of our cus- 
tomers.” 

As soon as it’s convenient, the man- 
ager withdraws from the interview 
by asking the customer’s permission 


to the prospect? 


competitive product? 


from your presence? 


Checklist for Double-Teaming 


How should you have the salesman explain your presence 


Who makes the opener, you or the salesman? 
How do you withdraw from an interview? 
When do you withdraw from an interview? 


How do you counter prospect’s defense of a lower-price 
What do you do when prospect feels too much pressure 


What do you do about salesman’s inactive accounts? 


Are you careful to build up the salesman to the prospect? 


protein-rich 
media mix 


America’s largest magazine 
(a Sunday magazine) reaches 
at least half of the families in 
counties doing 18% of total 
U.S. retail sales. But add 
Parade and the 18% jumps 
to 43%. 


NS 


PARADE|-= 


The Sunday 
Magazine section of 
strong newspapers 
throughout the 
nation, reaching ten 
million homes 
every week, 


to look at some of the merchandise 
displays or other lines on the counters. 
He can keep an ear cocked for the 
progress of the sale as he browses. 
(He can also pick up some valuable 
promotional ideas in this way. Dealers 
are usually happy to supply perform- 
ance data.) 

Using prearranged cues, the sales- 
man can call for help when he begins 
to run out of gas. “Mr. Dee,” he might 
say, “do you think we can offer . . .” 
The manager can then take over and 
try for a close. At times, the so-called 
approval by the man from the office 
is all that is needed to land the order. 
And before the next stop, the re- 
sistances encountered are checked, 
and the entire presentation strength- 
ened with additional material that 
should eliminate similar difficulties. 

In office calls, however, the delayed 
entrance works poorly. A good alter- 
native is for the sales manager to ask 
the location of the men’s room after 
he has met the prospect. By the time 
he gets back, there will be little or no 
notice of his return, and he can be 
brought into the conversation when 
the salesman needs him to help close 
the sale. 


> There is almost always some diffi- 
culty in overcoming misconceptions 
about the boss’s visit. Sometimes a 
salesman will try to impress him by 
steering him into a few cream puffs— 
especially if the district manager is 
just up from the ranks. The man sells 
himself with a sparkling approach that 
could have his boss wondering why, 
with a presentation like that, the 
salesman is having problems. Why is 
he off the beam on his quota? 

But this kind of salesman usually 
reveals his weakness on the first call. 
He simply bypasses one buving open- 
ing after another, frequently using ex- 
cess time to get a piker order. 

How does the good district manager 
react? “Charlie, vou had that man sold 
three different times—when he said 
this, when he asked that, and espe- 
cially when he brought up the product 
comparison on which vou could have 
easily sewed up the order. Instead, 
vou kept on talking. Let him do the 
talking and you listen. He'll buy 
more than vou can sell him. Your 
order book should have been open 
on the counter.” 

There are also salesmen who try 
the reverse twist, making calls only 
on bombs. This is to throw the hooks 
into the boss and show him “how 


tough things are” in his territory. 
Such a situation can be the real 
challenge for the manager. Whether 
or not the sale is made, the salesman 
should get a load of rebuttal material 
as one resistance after another is ex- 
pertly handled and used as a lever to 
pry the order loose. 


> Another common problem is the 
“butterfly guy,” the salesman who flits 
around the territory with no apparent 
plan of coverage. He is here, there 
and everywhere. Often he winds up 
on the street he started out on in the 
morning. The selling time lost on a 
20-mile hop in the car means nothing 
to him. 

Actually, there are times when a car 
works against close-order field con- 
tacts. With a couple of turn-downs on 
“sure” orders, a salesman can get the 
idea that the rest of the market is no 
good. Then, like a losing fighter who 
starts head-hunting in hopes of a 
KO, the salesman will try for orders 
in a couple of other territory units. 
He winds up at the end of the day 
with more miles on the speedometer 
than he has dollars written up in his 
order book. 

Ask such a man where he intends to 
go, and he'll say, “Out for an order.” 
He'll say that he thinks he can knock 
off a certain prospect, or something 
equally vague. 

Here’s where the good district man- 
ager puts his foot down. “No dice,” 
he'll say. “We are going to work this 
town, street by street and account by 
account. Let’s take them as they come, 
active, inactive and as prospects. 

“T'll open up on the new people and 
those that have stopped handling our 
line. You can take vour regular cus- 
tomers.” 

In working a town or city street, 
the manager takes special precautions 
to spot an available and essential 
prospect that is being passed up be- 
cause the salesman had an argument 
with him a couple of years ago. A call 
soon reveals that he has forgotten 
both the argument and the salesman. 

Similarly, old “bad credits” may 
show surprisingly well-stocked win- 
dows and shelves. Apparently the 
competition took the trouble to find 
out about the improved credit rating. 

When the sales manager goes after 
these inactive accounts, he always 
gives them a chance to blow off a 
little steam at the company. And he 
impresses the salesman with the need 
to do this. (turn page) 
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TIME is the shape of the investor market 


Circulation concentration in the top 
10 individual investor states 


Sources: New York Stock Exchange ‘‘Share Ownership in America: 1959" 
and publishers’ statements to the A.B.C. for 6 months’ period ending 
June 30, 1960. TIME (3/23/59) Life (10/26/59)+ Holiday (March 1957) + 
Reader's Digest (April 1959)+ Sports Illustrated (3/2/59)+ Better Homes 
& Gardens (April 1959) » Newsweek (3/23/59) + Look (3/18/58) + U.S 
News & World Report (3/28/58) + Saturday Evening Post (3/14/59). 


Two-thirds of America’s stockholders 
are concentrated in just ten states. 
And in these states, TIME delivers a 
greater share of its circulation than does 
any other magazine of over 500,000. 
TIME families’ corporate stock invest- 
ments total $55 billion, as much as 
the market value of the stock of the 
nation’s 25 biggest corporations. Here’s 
evidence of affluence that can mean div- 
idends for you, whatever you’re selling. 


TIME ... TO REACH 2,550,000 TOP-OF-THE-MARKET FAMILIES 


Buyers’ reactions on a _ double- 
teaming operation are always unpre- 
dictable. There are some customers 
who go for a pat on the head from 
the home office exec. They just beam 
and buy, and the salesman wonders 
why. 

Yet others instinctively resent the 
appearance of two men. They rebel 
against what looks like a concentrated 
effort _to bring them into the fold. 
Such prospects might sav, “This man 
has been calling on me regularly and 
nothing you can say or do will make 
me buy. So call off your big guns.” 

Then the fat is really in the fire. 


> After waiting for the customer to 
simmer down, some district managers 
have used this tactful comeback, “Mr. 
Smith, my most important job is to 
help our salesmen help vou, our cus- 
tomer. We try to make our more 
mature experience available to them 
when they are presenting our sales 
program. Isn't that how vou train and 
encourage your own sales personnel?” 

In the ideal situation, the tension 
should ease, and the continuity of the 
interview will be restored. Soon the 


manager is testing the climate of the 
sale with a question, a requested 
opinion or a minor decision on what 
the prospect’s customers prefer. 
Competitive situations can be care- 
fully handled to smoke out phony 
price deals. A lower price competitive 
line is never met head-on with “how 
much better our merchandise is.” (A 
point that is made clear to the sales- 
men.) This would put the prospect in 
the driver’s seat, since he is defensive 
about his purchase of the other goods. 
Instead, the tactful district manager 
simply savs, “We have no quarrel 
with the man who sells his merchan- 
dise cheaper than we do. He knows 
best what his products are worth.” 
And he continues the presentation. 


> Buver resistance to double-team- 
ing is harder to handle when the 
customer makes no direct comment. 
There may be an ominous glint in 
the eve, but no expressed resentment 
of the pressure. 

The good manager can spot these 
situations too. In the most tvpical, the 
timing will be right, and the order 
should be placed. The dealer's ac- 


count card shows the quantities in 
line with previous purchases. The new 
items and sales ideas have been re- 
ceived favorably. Some district man- 
agers might wonder what's holding up 
the order and plug on doggedly. 

But the alert manager will turn 
suddenly to his surprised salesman 
and say, “Look, Joe, I've got to beat 
it back to the office. See you at the 
meeting Saturday.” With an apology 
to the customer he will exit and wait 
for the salesman around the corner. 

A few minutes later the salesman 
will appear with the explanation. “He 
said he wasn't going to show me 
up by giving me the order while vou 
were there.” And that’s nice morale 
medicine for the salesman. 

If the double-teaming operation 
goes well, the salesman will get more 
than a morale boost. He'll get a re- 
fueling on selling techniques, and he 
should note a substantial jump in the 
number of calls made that day—a new 
high-water mark for him to match. 
The improved coverage is soon re- 
flected in an increasing sales volume, 
and the district manager can take 
credit for a job well done. ® 


The per household 


income of South 


Bend's metro area 


is higher than that 


i eran 


South Bend’s Metro Area income per 
household is $7987 highest in 
Indiana and 20th nationally*. Grant- 
ed South Bend has fewer households 
than the metro areas listed here, but 
when 72,000 households average 
nearly $8000 income they are import- 
ant to any sales manager. Especially 
so when they are only part of a total 
16-county market with nearly $2.0 
billion in Buying Power! 

Every day The South Bend Tribune 
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(It’s higher than any other in Indiana, too*) 


carriers deliver 111,000 papers into 
this 16-county market. And every day 
it saturates 93.4% of its metro area. 
(No single Indiana newspaper covers 
its own metro area this well.) For 
testing or for extended campaigns 
The South Bend Tribune gives sat- 
uration coverage of a high income 
market; a combination that produces 
maximum advertising values. For 
complete information write for 1961 
market book. 


*Sales Management 1961 Survey of Buying Power. 
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SHOW TO GET THE 
KIMUM PAYOFF 


Here is a much-needed and eminently useful book on sales training, 
written by a man who is dedicated to making training 

pay off, to helping salesmen and sales executives operate 

at full capacity. Edward F. Ruder’s success in the training field 
has been measured by one factor: his ability to get results. 


A “Total Training” Concept 
For the first time all the elements of training are properly 
integrated in a “total training” concept. The newest 
training techniques and principles are given practical 
application... and the author succeessfully meets 

the challenge of nebulous subjects heretofore given only 
“lip service” such as memory, reading, and speech 
improvement. 

Training Supplements Included 

Edward F. Ruder also tells how to get the maximum 
sales from sales training supplements — 

sales meetings, sales contests, sales manuals, 

sales organs, and sales statistics. 

New zest is injected into indoctrination and 
refresher training for salesmen, sales 
correspondents, and sales executives. The 
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author also shows how training by mail (Press rn ve Reo Lorry sd filmer o—, whe “s wSE 
. ° le Psi, a Siete») “ 
can shed its ivory tower look and ncn ht v oF « Seu ine 


become a dynamic part of the total 
training program. 


Cutting Thru’ Double-Talk 

In the troublesome areas of recruiting 
and hiring, Mr. Ruder cuts through the 
endless maze of psychological 
double-talk and puts each of the five 
major selection tools in proper 
perspective, Result: a completely 
realistic approach to cutting down 
salesmen turnover. Bound in 


The First Book Of Its Kind!  “Ezeoutive Leatherette” 


To: Book Department 
Sales Management 
630 Third Avenue 
New York 17, N. Y. 


WHAT THE EXPERTS SAY 


“Genuinely helpful — full of ‘meat and potatoes’ instead of just vague 
generalities. Congratulations! Everyone in sales training work should 
benefit from it. 

“T- enthusiastically recommend Ed. Ruder’s training book. Like so 
many of us.who face today’s new and different marketing challenges, 
the author puts his finger on the core of our greatest need: more 
effective, more practicable training. This book will- help you as it 
has me 

“Here is a complete top-to-bottom treatment of sales training. The 
author looks at the business end of training: how to translate it into 
dollar sales. An excellent work.” 


Please send us ...... copies "Getting the Sales 
from Sales Training" at $5.95 each. | understand 
that | may return the book within 5 days, if | 
am not completely satisfied. 


‘ ‘ et ee ay 4 : [] Payment enclosed (postpaid) 
The vast fund of su ject knowledge by the author impressed me. It Bill us (pl tage and handling charges) 
is also apparent from the depth of his reasoning and logic that he has C) si: lati . . 


had many experiences and related confabs with executives in the sales 


field.” SN i isles hae pea ken eae lee ed 
“This book is full of training ideas _ sizzle. I heartily recommend ac 
it for both sales executives and salesmen who want to get ahead. Company ............--++- Position...... 
It really shows how to make sales training pay off.” 

EE vc ninawesendaseyaer aden vashawwenee 
“A sales training program must be kept up to date. The author deals . H 
intelligently with the subjects that a current sales training course errr ee rere Zone..... State..... : 


should embrace.” 


Mail order coupon today! 
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Sales 


The Human Side 


A Gal Who’s a Diamond’s Best Friend 


Peggy Hopkins Joyce made a career 
of collecting diamonds from her 
wealthy husbands. Carol Channing 
has practically made a career of sing- 
ing “Diamonds Are a Girl’s Best 
Friend.” And a gal named Dorothy 
Dignam can tell you more about the 
hard rocks in one minute than Peggy 
ever learned in a lifetime or Carol is 
likely to learn. 

Miss Dignam, who affects mad hats, 
talks non-stop and loves history, 
works for the big N. W. Ayer & Son 
agency in New York. She’s the dia- 
mond specialist for the agency and 
while Ayer conducts an advertising 
and publicity program for De Beers, 
the internationally known diamond 
firm, Miss Dignam doesn’t limit her 
diamond activities to one account. 
Mention a diamond anniversary of a 
company and she’s in her element. On 
a typical day she may help plan a 
fashion show, a bank exhibit or a pro- 
motional campaign for a company of 
sufficient enable it to 
borrow a famous diamond—which in- 
volves insurance, detectives and end- 
less red tape. And she’s broadening 
her field by advocating the use of the 
diamond as a symbol for the 60th 
anniversary rather than just for the 
75th. She takes her precedent from 
no less a personage than the late 


prestige to 


Queen Victoria, who observed her 
Diamond Jubilee in the 60th year of 
her reign. 

Miss Dignam likes, of course, to see 
real diamonds used for celebrations, 
but she gets quite concerned about 
other aspects of the programs. Dia- 
mond-shape medallions, seals, station- 
ery and banners are grist for her mill. 
She also conducts a one-woman cam- 
paign, turning her big guns on the 
adoption of the elongated lozenge- 
shape diamond design—anathema to 
her. Instead she strives to induce art- 
ists and manufacturers to use designs 
resembling jewels in today’s settings. 


> Probably few women know as much 
about diamonds as this lady. Much of 
her knowledge is kept inside her head; 
much of it, however, she finds in 150 
‘gemological and jewelry books—never, 
during her office hours, more than an 
arm’s length away. Hundreds of box 
files, stacked 6 feet high, line her 
office. We took a peek at the labels on 
some of them: “Crown Jewels of the 
World,” “Queens and_ Favorites,” 
“Bridal Customs.” There’s even one 
labeled “Sacred Box.” In that one is all 
the material on gems mentioned in the 
Bible, the gems in the breastplates of 
high priests, a description of the col- 
lections at St. Peter’s in Rome, Notre 


Dame, and the cathedral in Cologne. 
She also has stashed away a wealth 
of material on America’s diamond and 
jewelry industry. 

Who uses all this material? Well, 
writers, radio and TV producers, pub- 
licists and advertisers, merchandising 
specialists, the jewelers’ trade. 

Miss Dignam travels widely to see 
(and in many cases, to touch) the 
famous diamonds of the world. She’s 
ranged from Alaska to South America, 
visited cutting centers and design stu- 
dios in Italy, Amsterdam and An- 
twerp. She's explored the ancient 
Golconda (now Hyberadad), in In- 
dia, where diamonds were first mined. 
As we write this she’s leaving for a 
shindig put on by the Worshipful 
Company of Goldsmiths, in England. 


&> Who uses diamonds in national 
advertising? Cadillac, for instance. 
And Diamond Crystal Salt Co. The 
latter company has distributed more 
than 6 million booklets called: “Your 
Diamonds.” The booklets are passed 
out in connection with the “World 
Famous Diamond” exhibits the firm 
sponsors. “Your Diamonds” tells the 
reader anything he’d find useful about 
diamonds—their colors, sizes, tips on 
buying diamonds. So successful has 
been the campaign that the company 
constantly receives requests for the 
booklet from jewelry stores, agencies 
and individuals both here and abroad. 

Dorothy Dignam says you would 
be amazed—she’s not—at the almost 
morbid curiosity people have about 
the most precious of stones. 

“Who,” she asks, “kicked a dia- 
mond necklace under the bed and 
why?” Answer: “The Empress Jose- 
phine, when Napoleon returned unex- 
pectedly and found her entertaining 
a gentleman friend.” 

Or, “Where did Mrs. MacLean like 
to hide the Hope diamond?” Answer: 
“In her overstuffed sofa. It had cun- 
ningly fashioned slits in the uphol- 
stery. Each night she’d hide the stone 
in a different slit.” @ 
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Jata , Lncorporated 


Responding to the complex informational needs of business, advertising 


and marketing, offers complete research and data processing services. 


Through its MATEC (Media Allocation Through Electronic Com- 
puters) Division, SRDS DATA, INCORPORATED applies automatic 
data processing methods to provide sales and advertising 


management with penetrating media and market analyses. 


For sales and advertising management, 
MATEC provides a way to: 


e Obtain more extensive, refined and timely data with which to plan and 
evaluate the effectiveness of media strategy 


Gain access to important data far more efficiently than possible 
by manual methods 


Store data in machine language for maximum accessibility 
at any point in time 


Realize the full benefits of automation without the rigors of selecting, 
purchasing, installing and implementing an “on-premise” processing complex 


Use MATEC for these key functions: 


e Appraising Sales Efforts 

e Planning Sales Campaigns 
e Pre-Testing Ad Strategy 

e Planning Ad Campaigns 

e Evaluating Ad Expenditures 
e Setting Ad Budgets 


For examples of specific 


MATEC applications, see reverse side... 


SALES & ADVERTISING 
PLANNING & EVALUATION 
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Cross-Section of MATEC analyses as prepared 
directly for each sales, distribution, 

or other specified marketing area: 

@ Ratios relating intra and inter-media expenditures to past, present 


or potential sales, consumer spendable income, market size 
or distribution levels 


Media coverage patterns generated by specific campaigns or schedules 
Ratios relating intra and inter-media coverage patterns to sales 

Cost per thousand delivered circulation 

Advertising expenditures 


Territorial rankings in terms of sales delivered as related to 
advertising pressure 


Territorial rankings in terms of percent sales change as related to change 
in advertising pressure 


Cross-Section of data available on the 
county level and maintained in machine 
language by SRDS DATA, INCORPORATED 
for use in preparing MATEC reports: 


Population Retail Sales by Store Type 
Households Food Stores 

Drug Stores 

General Merchandise 
Apparel 

Home Furnishings 
Passenger Cars Automotive 

Farm Population Filling Stations 


Farm Households Retail Sales per Household 
Gross Farm Income 


Consumer Spendable Income 


Consumer Spendable Income 
per Household 


Circulation and Coverage 
Retail Sales of Major Media 


phone, wire or write... 


432 Park Avenue South 
SRDS 
ata. Incorporated newyork 6, new York 
; ~ Telephone: MU 9-6250 
Responding to the Complex Informational Needs A Subsidiary of SRDS, Inc. 
of Business, Advertising and Marketing 


Case Study 
Big-Ticket Selling 


How to ‘Convert’ Your Dealers 


The Culligan Profitunity Sales Plan 
—a mixture of sales recruiting, sales 
training and sales management—cre- 
ated an aggressive new sales force 
composed of men with no direct sales 
experience, and converted a restrictive 
service approach to a vigorous “big- 
ticket” sales operation. The result is 
an all-time high in sales, up 7.9% 
over last year. 

Early in 1960 the Profitunity Sales 
Plan was presented as a complete 


CULLIGAN’S PROFITUNITY SALES PLAN stresses (I) the sales 
approach, including methods for overcoming objections and 
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For years, Culligan, Inc., dealers had concentrated on building a water- 
softener service business. It was easier to sell a consumer on paying a 
monthly service fee than on buying an appliance to do the job. With the 
arrival of a dramatic new product—a permanently installed, automatic 
water softener—a 2-fold problem became apparent. 
had to sell a big-ticket item, demanding techniques with which he had 
little familiarity, while the company had to start building a direct sales 
organization on a crash basis. 


package to Culligan dealers in a 
nation-wide series of meetings. The 
first objective: dealer training and 
education in the art of direct selling. 

Trained men were sent into each 
of the company’s 1,200 franchised 
dealerships. Their mission was to sur- 
vey the market. Sales Management's 
Survey of Buying Power was used to 
isolate the number of dwellings in the 
dealer’s area at the same time elimi- 
nating low-income groups and areas 


The dealer now 


, ae 
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that didn’t need water softeners. The 
result was a dealer potential pinpoint- 
ing the number of automatic softeners 
the dealer could expect to sell each 
year. This figure became his sales 
goal. 

In addition, the total number of 
calls—and the number of salesmen re- 
quired to make them—was established. 

Culligan’s decision to employ crea- 
tive direct selling was made for two 


reasons. The water conditioning in- 


sales resistance, (2) the sales demonstration (with prospect's 
water analyzed before his eyes), and (3) how to close sale. 


81 


dustry has a low market saturation. 
Only about 7% of all families have 
water softeners. Also, since consumers 
are not generally aware of the intan- 
gible advantages of soft water over 
hard water, these advantages must be 
demonstrated and dramatized. This 
meant a great need for direct creative 
selling on the part of dealers and their 
sales forces 

The fact that American families are 
using more water than ever before 
in bathing, automatic clothes washers 
and dishwashers increased the pres- 
sure 

Che Sales Idea Manual rounded out 
Culligan’s first phase in direct sales 
training. It stresses successful sales 
approaches right from the knock-on- 
the-door through the sales close. The 
new salesman studies water condition- 
ing, reprints of magazine articles on 
direct selling, and uses a new Sale- 
Matik (a visualizer which helps him 
dramatize the savings and benefits of 
softened water), as well as a Sales 
Demo-Lab, a portable water testing 
laboratory which enables him to test 
the prospect's water supply. With this 
device, he is able to isolate the pros- 
pect’s particular water problem and 
direct his sales message accordingly. 

Culligan assured continuing train- 
ing for dealer and salesman alike with 
a set of twelve 20-minute sales train- 
ing tapes which covered recruiting, 
the sales process, association of ideas, 
prospect approac h, methods for bridg- 
ing sales resistance, prestige building, 
the prepared presentation, methods of 


turning objegtions into sales, etc 


> For the dealer himself, there is a 
Sales Management Manual showing 
him how to measure his market and 
its sales pote ntial Included is com- 
plete information on assignment of 
territories, salesmen’s commissions, set- 
ting up a service department, delivery 
of supplies, and pricing and financing 
information. The manual also explains 
how to support selling activity with 
advertising and promotion and_ in- 
cludes a section on sales administra- 
tion, budgeting and records control 


Finally 


Manual provides complete information 


a 101-page Sales Training 


on recruiting and hiring salesman. The 
dealer is given 12 different methods 
of finding recruits including sample 
ads and telephone approaches. He is 
told how to select the right man and 
how to sell the man on the job. The 
manual prov ides a detailed agenda for 


the 6 day sales training cycle with 


reference guides for homework assign- 
ments. 

The first step in the hiring process 
requires that the prospective salesman 
be exposed to a recorded “Recruiting 
Presentation.” The recording tells the 
story of the opportunities at Culligan, 
provides the history of the company, 
outlines the type of man the company 
desires and asks the candidate if his 
present job measures up in terms of 
the goals he has set for himself. 

Following the recorded session, the 
prospective salesman is able to make 
a fast decision—either to request more 
information or end the interview. If 
he discovers that he is interested, he 
fills out the application and a personal 
interview is held. At this time, he is 
“challenged to qualify” for a sales po- 
sition with Culligan. 

Once a man is hired, the films and 
recordings are used to break down the 
complex selling pattern into a step- 
by-step process. The entire process is 
geared to make the new salesman con- 
scious of selling people rather than 
merchandise. 


> As a follow-up, Culligan sends its 
dealers a complete monthly sales meet- 
ing package called the “Stimulator.” 
It includes wall charts supporting the 
month’s theme, a specific Monday 
morning program tieing in with this 
theme, meeting ideas, suggested pres. 
entations, a list of necessary props 
and a timing schedule for each meet- 
ing. Two meetings are held each 
month. 

Tape recordings are provided fea- 
turing sales skits, talks by Culligan 
officials and short sales training ideas. 
In return, the dealers submit a weekly 
recap of their recruiting and sales 
activity, providing Culligan market- 
ing people with an opportunity to 
evaluate progress 

The new sales organization — com- 
posed of men with no prior experience 


in direct sales — has achieved a posi- 
tive record. A report on the first 
vear’s activity revealed that: 


@ 50% of all canvass calls result in 
customer contact. 
10% of all contacts result in a 
demonstration. 
85% of all appointments result 
in a demonstration. 
66% of all demonstrations result 
in a sale. 

Summary: A Culligan salesman can 

make one sale for every 18 contacts— 


in direct sales, encouraging results. @ 


McGraw- Hill 
publications reach 
your most important 
customers and 
prospects in these 
major markets: 


AEROSPACE 
Aviation Week and Space Technology 


ARCHITECTURE 
Western Architect & Engineer 


APPLIANCE-RADIO-TV 
Electrical Merchandising Week 


ATOMIC ENERGY 
Nucleonics 


BUSINESS MANAGEMENT 
Business Week 


COAL MINING 
Coal Age 


CHEMICAL PROCESS INDUSTRIES 
Chemical Engineering - Chemical Week 


CONSTRUCTION 
Construction Methods & Equipment 
Engineering News-Record 


DISTRIBUTION-INDUSTRIAL 
Industrial Distribution 


ELECTRICAL CONSTRUCTION 
AND MAINTENANCE 
Electrical Construction & Maintenance 


ELECTRICAL GOODS 
Electrical Wholesaling 


ELECTRICAL UTILITIES 
Electrical World - Power - Electrical West 


ELECTRONICS 
Electronics 


INSTRUMENTATION AND CONTROL 
Control Engineering 


MANUFACTURING PLANT OPERATION 
Factory 


METAL & NONMETALLIC MINING 
Engineering and Mining Journal 
E&MJ Metal & Mineral Markets 


METALWORKING 
American Machinist/Metalworking Manufacturing 


OFFICE TRAINING 
Today’s Secretary - Business Education World 


PETROLEUM 
National Petroleum News 
POWER 
Power + Electrical World - Electrical West 


PRODUCT DESIGN 
Product Engineering 


PURCHASING-INDUSTRIAL AND BUSINESS 
Purchasing Week 


TEXTILES 
Textile World 


TRUCK AND BUS FLEETS 
Fleet Owner 


OVERSEAS PUBLICATIONS 
International Management 
(English, Spanish, and Portuguese Editions) 
Automobile International 
Ingenieria Internacional Construccion 
Metalworking Production (Great Britain) 
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Methylamine® 
Expansio” 
Prompted by a bright market pictures whee 
© Haas Co. has just completed 4 al 
"pansion of its methylamines ©¢ 


Philadelphia. Here's an inside 
technology behind the new unit. 
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No matter what you sell to business and industry, keep 
your sales story in front of the key men who specify 
and buy through consistent advertising in the McGraw- 
Hill publications covering your major markets. 


~. McGraw-Hill « 
MD. cette art eer 


McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y 


More than one million key men in business and industry pay to read McGraw-Hill publications 


“Arborvitae, pachysandra, rhodo- 
dendron, mulch. Listen to me rattle 
them off like an expert. And to think 

the last time I worked the soil was 


when I grew four tired radishes back 


in P.S. 34.” 


New York is a great big green thumb. 
It sinks an estimated $120,000,000 
into the good earth each year. New 


York’s gardening guide? The New 
York Times, America’s biggest gar- 
den advertising medium. And the 
medium for every businessman fond 
of the color green. It sells New York- 
ers with the most advertising... 
serves them with the most news. 


New York is The New York Times. 


Case Study 


Field Information 


Making One Sale 
Lead to Another 


LOPLI LOLI III L IPL IIIIILIIL ILS 


An effective method of spreading 
the word on sound sales techniques— 
and giving top salesmen a pat on the 
back besides—is being applied by 
Hanson-Van Winkle-Munning Co., a 
Matawan, N. J., 
metalfinishing 


manufacturer of 
equipment, supplies 
and chemicals. It is helping the sales- 
men do a better job of selling the 
many applications of the company’s 
extensive product line. 

The company’s vice president of 
sales, Robert M. Norton, has de- 
veloped a simple device that tips off 
salesmen to successful techniques used 
by other H-VW-M salesmen: tips on 
new applications for their products, 
on the uses (and maybe the troubles) 
of competitive products, and on other 
information from the field that may 
help make the next sale easier. 


& Norton’s medium for passing on 
these ideas to his salesmen is a 
monthly one-page report that goes to 
every member of the sales force. The 
publication, called Sales Sparks, con- 
tains between six and ten short, fact- 
packed stories of individual sales 
made the previous month. 

Each issue of the publication leads 
off with a brief paragraph naming the 
district and the salesman that turned 
up the most new customers during 
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When your salesman in Texas closes a difficult sale, your man 
in Maine might be able to grab a similar big order—if he only 
knew what technique was used. Your salesman in California 
ousts a competitive product, and your man in Connecticut might 
do the same—if he knew that successful sales angle. 
how Hanson-Van Winkle-Munning Co. increases sales by feed- 
ing vital field information back to the salesmen. 


el 


... Here is 


the month. The succeeding para- 
graphs detail the actual workings of 
recent equipment and chemical sales. 
They name the salesman, his customer, 
his competition, the dollar figures in- 
volved, and the nature of the cus- 
tomer’s work. Particular emphasis is 
placed on the salesman’s selling tech- 
nique. 

Each one of these items of in- 
formation is provided for a definite 
purpose: 


e Naming the salesman gives the 
individual mentioned specific recogni- 
tion for a job well done—recognition 
by his colleagues as well as by his 
sales management. 

e Naming the customer and de- 
scribing the nature of his work is a 
help to the salesmen readers when 
they call on other divisions of the 
same company and when they call on 
leading competitors. It’s pretty strong 
medicine, for example, when a sales- 
man can tell the purchasing agent that 
the salesman’s company just sold 
similar items to other people in the 
PA’s field. And if handled carefully, 
it can work to the salesman’s ad- 
vantage, when he’s selling to a large 
company, if he can indicate that other 
divisions of the company are regular 
customers for other kinds of products. 


© Describing the customer's work 


is your 
business case 
an asset 

or a liability? 


Are your salespeople creating a proper 
image of your company and product? 

They are when they carry a Stebco 
Case ... because Stebco cases are 
guaranteed to keep their brand new 
appearance for many, many years. 
Over 250 styles available in your choice 
of Finest Top Grain Cowhide or our 
exclusive patented Tufide—Guaran- 
teed 5 Full Years. Custom cases too— 
specially designed with your business 
in mind. Just one of Stebco'’s many 
features—DuPont Nylon Safe T Edge 
the most indestructible Bodyguard" 
a case could ever have. 

So... When first impressions count 
... count on Stebco, America’s Best 
Business Case Buy. 


For further information and nearest 
dealer write to 


Stebeo propucts 


Chicago 7, Ill. 


otten acts as a tip oft or reminder to a 
salesman that he has similar com- 
panies in his territory. If, for example, 
a salesman in California just sold 
some machinery to a needle manu- 
facturer, a salesman in New Jersey 


reading of the same may know a 


half-dozen needle manufacturers in 
his territory who may be interested 
their 


found the machinery useful. 


in why California competitor 
e Listing the salesman’s competi- 
tion and telling why the customer 


bought from H-VW-M rather than the 


competitor is potent ammunition when 
another salesman is bucking the same 
competition for the same product in 
another territory. Any time a sales- 
man can tell a customer, “Well, go 
ahead and buy their stuff if you want 
to, but I think I'd check with XYZ 
Company first. They just bought a 
number of units from us and _ this 
competition was competition there, 
too.” That’s strong stuff. 

¢ The approximate dollar value of 
a sale is a great help to Bob Norton 
in stirring up the sales force par- 


Enjoyment ...the year around 


Convention City 
of the Southwest 


‘ 


UA ound 
‘Volley of the Sux 


Business and pleasure go well together 
in Phoenix! There’s Everything Under 
the Sun to do and see. Finest of accom- 


modations . . . 


downtown, mid-town or 


resort locations, for large or small 
groups, European or American plan. 
And, an experienced Convention Bu- 


reau is at your service 


Meeting rooms accommodate up to 1500 


805 North 2nd Street © 


... helps you 


make that sales meeting, conference or 
convention a success! Write: 


Convention Bureau 
Phoenix Chamber of Commerce 


Phoenix, Arizona 


ticularly if the figure is high. His 
salesmen work on salary plus com- 
mission. Pointing out that one sales- 
man is bringing home a lot of money 
acts as a spur to other salesmen to 
increase their incomes by trying 
harder to sell the same product. And 
the salesman named in the article 
also tries to match his own perform- 
ance month after month. 

Norton’s salesman in Connecticut, 
for example, who has led the pack 
in new customer acquisitions for 
several months running told Norton 
that he’s never worked so hard in his 
life bringing in new customers to 
make sure his name stays on top of 
the list. 

Given all this information about 
dollar volume, the customer and com- 
petition, the actual sales technique 
used assumes great importance. With 
the adding of this information to Sales 
Sparks the salesman has at his finger- 
tips a complete, successful and effec- 
tive sales story to present to his own 
customers. 


> How has Norton’s idea worked out? 

The salesman in the New York- 
New Jersey territory read in Sales 
Sparks in April that an H-VW-M 
silver-plating process, usually used on 
jewelry, tableware and hollow-ware, 
was now being applied to printed 
circuits by a Toledo firm. He knew 
a printed circuits manufacturer in 
Nutley, N. J., called on him, got the 
order. Also got an order for a nickel- 
plating process manufactured by the 
company. 

Another salesman expects to get 
an order from a large Trenton, N.J., 
automotive parts manufacturer for a 
new low-cost buffing compound. He 
was prompted to call on this company 
after reading of the product’s suc- 
cess in the plant of a cigarette lighter 
manufacturer. 

A third salesman is now quoting 
a $70,000 metalfinishing conveyor 
to a large manufacturer of roller 
bearings. He was greatly helped in 
his selling efforts by being able to 
point out that a similar machine had 
already been designed by H-VW-M 
and sold to one of his strongest com- 
petitors. He had learned this in the 
February issue of Sales Sparks. 

It costs Norton about $10 an issue 
to produce Sales Sparks and distribute 
it to his sales force. 

If it works so well, why restrict 
it to one page a month? “I want the 
men selling, not reading,” he says. @ 
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... of those who count in the 


industrial-large building field 


Here’s the book that means business . . . for 
you! HEATING, PIPING & AIR CONDITIONING con- 
fines itself just to the services for which it is 
named and further restricts itself to the industrial- 
big building field. 


Result: this uniquely specialized, clearly fo- 
cused editorial content attracts not just one but 
all four of the decision-making factors in your 
market — (1) consulting mechanical engineers, 
(2) mechanical contractors, (3) engineers with 
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industrial plants, and (4) engineers with large 
buildings. 

How do these vital sales influences rate HPAC? 
Very measurably. Each PAYS for it directly, in- 
dividually, voluntarily. HPAC’s 2 to | ad volume 
leadership year after year testifies that advertisers 
also declare, “Value received in full!” 

Yes, HPAC is the book that means business. . . 
in many ways, but particularly for you. KEENEY 
PUBLISHING COMPANY, 6 N. Michigan, Chicago 2. 


AB 


p 


Chronicle ads tap the buying power 


of 24,400* industrial workers 


The $145,800,000 annual payroll of Muskegon’s 192 industries comes 
from producing the items you see here—and many more. 
It’s a big target for alert advertisers—but easily reached 
with a single order. Only the Muskegon 
Chronicle alone reaches 99% of the market with 
advertising that’s wanted .. . that can 
be read and re-read at the con- 
venience of would-be buyers. 
For results include The 
Muskegon Chronicle 
on your ad 
list. 


made in Muskegon 


MUSKEGON © 
IS GREAT | 


we 


*Muskegon’s Total Employment is 50,700 Industrial cranes, engines, office furniture, gasoline pumps, 
automatic pinsetters and bowling lanes, floor machines,  — FoR 
paper. These are a few of the products which are manu- § |NDUSTRY 
factured in Muskegon and distributed coast to COaSt. — “Wwemsnnnmsim 


“BEST FOR NEWS AND ADVERTISING TOO” 


VUS KEG OQ 


NATIONAL REPRESENTATIVES: A.H. Kuch, 110 E. 42nd Street, New York 17, MUrray Hill 2-4760 @ Sheldon 
B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 
San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972. 


A Booth Michigan Newspaper 
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Case Study 


Cooperative Advertising 


Beware the ‘Anniversary Sale’ 


PEPPLOPLOLELOLLLE? 


| 
: 
| 


A large Houston department store, 
J. Weingarten, Inc., held an anniver- 
sary sale in 1958. One of the many 
manufacturers it invited to participate 
in its anniversary promotion was Shul- 
ton, Inc., a big maker of toiletry, 
chemical, pharmaceutical products. 

Several of Shulton’s competitors de- 
cided to take part in Weingarten’s 
promotion. Shulton, a Clifton, N. J., 
firm, felt it was virtually forced to 
participate too. Shulton did, and paid 
Weingarten $6,000 in promotional al- 
lowances in 1958. The payments were 
compensation for newspaper advertis- 
ing by Weingarten for just one of 
Shulton’s deodorant products. 


& Then entered the Federal Trade 
Commission. Claimed FTC: Shulton 
had failed to offer promotional al- 
lowances on “proportionately equal 
terms” to other Shulton customers that 
compete with Weingarten. This, said 
FTC, was a violation of Section 2 (d) 
of the Robinson-Patman Act. 

The FTC held hearings. Shulton 
argued that its promotional allowances 
to the big retailer were made in good 
faith to meet the payments granted 
Weingarten by Shulton’s competitors. 
Shulton contended that its competitors 
were making the co-op payments, that 
it was forced to fork up too, that this 
was sufficient legal justification. 

The full 5-man Commission recently 
handed down a formal decision on 
the matter. Shulton lost, but by a 
very narrow margin. Two members 
of the Commission wrote extensive 
dissents. But the majority decided 
against Shulton and ordered the com- 
pany to make any future promotional 
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One of cooperative advertising’s more irksome aspects is a big retailer's 
demand for co-op cash to support its “anniversary sale,” seasonal catalog 
or other special promotion. The larger the customer, the tougher the 
decision—especially if one’s competitors are participating. Shulton, Inc., 
took part in an anniversary promotion and now finds itself fighting a 
major legal battle and championing a cause for marketing men. 


payments available equally to all com- 
peting customers. 

Shulton will now appeal to the 
courts. But for the present—until FTC 
reverses its stand on the good faith 
defense in a future case, or until Shul- 
ton wins in the courts—marketers 
should take special efforts to see that 
all co-op advertising is offered to all 
competing customers on a_propor- 
tionately equal basis. In particular, 
they should look with a wary eye on 
anniversary sales of big retailers. 

Shulton’s case will be heard in a 
U.S. Circuit Court of Appeals and 
will probably wind up in the Supreme 
Court. In fighting this case, Shulton 
finds itself waging a major battle and 
championing a cause for almost all 
marketers. For if Shulton wins, the 
“good faith meeting of competition” 
would then be accepted as a defense 
against FTC action involving dis- 
criminatory advertising and promo- 
tional allowances. (It is now a de- 
fense against price discrimination 
charges. ) 


> The company is confident that its 
position, “as approved by the two 
dissenting commissioners, will ulti- 
mately be held to be the correct one.” 

The dissenters were Commissioners 
Philip Elman and William C. Kern. 
Elman’s written dissent was so con- 
vincing that it persuaded Kern to re- 
verse his prior position and side with 
Elman in favor of “good faith” as a 
defense in such cases. 

Elman argued that “it is conceivable 
that Congress may have intended that 
the ‘good-faith meeting of competi- 
tion’ defense should be available in 


POPOPOEOORPEDODODDODY 


the one instance [discriminatory pric- 
ing! but not the other [discriminatory 
allowances], despite their essential 
similarity. If the language compelled 
such a curious result, we would of 
course be bound by it. But, viewing 
the statute as part of a legislative 
process having a history and a purpose 
from which its words cannot be 
severed without being mutilated, and 
bearing in mind that the Robinson- 
Patman Act is directed to economic 
realities and not abstract or theo- 
retical relationships, I must respect- 
fully dissent.” 


> Another aspect of the Commis- 
sion’s ruling affects marketers also. 

Shulton contended that the case 
related only to payments for news- 
paper advertising for a single product. 
Consequently, the company con- 
tended, an FTC order to cease and 
desist should go no further than to 
prohibit this specific practice. 

The Commission, however, rejected 
this argument. It held that such an 
order would be “virtually worthless” 
since it would do little more than 
prohibit Shulton “from engaging in 
the illegal practice by the same means 
it had previously employed.” 

Consequently, because of an ap- 
parently innocent participation in one 
retailer's anniversary sale, and solely 
to promote a single product, Shulton 
has been hit with a formal FTC order 
affecting all its products and all its 
customer relationships. And Shulton 
even finds itself fighting—and paying 
—for what could tum out to be a 
classic case involving cooperative ad- 
vertising. 
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Marketing Pictograph 


What Teen-Age Schoolgirls Spend 


High School This fall will see a boost in back-to- 
Total $773.8 millio school spending by teen-age girls. There 

° .8 million 
will be 300,000 more girls in high school 


this year than last, and about 53,000 more 


college women. As a hint of what this 


increase can mean to marketers, here’s 
what 4,350,000 high school girls and 
387,000 freshman college girls spent for 


back-to-school needs last fall. 


*Source: Seventeen magazine Back-to-School surveys, U.S. Dept. of Commerce 


$729.5 million 
For Clothes 
College Freshmen 


Total $170.4 million 


(average per girl) 
($440.31) 


$142.1 million 
For Clothes 


A 
$44.3 million 
For Work and Play 


$28.3 million 
For Work and Play 
». 


-—“——<“<“«e — eo eee e nen een ee = 


There are gentlemen farmers. Part time farmers. Armchair 
farmers. But if your life, your capital, your credit, your 


e success, and your family’s future are involved 
| : \ ) QO ‘ ) C ! | e ; in the operation of a farm, you are not 
@ academic, aloof, or absent minded about farming! 


You live with your business. Your errors and omissions 


are obvious every day—to you, your wife, and your neighbors. 


| And if you are a quantity producer of corn, wheat, 
eC? Ves 4 soybeans, beef, pork or milk, SuccessruL FarminG comes close 
y] to being your bible. You need it to get the most out of 
every acre, every cubic foot of building, every hour of daylight, 
every dollar of investment. You need it to plan your 
production, to gauge your markets. You 
don’t just read it; you study it, file it and 
refer to it again. Because it means success 
in your business, money in the bank! 
Your wife is involved in your business, 
finds this magazine as of much interest as 
you do. And since her homemaking needs 
and problems are not those of the urban 
woman, she finds in SF aids to her work 
programs, planning, meals, entertainment, 
home furnishings and decoration. 
The medium that means more to its 
audience means more to its advertisers, gets 
better reception and response. SF has been 
meaning more to the country’s best farmers 
for fifty-eight years. And its subscribers 
are one of today’s best class markets, with 
cash farm incomes about 70% above the 
national farm average. 
If you want your advertising to sell 
something, put it in SuccessruL FaRMING. 
And ask any SF office about the selling 
opportunities in our twelve new State and 
Regional Editions. 


SuccessruL Farminc...Des Moines, New York, 
if Chicago, Atlanta, Boston, Cleveland, Detroit, Los Angeles, 
= S Minneapolis, Philadelphia, St. Louis, San Francisco. 
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what every 
sales exectitive 
should know 


wut DENVER 


Denver is one of the very few major 
narkets in which you can do an effec- 
tive advertising job whether it’s a 
test, crash or continuing program . 
with the economy of single-medium 
coverage and at a total cost that is quite 
low in relation to the size of the market 

he reasons are two: 1. the coverage 
of The Denver Post and 2. the reasona- 
bleness of its rates 

With a circulation of 265,980 daily 
ind 348,937 Sunday, The Denver Post 
provides the following coverage: Denver 
City Zone, 71% daily, 79% Sunday; 
Metropolitan Area, 66% 
76% Sunday 


daily and 
Retail Trading Zone, 
64% daily and 75% Sunday; entire 
State of Colorado, 44% daily and 56% 
Sunday 

The rate per line for advertising in 
[he Denver Post ranges from 70c to 
58.8c daily and from 92c to 77.28c Sun- 
day depending upon which step in the 
bulk or frequency discount contract 
you select. Color also is available at an 
unusually low rate. 

If you would like to know just how 
economically and effectively The Den- 
ver Post can help you build a consumer 
franchise in the Rocky Mountain Em- 
pire, drop us a line or call the Moloney, 
Regan & Schmitt office nearest you. 


’ 


our of Arumoruca's 
CSyheat- Newspapers 


Executive Shifts 
In the Sales World 


The Borden Co., New York—The new 
Corporate Marketing Services Depart- 
ment will be headed by Robert E. 
Kahl. 


Canada Dry Corp., New York— 
William G. Smith has been named 
assistant sales manager, Carbonated 
Beverage Division. 


The Carter's Ink Co., Cambridge, 
Mass.—Stanley Lewis becomes v-p, 
marketing. 

Corn Products Sales Co., New York— 
Britton E. Balzerit named manager, 
market development, Industrial Di- 
vision. 


Dayco Corp., Melrose Park, IIl.— 
Joseph A. Conlon has been named 
v-p, sales, Rubber Products Division. 


Eaton Manufacturing Co., Cleveland 
—Edgar W. Clark named to a new 
post, director of marketing services. 


Encyclopaedia Britannica Films, Inc., 
Wilmette, I]l—Edward Hochhauser, 
Jr., is the new director of marketing. 


Inland Steel Container Co., Chicago— 
William E. Geidt will be manager of 
marketing, a new post. 


The B. F. Goodrich Co., Interna- 
tional Division, New York—W. Gerald 
Wilson has been named manager of 
market planning. 


Lincoln - Mercury Division, Ford 
Motor Co., Dearborn—Chase Morsey, 
Jr., is the new assistant general man- 
ager. He was, most recently, general 
marketing manager of the division. 


Monsanto Chemical Co., Springfield, 
Mass.—Chester L. Jones will become 
director of marketing for the Plastics 
Division. 


Morton Frozen Foods Division, Con- 
tinental Baking Co., Rye, N.Y.—Pro- 
motion of William E. Klein to di- 
rector of sales and marketing has 
been announced. 


Norge Division, Borg-Warner Corp., 
Chicago—C. B. (Kass) Kasson is the 
new manager of national sales to drv 
cleaners. 


Pepsi-Cola Bottling Co., Los Angeles— 
Richard Cowen promoted to vice 
president marketing. 


The Pillsbury Co., Minneapolis— 
David R. Seibel has been named sales 
and marketing manager, Feed Di- 
vision. 


RCA Electronic Date Processing Di- 
vision, New York—John J. Graham 
named to the new post of division 
V-p, operations. 


R. J. Reynolds Tobacco Co., Winston- 
Salem, N.C.—Cecil E. Summers has 
been named sales manager. He joined 
the company as a salesman in 1934. 


Seth Thomas Division, General Time 
Corp., Thomaston, Conn.—Appoint- 
ment of R. E. Weaver as director of 
sales has been announced. 


Holiday Greetings with a New Look! 


COLORFUL “IDEA LETTERHEADS” 


ery ¥ctual 4 
FREE ON REQUEST 


kk 


IDEA ART 


t " yew Y a 
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...are deeply interested in what’s what 


— every business, profession or pursuit you can think of has its 
own “Who’s Who.” It lists the leaders, the initiators—those with the 
ideas and abilities. 


Regardless of what roster singles them out, they share one characteristic. It 
is the need to be informed, to know what’s what. They must be posted on the 
important news that affects their thinking, their plans, and their decisions. 


There’s something else they share in common, and that’s their preference 
for “U.S.News & World Report” as the source of this important news. 


We know this because we seek out all such rosters and regularly survey the 
people they list. These people consistently name ““U.S.News & World Report” 
more often than any other news magazine as the one most important to them 
in their work—the one in which they place the most confidence. 


What does this mean to advertisers? It means their messages in ““U.S.News 
& World Report” will get read by the people most important to them—in 
business, industry, finance, government, the professions, the community. By 
men at the top and those on the way to the top—by buyers, not just by- 
standers. It means more prospects and customers per advertising dollar 
because ““U.S.News & World Report” covers the “Who’s Who” of their 
customer markets. 


The list of these leadership groups surveyed is a long one. It includes, for 
example, the people listed in— 


@ ‘Who's Who in America”’ 

@ “Who's Who in Commerce & Industry” 

@ ‘‘Moody’s Industrial Manual” 

@ ‘Dun & Bradstreet’s ‘Million Dollar Directory’ " 

@ ‘Congressional Directory" 

@ “Editor & Publisher International Year Book"’ 

@ ‘Directory of National and International Labor Unions” 


—and many others of special importance to your advertising. And, as noted, 
when surveys have been extended to include the middle management men— 
the men on the way to the top—the preference for “U.S.News & World 
Report” continues to prevail. * 

“U.S.News & World Report” attracts such high-position, high-income 
people for a simple reason. It’s the only magazine that concentrates entirely 
on the essential news. It prints more of this news than any other news 
magazine—much of it carried by no other publication. 

That’s why more and more readers and more and more advertisers consider 
““U.S.News & World Report” to be... the most important magazine of all 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 
Now more than 1,200,000 net paid circulation 


*You’ll want to see the most recent of these surveys conducted among both top and middle management of America’s leading companies in all.major indus- 
tries—those listed in Dun & Bradstreet’s ‘Million Dollar Directory.”” Ask your agency or our advertising offices at 45 Rockefeller Plaza, New York 20, N.Y 
Other advertising offices in Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, Chicago, St. Louis, Los Angeles, San Francisco, Washington and London 
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What Makes a ‘Best’ Salesman? 


The real test of a “best” salesman 
is in the eves of the prospect. The 
best man on vour sales force may fall 
short when he is compared with your 
competitors’ salesmen. 


But, what are the criteria that make 
a “best” salesman? What qualities do 
customers like in the men who call 
on them? What do they dislike? 


For its own promotion purposes, 
Sales Management recently asked the 
media directors of 102 large adver- 
tising agencies to evaluate the sales- 
men ot Space and time who call on 
them. They were asked to name the 
characteristics of the “one best” sales- 
man. They came across with scores of 
virtues, which are described as major 
or minor in the following summary. 

Minor,” as used here, refers to the 
number of comments rather than the 
importance which an individual re- 
spondent might place on his reason. 


Even though the favorable char- 
acteristics are those of a salesman 
selling an intangible, a service, many 
are equally applicable to the sale of 
products for resale. 


The numbering of the “major” fac- 
tors is not a rating arrangement. In 
general those listed under “major” 
were characteristics mentioned by at 
least 10% of the respondents. 


Timing of the Call 
Major mentions: 
|. He always makes an appoint- 
ment 
He keeps those appointments 
promptly. 
He doesn’t overstay his wel- 


come 


Lesser mentions: 


In making the appointment he 
specifies how much time will be 
needed: he doesn’t call too otten 
(unless he has something special 
to say); he doesn’t wait until 
contract-issuing period is upon 


the agency 


A general magazine salesman wins 
this praise from the media supervisor 
of a large New York agency: “He tells 
me when requesting the appointment 
how much time to set aside; he arrives 
promptly and doesn’t overstay the re- 
quested time unless I ask him to stay; 
he has an inquisitive mind, tact, a 


thorough knowledge of his field and 
publication; he has the ability to keep 
the interview relaxed but uses the 
time efficiently!” 


His Background and His 
Selling Materials 


Major mentions: 
1. Is thoroughly familiar with 

his medium. 

Has equal familiarity with his 

field or market. 

Has honest and _ objective 
knowledge about his compe- 
tition. 
Knows the products and dis- 
tribution potentials and prob- 
lems of the prospective ad- 
vertiser. 
Has sound statistics and back- 
ground facts which he can 
present without fumbling. 
Usually his information is 
complete but if not he will 
get all other data requested. 
His material has been well 
organized in advance for this 
particular call. 


Lesser mentions: 
He always has something new; 
he leaves behind useful material 
in printed form; he puts on a 
good graphic presentation; he 
can foretell fairly accurately the 
reactions of his readers, listeners. 
A Detroit executive says, “A good 
salesman must know as much about 
the marketing problems of a product 
as about the media problemS. . . . He 
must call on the marketing men.” 


From Cleveland comes this picture 
of a winner: “He has a professional 
attitude; he sells the market or func- 
tion first but then follows immediatelv 
with his book and how it can fulfill 
the objectives of the program.” 


Idea Development 


Major mentions: 

1. He always comes in with a 
constructive, sharp - angled 
idea. 

He relates specific problems 
of a specific client to his me- 
dium. 

He is creative in his outlook. 
He keeps us informed of mar- 
ket changes. 

He is a good listener. 

He brings out facts by asking 
intelligent questions. 

He feeds us thought-starters. 
His arguments are well or- 
ganized. 


Lesser mentions: 
He helps us merchandise the ad- 
vertising; he works with clients 
to help sell our ideas; he has 
historical background of success- 
ful ideas. 


The Detroit representative of an 
electronics magazine won praise be- 
cause “by himself he developed and 
proved a market for a client and tied 
it down so superbly that respect as 
well as space resulted.” 


Should a salesman fight the client’s 
battle or that of the firm he repre- 
sents? The media supervisor of one 
of the top-five agencies likes the sales- 
man for a weekly because “he is in- 
formative as to new developments 
among our clients, creates and pre- 
sents intelligent new ideas and fights 
his own organization in behalf of 
clients to accomplish some things a 
little ‘offbeat’ but practical.” 


Personal Characteristics 


Major mentions: 
Helpful and cooperative 
2. Aggressive “but in a nice 
way” 
3. Keeps his promises 
4. Honest in his statements 
(continued on page 96) 
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watch — 
the women 
- go Buy! 


The Portland retailer, with one eye on the 
cash register and the other on selling costs, — 
chooses The Oregonian as his base adver- 
tising medium. Last year he ran more lines . 
in The Oregonian than ever before... the 
most in 110 years! Experience has taught 
’ him that Oregonian advertising pays the 
fastest and the most. You, too, will get more 
results faster in the one medium that covers 
the entire Oregon Market... .The Oregonian. 


the Oregonian 


‘| Growing Medium in One of America's 
Grow ingest Markets. 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


Ignores competition unless 
questioned 

Handles problems quickly 
Sincere 

Thorough 

Enthusiastic 

Adaptable 

Respects confidences 
Inspires confidence 

Logical 

Listens objectively 
Persuasive 

An expert in his field or mar- 


ket 
Lesser mentions: 


Serious in outlook; has sense 
of humor; takes personal inter- 
expert in his field; 
brings us leads; concise; con- 


est in us; 


structive; thorough but to the 
point; low-pressure but per- 
sistent 
a on 
radio representative, “He creates the 
feeling that he is always working for 
us as well as for his own firm.” 


Louis executive says of a 


One of the largest buyers of space 


in industrial books says of the “best” 
salesman who calls on him, “He is 
honest throughout, admitting where 
his books are inadequate (to do the 
whole job) but skillfully presenting 
their strong points; he listens care- 
fully; he talks WITH me, not AT 
me, and he knows when to quit.” 


Men who inspire and respect con- 
fidences are admired by many, such 
as a Chicagoan who tells of a sales- 
man who can be depended upon “to 
get information and do research for 
prospective accounts without tipping 
our hand.” 


A representative of a newspaper 
gets this plaudit from a New York 
agency: “At all times he seems so 
honest; doesn’t waste my time by 
being long-winded; if he considers 
some other medium better for some 
specific purpose he tells me so.” 


A San Francisco buyer underlines 
the last sentence of his summary of 
the good points for a general business 
magazine, “Well-organized; makes ap- 
pointments; is prompt; good follow- 
up in writing; never overstays; neat 
appearance; never implies anvthing 
he can’t back up.” 


A 
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Aee AND STILL GROWING 


FASTEST 


IN ILLINOIS! 


REMARKABLE ROCKFORD 


ist Remarkable Rockford continues to push 


in tlinols 
in ROP | 
Retail 


Gotor setup... 


out and up. Expansion, like the $6,200,000 
addition pictured above, is typical. Another 
hospital is relocating in a new $5,000,000 

more space to handle basic needs of 


the ever-growing population of Illinois’ 
fastest growing city. And where there’s 
building, there’s business. Get your share. 
Reach these ready-to-buy people in the... 


ROCKFORD 
MORNING STAR € 
Register-Republic 


Negative Virtues 


Major mentions: 
1. He doesn’t sit around and gas. 
2. Never calls unless he has 
something to say. 
Doesn't mix business and 
pleasure. 
Never asks, “What’ve you got 
for me today?” 
Never just drops in. 
Never makes lunch or drinks 
mean anything but token of 
friendship. 
. Doesn't depreciate points of 
view varying from his own. 
Lesser mentions: 

Never slipshod in servicing; 
doesn’t forget us after he has 
the order; doesn’t insult our in- 
telligence with phony claims; 
never evasive. 


Following Up the Call 


Major mentions: 
1. Sends a written summary. 
2. Keeps us reminded between 
calls. 
3. Good follow-through. 
4. Renders maximum service. 
5. Answers requests promptly. 


A broadcast representative gets a 
kudo from a Southwestern agency 


man because “he not only comes in 
with constructive ideas and substan- 
tiated useful information, but he really 
follows up the sale by bringing us 
factual reports on performance and 
sales results.” 

Several executives commented on 
their feeling that the average sales- 
man’s greatest weakness was his tend- 
ency to relax once he gets the order. 
A Chicago man spoke for many when 
he said, “You'd be surprised at the 
number of otherwise good men who 
seemingly head for greener pastures 
once they get a contract. They as- 
sume that they have the account 
locked up at least for the period of 
the contract. They forget the many 
things that can happen unless they 
keep on the job. One or more of their 
friends may leave us to go elsewhere. 
The successor isn’t sold. Same thing 
happens at the client’s office. Or 
there may be minor dissatisfaction 
with some element of service or with 
measurable results—and these minor 
things can fester and become big 
sores if left unattended. And of 
course there are the ever-present com- 
petitors. I feel like telling some of 
my media salesman friends that the 
sale really STARTS when they get 
their order.” 
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India’s Taj Mahal by moonlight 


Creating an outstandingly successful perfume for 


fragrance product requires artistic inspiration, 
sound technical design and a full understanding 


of consumer markets, trends and preferences. 


The combined talents of the I.F.F. creative, technical 
and sales staffs with their impressive record 
of achievement, can assure the development 


of the right fragrance for your product. 


VAN AMERINGEN-HAEBLER + POLAK &4 SCHWARZ 


INTERNATIONAL FLAVORS & FRAGRANCES INC. 
S21 West S7th St.+ New York 19, N.Y 
Creators and Manufacturers of Flavors, Fragrances and Aromatic Chemicals 


M Baaz ANADA ENGLAN RANCE GERMANY HOLLAND ITALY NORWAY TH AFRICA SWEDEN SWITZERLAN: A 


this man knows... 


, Se aaa, 


odays competition is really toug 


The man who meets your customers face to 

face ...at the point-of-sale... knows just < PHILLIPS 
how competitive today’s selling is. To capture 

and hold your share of an increasingly dynamic 

market you must have maximum performance \ 

from every selling tool. 1nd you need your very | \ 

best effort where it really counts ...at the 

point-of-sale! No promotion you can use is as 


effective as forcefully telling your customers (0 TTT TTTTT™ 
where to buy your product! 


THAT’S WHY many nationally famous brand leaders 
f e Plasti-Line to accurately interpret their trademark 
undly-engineered, distinctively-designed, compel 
ngly-attractive illuminated plastic signs. Plasti-Line has 
( red in materials, engineering, illumination, applica- 
and installation of brand identification signs as an 

ral part of national and regional advertising programs. 
Line is geared to serve regional and national adver- 
large and small—across America or in any part of 


A NEW TEAM IN POINT-OF-SALE ADVERTISING 
THAT’S WHY a special subsidiary—Trade Marketers 


ocd | 
was born. This unique organization offers specialized ex- PLAS Ti LINE INC. 
> and facilities in trademark design and laboratory tc 

sting ; interpretation and engineering for point-of-sale 
use; survey and analysis of physical requirements; mer- America’s Fastest Growing Sign Manufacturer 
chandising of programs to dealers; production and procure- TRADE MARKETERS INC. 
ment of signs and displays; distribution and warehousing; 
installation and erection; coordination with other national . 
advertising and that all-important follow-through service... Service to Point-of-Sale Advertisers Across America 
maintenance, replacement, removal of signs and displays to 
keep your point-of-sale program up-to-date, attractive and For complete, detailed information on how this new team can 


productive help you, write Box 5066, Knoxville, Tenn.,or phone 689-6491. 


Little Ideas 


That Paid Off 


BIG 


Some great oaks, sowed in the business preserve as small acorns, continue to flourish. The mor- 


tality rate of small businesses being what it is, you may be amazed—and heartened—to discover 


these corporate stalwarts, which set down their roots in what looked like mighty poor soil. 


The rags-to-riches saga, of which 
the late Horatio Alger made a very 
good thing, has its unsung counter- 
part with American business as well. 
Plenty of currently prosperous U.S. 
business firms—now hoary with age 
and success—got their starts in ways 
so quixotic and arbitrary that were 
business 
counselor worth his salt wouldn't give 
them the time of day. 


they beginning today a 


> For instance, a train stalled at the 
Harlem River as a new bridge was 
going up was responsible for a prod- 
uct that now is a household word. 
The word: Erector. Here’s what hap- 
A. C. Gilbert, traveling 
home one day to New Haven, sat in 
the disabled train and idly watched 
steelworkers raising a bridge super- 


pened 


structure. The one-time Olympic pole 
vaulter and still-active magician, al- 
ways alert to anything that interested 
boys, thought it would be fun to build 
a bridge. And the thought that fol- 
lowed that one was: Wouldn't boys 
love to have a toy like a bridge? Gil- 
bert went straight home to his draft- 
ing board and, out of a casual com- 
muting delay, a great American toy 
was born. 

Or take what happened when the 
owner of a small dress shop wanted 
to improve the fit of the dresses she 
made. If, she reasoned, she could work 
out a shaped understructure, the 
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clothes she made would look the way 
they did on her sketch pads. Although 
the company that evolved from her 
efforts is famous for its “I Dreamed” 
advertising theme, Ida Rosenthal, the 
founder and present chairman, never 
really dreamed of being a foundation 
tycoon. She just thought some people 
needed a little help to make dresses 
fit better. What she got was world- 
famous Maidenform Inc. 

The next time you need to fill up a 
conversation lag, drop this vignette: 
Potato chips came into the American 
diet because of a disagreeable French 
woman who was “taking the waters” 
at Saratoga Springs while visiting our 
shores. The hotel at which she stayed 
happened to have an American Indian 
as chef. When the French woman re- 
peatedly ordered French pommes 
them to the 
kitchen because the chef's offerings 
were too thick for her Gallic taste— 
he, in a rage, whipped out a razor and 
cut the potatoes wafer-thin. The re- 
sult, not pommes frites a la Francaise, 


frites_then returned 


but Saratoga chips, which you know 
as potato chips and the American 
firms who have grown rich producing 
them are legion. 


& But one of the oddest w ays to dis- 
cover a business and a product is to 
have a cow fall in it. And that’s the 
way Wright’s Silver Cream was born. 
A Keene, N.H., man, John A. Wright, 


was out for a buggy ride one day in 
1873. He paused by a bog to help 
haul a bawling cow out of deep mud. 
He noticed, almost idly, that as it 
dried, the cow’s hide turned from 
black to white. Hum, said Mr. W., as 
he scooped up some of the mud from 
the bog. Back home, Wright experi- 
mented with the diatomaceous earth 
from the bog and found it was an 
ideal cleaner. Why? The corpses of 
thousands on thousands of minute 
marine creatures, accumulated since 
prehistoric times, had given their all 
to the soil in the area. The shrewd 
Yankee hotelkeeper, plagued with 
keeping the inn’s silver shining, started 
to make polish, with the same type of 
earth from which he'd pulled a stuck 
cow as its most priceless ingredient. 
Today, in its third generation, 
Wright's Silver Cream is the most 
widely distributed in the country. 


Bm Science has made prognosis of the 
future one of our latter-day miracles. 
Thinking machines are able to fore- 
cast the shape of tomorrow—our vot- 
ing habits, our houses, even the shape 
of women. But all of science’s meth- 
ods will never eliminate the element 
of chance that lies in the founding of 
a successful business. 

There’s the part chance played in 
the beginnings of Angostura bitters 
When the product came into being, it 
was a legitimate herbal diarrhetic de- 
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No Matter What Common 
Carrier Transportation 
You Purchase, It Can 
Cost You Less To 
Distribute Your Shipments 
Via Central Motor Lines 


IMPORTANT COVERAGE OF THE CAROLINAS 
TO AND FROM THE EAST AND WEST 


Central’s Affirmative Rate Policy is historic in the trans- 
portation industry. We have maintained (and fought for) a 
non-discriminatory policy of rate-making which distributes 
necessary and required increases in the cost of transporta- 


tion fairly among all shippers. 


CENTRAL MOTOR LINES, INC. 
General Offices: Charlotte 1,N.C. 


veloped by a Spanish doctor in the 
Caribbean. But he found his patients 
loved the taste and had taken to 
dropping it in rum because it did 
something for the flavor. So he be- 
gan to bottle his discovery for the non- 
medical trade. Curiously, even during 
Prohibition its legitimate medicinal 
virtues allowed it to enter the U.S. as 
a dosage. And all the good doctor had 
planned, when he worked out its 
formula, was something to remedy 
constipation! 

Another doctor produced, in his lab, 
a skin salve. By chance, a nurse, suf- 
fering through a hot summer, applied 
some of the salve under her arms to 
relieve a heat itch. She found it had 
another property—the ability to act 
as an effective deodorant. “Mum” was 
hardly the word—then—as she told all 
her friends about the discovery. But 
“Mum” is the word now—one of the 
most successful of all underarm de- 
odorants. 


> Have vou tried Maytag blue cheese, 
which is getting quite a run in gour- 
met shops? And had you wondered if 
there was any connection between 
the cheese and the washer? Well, 
there is and there isn’t. The Maytag 
family was responsible for both. In 
the early '20’s, the late E. H. Maytag 
—whose company began, strangely, as 
a manufacturer of farm machinery— 
began a dairy farm as a hobby. As 
the vears went by, the Maytag heirs 
found the family farm was an expen- 
sive hobby. So Fred Maytag II, a 
grandson of the founder of the May- 
tag Co., searched for some means to 
turn what was a costly proposition 
into at least a break-even business. 
Nearby, research scientists in the 
Dairy Industry Department of Iowa 
State University were studving the 
characteristics of the famous foreign 
cheese, Roquefort. Their efforts to 
surpass the qualities of this cheese 
resulted in the development of a de- 
licious and new American blue cheese. 
Fred Maytag felt it was worth the 
trouble and expense to have several 
members of his staff go to Iowa State 
to work with the scientists. And, after 
weighing the pros and cons of starting 
a new business, he elected to turn his 
herds’ production into cheese. 

The business got off the ground in 
1941 with a $40 mailing list. The 
mailing list proved to be no great 
shakes and Maytag and his farm man- 
ager began to build their own—college 
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Don’t bother 


unless its deferred TELEGRAM 1201 (4-60) 


acter is indicated 
ptoper symbol. 
W. P. MARSHALL, Presioent 
The filing time shown in the date line on domestic telegrams is LOCAL TIME at point of origin. Time of receipt is LOCAL TIME at point of destination 


Cuass oF Service R SYMBOLS 
This is a fast message eB DL=Day Letter 
char- NL=Night Letter 
ee LT =international 
Letter Telegram 


DON'T BOTHER READING A TELEGRAM? UNHEARD OF. NO ONE 
EVER IGNORED A TELEGRAM. THE YELLOW BLANK GETS IMMEDIATE 
ATTENTION . ~ « AND INSISTS ON A FAST FOLLOW-THROUGH. 


TO BE SURE TO GET ACTION, SEND A TELEGRAM. 


t 
THE COMPANY WILL APPRECIATE SUGGESTIONS FROM ITS PATRONS CONCERNING ITS SERVICE 


> 
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VIP 


There’s no denying that the Purchasing Agent 


is one of industry’s key men. His expenditures 


come to about 52% of his company’s total sales. 


He helps determine who gets on the approved 


vendor list. But he decides how much to buy from 
whom. He spends more time with PURCHASING 
Magazine than with any other publication. Seems 


like a good way for you to reach a very busy man. 
PURCHASING Magazine is published biweekly 
by Conover-Mast. 


POUR ON PACKER 


pqs CLEVELAND 


CINCINNATI TOLEDO 
& SEE YOUR SALES INCREASE 


COSTS 
LESS THAN THOUSAND 


friends, business associates, acquain- 
tances. 

Today, the Maytag dairy farms 
produce about a quarter of a million 
pounds of Maytag blue cheese an- 
nually; 90% of it is sold through mail 
orders and the mailing list that May- 
tag and his farm manager began com- 
piling out of desperation now has 
more than 110,000 names. 

Fred Maytag is proud of a letter 
he recently received from one of his 
customers. It reads, “Your cheese 
stinks—but we love it!” 


> Margaret Rudkin was also desper- 
ate. She isn’t any more. The business 
she founded because her son’s health 
was poor recently was sold to Camp- 
bell Soup for a tycoon’s purse. But no 
one would have given a plugged 
nickel for her chance of making a 
million dollars when several decades 
ago she started to bake bread from 
stone-ground flour to build up her son. 
Neighbors and friends to whom she 
gave a loaf or two kept telling her, 
“Maggie Rudkin, you ought to go into 
the bread business!” 

She did and she called her bread 
Pepperidge Farm. The rest is business 
history and profitable at that. 

Hobbies, purely personal things, 
have been known to pay off at the na- 
tion’s box office. There’s the story of 
Fred Ertl. In 1944 he founded a busi- 
ness based on his hobby, which was 
making tiny tractors—miniatures of 
the huge ones he liked to watch at 
work in the corn country that was his 
home. His business which began as a 
one-man operation now has 100 em- 
ployees; $300,000 worth of buildings 
and equipment; a $100,000 inventory; 
and, as a sideline, a $300,000 bowling 
allev! 

Ertl quickly discovered that kids 
liked playing with his little tractors 
as much as he liked building them 
and the Ertl Co., Dversville, Iowa 
(pop. 2,800), is managed by Ertl, his 
wife, their five sons and a school-age 
daughter who is allowed to speak her 
piece at the board meetings. 

Big buyers are International Har- 
vester dealers, who retail the little 
play tractors and get brand-image 
benefits. 

And if you think you have to be a 
business wheel to make a success of 
a new product, let us point out Fred 
Waring, the bandleader. Who doesn’t 
know what he did with his invention? 
It’s a little gimmick called the Waring 
Blendor. ® HW 


Sales Management SEPTEMBER 15, 1961 


NEW co PACKAGE 
BOOSTS SALES 34% 


at no increase over previous packaging cost 


Live wire display for AICO index tabs, designed and pro- 
duced by CREATIVE PACKAGING INCORPORATED . . . “‘Has 
stimulated a 34°, increase in sales, yet costs no more 
than previous AICO packaging,” says Mr. Clarence W. 
Clemen, Vice President—Sales, G. J. Aigner Company. 


Printed insert with ‘‘how-to-use’’ instructions is clearly 
readable through bottom of plastic box. Box has patented, 
unbreakable hinge and snap closure; may be hot-stamped 
with customer's trade mark or message. 


Clear plastic, re-usable boxes are instant “pick-me-up” 
attraction. Display unit contains 48 plastic boxes, each con- 
taining assortment of colored index tabs and title inserts. 
The complete display takes up only 6” x 9” on dealer's shelf. 


Sturdy, paperboard overpack gives ample shipping and 
handling protection. Scored, die-cut cover folds back and 
tucks in; makes its own colorful display card. Package is 
printed by CP in high-gloss, high visibility colors. 


ONE CALL DOES IT ALL! cP wilil design and produce a best-selling package . . . com- 
plete with all components . . . for your product. A simple design . . . bright, compact, and loaded with “pick 
up” like the AICO package . . . is a proven sales stimulant for fishing accessories, electronic components, 
costume jewelry and a host of other small items. Call or write Dept. SM-101 for full information and free 


illustrated brochure of CP facilities and services. 


b| CREATIVE PACKAGING, INCORPORATED 
111 Monument Circle, Indianapolis 4, Indiana » Melrose 5-3577 


OIVISIONS: 


Diamond Plastics Industries, Roanoke + Paper Package Company, Indianapolis 


XE °F 
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Long Distance pays off 


in extra sales 


says Henry Stein, president, 


Whitlock Manufacturing Co., Yonkers, N. Y. 


“Four to six times a year we give our hardware sales 
a shot in the arm through special ‘sell-by-phone’ campaigns,” 
reports Mr. Stein. “For a few days our salesmen canvass 


their regular dealers and prospects by Long Distance. 


“We get a lot of extra orders in a hurry. And best of 


all, sales costs are low. The cost of calling runs less than 
| % of sales.” 


Long Distance pays off! Use it now... for all it’s worth! 


LONG DISTANCE RATES ARE 
Here are some examples: 

Yonkers, N.Y. to Baltimore . 

Chicago to Detroit . 

Cleveland to Milwaukee 

Miami to Atlanta ee: 

San Francisco to Washington, D.C. 


LOW 


70¢ 
85¢ 
$1.05 
$1.35 
$2.25 


These are day rates, Station-to-Station, for the first three 


minutes. Add the 10% federal excise tax. 


5 UN 


7 « 
y 
ane 
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Planning to Buy 


A Company for Its Name? 


If so, take a careful look at the implications of a decision 


won by H. H. Scott, Inc., maker of quality hi-fi components. 


It sheds new light on many unsettled points of trademark law. 


At a large metropolitan music store, 
a consumer made a major purchase— 
only to regret it soon afterward. 

The purchase: An expensive hi-fi 
console, carrying a prestige national 
label. His regret: Far from a high- 
quality product, this hi-fi set was 
made up of components generally 
selected from the cheap lines of a 
variety of manufacturers. 

The consumer felt he was gypped. 
The pioneer of the prestige national 
label felt he was defrauded. But the 
retailer claimed he was in the clear 
and had every right to use the prestige 
name: He had earlier bought the 
bankrupt shell of a one-time maker 
of radio-phonograph sets that had the 
same family name as the prestige 
company. 


> Almost any national manufacturer 
could find himself in a similar pre- 
dicament. And any company shopping 
to purchase the good name of an- 
other firm could find it was buying 
some unexpected difficulties. 

Both these points are made abun- 
dantly clear in a recent court deci- 
sion won by H. H. Scott, Inc. (May- 
nard, Mass.), maker of quality hi-fi 
components. Now, after its recent 
victory in the U. S. District Court in 
Maryland, only H. H. Scott can use 
the Scott name on hi-fi equipment. 
Furthermore, the fairly complex Scott 
case has focused on, and _ possibly 
clarified, three key points affecting 
the use of trademarks and_ brand 
names. They are: 


e Buying a trademark for use alone, 
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without continuing the business 


behind it, may not be legal. 


e Failure to use a name nationally 
—especially when a possibly confusing 
or conflicting name is on the rise— 
can constitute legal abandonment of 
the original name and result in denial 
of permission to resume its use. 

e Trying to confuse consumers can 
be effectively halted by court action. 

The background in this case is 
particularly important. It begins in 
1956 when Scott Radio Laboratories, 
Inc., a Chicago-based firm, went into 
bankruptcy. The company had made 
a quality line of radio-phonograph 
consoles, achieving greatest success 
before World War II. 

After the Liberty 
Music Shops, Inc., a large retailer in 
New York City, bought the Scott 
Specifically, the principal 
owners of Liberty purchased for a 
mere $8,000 the “good will and trade 
names of Scott Radio, including copy- 
rights, trademarks, engineering data, 
blueprints, drawings, lists of cus- 
tomers, together with the right to use 
the name ‘Successors to Scott Radio 
Laboratories, Inc.’ ” 

Shortly thereafter, Liberty's retail 
stores began carrying a line of con- 
soles labeled “Scott.” The court found 
that “the equipment in those consoles 
was made up of components pur- 
chased from various manufacturers. 
Most of the manufacturers were well 
known in the field, but the compo- 
nents were generally selected from 
their cheap lines.” 


bankruptcy, 


name, 


Meanwhile, H. H. Scott had learned 
of the retail sales of these alien “Scott” 
consoles — in 1957. But 
Liberty was then a large dealer in 


September 


H. H. Scott components and assured 
Scott that it would make every reason- 
able effort to avoid confusion. Con 
sequently, H. H. Scott took no action 
and continued to sell its components 
to Liberty. 

Two vears later, in 1959, Liberty 
started to sell not only “Scott” con- 
soles but components labeled “Scott” 
as well. H. H. Scott immediately 
ceased doing business with Liberty 
and began to consider legal action. 


> Then another company got into the 
act. Annapolis Electroacoustic Corp., 
initially a retailer of hi-fi components 
in Annapolis, Md., entered the manu- 
facturing field in 1959. The next year 
it made a deal with Liberty and 
bought what was, in effect, the old 
Scott trademarks, for 
$255,000. Annapolis and Liberty even 
joined in advertising the products 
that Annapolis would make as being 
made by “the original Scott, producers 
of high-fidelity equipment for 34 
vears.” 

At this time, H. H. Scott—who was 
ready to enter the hi-fi console field 
in addition to the components field— 
sued the Annapolis organization. 

The case was recently decided in 
favor of H. H. Scott. In a strongly 
worded decision, Judge Roszel Thom- 
sen may possibly have written some 


name and 


major new interpretations in trade- 
mark law. Exactly whether he did or 
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not is still unclear, and will probably 
only be decided in later cases. But 
note these important excerpts from 
his decision: 

® Buying only a_ trademark—Lib- 
erty, the court held, “was not in- 
terested in any part of its purchase 
except the Scott trademarks and the 
good will associated therewith. They 
used none ot the other trademarks, 
and none of the patents or customers’ 
lists; they discarded the blueprints 
and engineering data and junked the 
tools and dies 


“There are substantial reasons of 
public policy, illustrated by the evi- 
dence in this case, why such a bare 
sale of a bankrupt’s good will and 
trademarks apart from the business 
in which they are used should not be 
made and should not be held valid.” 


e Failure to use a brand name 
nationally—The Liberty owners, the 
court ruled, “abandoned the national 
use” of the Scott Radio trademarks 
and allowed them to “acquire in the 
market a special significance as iden- 
tifying the goods of the plaintiff. . . fg 


119,114 Pop. 
("60 Census) 


Others may make claims, BUT... 


CONSIDER THE FACTS! 


in the 


TROY, N.Y., CITY ZONE 


with 


ABC AUDIT FIGURES FOR 1960 SHOW 


THE RECORD NEWSPAPERS 


PROVIDE 


979% Coverage 


81% MORE than the best coverage in the City 
Zone offered by any other area daily! 


Don't Buy Claims . . . BUY FACTS! 


To Cover the big Troy Market use 


THE TROY RECORD 
THE TIMES RECORD 


Troy, N. Y. 


$7,419 Income 
Per Household 


Liberty did not buy the trademarks 
and good will with the intention of 
continuing the business of Scott 
Radio, the court decided. “They were 
only interested in using the trade- 
marks in connection with the retail 
business of Liberty in Metropolitan 
New York.” 

At the same time, said the court, 
H. H. Scott greatly increased its sales 
and advertising on a national scale. 
As a result, the name “Scott” ac- 
quired a special significance in the 
market as indicating the products of 
H. H. Scott. 

¢ Confusing the consumer—Liberty 
used the “Scott” marks, said the court, 
“to misrepresent the source of the 
goods or services in connection with 
which the marks were used. In various 
ways listed in the detailed findings of 
facts they attempted to persuade and 
persuaded prospective purchasers to 
believe that (a) the components in the 
consoles which they were selling 
under the Scott name and mark, and 
(b) the other components which they 
began to sell in 1959 under the Scott 
name and mark, were the products 
of the plaintiff, H. H. Scott, Inc.” 

Most of the findings deal with 
Liberty’s use of the Scott Radio name 
and trademarks before Liberty sold 
the Scott name to Annapolis Elec- 
troacoustic. 


> But then, Judge Thomsen noted, 
while Liberty had used the Scott mark 
only for retail sales in New York City, 
“the Annapolis group contemplated 
and has begun a different use [na- 
tional] in a different kind of business 
[manufacturing]. Looked at as a sale 
of the trademarks from [Liberty] to 
the Annapolis group, therefore, the 
transfer would appear to be invalid.... 

“We are dealing here with a pro- 
posed national use of the Scott name 
and mark by a manufacturer which 
now intends to distribute consoles 
and components in the same market 
in which plaintiff's products are sold, 
and in which the name Scott has 
come to signify the high-quality prod- 
ucts manufactured and distributed by 
plaintiff [H. H. Scott]... .” 

The court concluded that “an un- 
qualified injunction is supported by 
the fact that defendants have spent 
little money in advertising their new 
Scott speaker system, or in promoting 
their proposed new line. They can 
change to a non-confusing name with 
little difficulty or expense. . . .” 
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Consulting Engineer 
Specification Data File 


puts your product information always at the 
fingertips of the men who specify 


This new annual pre-file service by the publishers 
of CONSULTING ENGINEER Magazine will be 
used in all 6,300 consulting firms in the U.S. It’s 
the only complete file covering all types of products 
specified by these firms responsible for $20.5 billions 
of projects annually. Product specification informa- 


tion is their constant need. 


CONSULTING 
ENGINEERS 


Look at these low rates. Man- 
ufacturers can put product in- 
tormation at the consulting 
engineers fingertips eftective- 
ly, economically, inexpensive- 


ly . For example: 


5 pages total cost $ 820 
16 page 5 total cost $1.085 
24 pages total cost $1.290 


36 pages total cost $1.545 


First distribution, March 1962. 
Closing date, Feb. 15, 1962. 


WRITE TODAY for information on the many special features embodied 


in this new service, and complete rate schedule. 


Consulting Engineer Specification Data File 


217 Wayne St. 


St. Joseph, Mich. 


SALES DEVELOPMENT in the Manufacturing In- 
dustries...that’s the title of a timely FACTORY 
booklet, mighty useful to any sales manager who 
is thinking of opening new sales areas as a way of 
boosting volume...or even of further developing 
existing areas. 


HOW TO CUT SALES COSTS?...That’s what every- 
body’s screaming. Is there a more reliable way 
to reach the men who manage operations in manu- 
facturing plants? Can they be identified as major 
buying influences for your product? You’ll be sur- 
prised how many of your questions this book 
answers. 


YOU DON’T HAVE TO ADVERTISE IN FACTORY to 
get this useful booklet. Certainly not. But if the 
points it makes and the data it provides make sense 
to you, you’ll certainly want to consider it. 


HOW DO YOU GET IT? Just phone (LO 4-3000, 
x2569) or write me, Hank Mathias, Sales Man- 
ager, FACTORY, McGraw-Hill Publishing Com- 
pany, 330 West 42nd Street, New York 36, N. Y. 


PACTORY 


A McGraw-Hill Publication + 330 West 42nd Street - New York 36 


. .. TO REACH MORE OF THE MEN WHO MANAGE PLANT OPERATIONS, AT LOWER COST, THAN ANY OTHER BUSINESSPAPER. 


Books for Marketers No. 3 


A continuing list of up-to-date books on the arts and 
sciences of selling. Tear out and save each install- 


ment for a complete marketing bibliography. 


MARKETING PRINCIPLES 


(continued) 


SHAPING AMERICA’S PRODUCTS, by D. 
Wallace. Reinhold Pub. Corp., 430 
Park Ave., N.Y., 1956. $10.00 


SOME PROBLEMS IN MARKET DISTRI- 
BUTION, by A. W. Shaw. Harvard 
U. Press, Cambridge, Mass., 1951. 
$2.50 


STATISTICAL COST ANALYSIS, by J. 
Johnston. McGraw-Hill, 330 W. 42nd 
St., N.Y., 1960. $6.75 


SUCCESSFUL MARKETING AT HOME 
AND ABROAD. American Marketing 
Assn., 27 E. Monroe, Chicago, Ill., 
1959. $6.00 


SUPERMARKETING, by F. J. Charvat. 
The Macmillan Co., 60 Fifth Ave., 
N.Y., 1961. $6.95 


TECHNIQUES FOR MARKETING NEW 
PRODUCTS, by D. Banning. McGraw- 
Hill, 330 W. 42nd St., N.Y., 1957. 
$6.50 


THIRTY-SECOND ANNUAL CONFERENCE 
ON DISTRIBUTION. Boston Confer- 
ence on Distribution, Soldiers Field, 
Boston, Mass., 1960. $5.50 


THE TOBE LECTURES IN RETAIL DIS- 
TRIBUTION. Div. of Research, Har- 
vard Bus. School, Soldiers Field, 
Boston, Mass., 1959. $3.00 


WAREHOUSE OPERATIONS PLANNING 
AND MANAGEMENT, by A. J. Briggs. 
John Wiley & Sons, 440 Park Ave. 
So., N.Y., 1961. $8.50 


WHOLESALING, by T. Beckman et al. 
Ronald Press, 15 E. 26th St., N.Y., 
1959. $8.00 


MARKETS AND 
MARKET RESEARCH 
(Includes surveys) 


ADVERTISERS’ GUIDE TO MARKETING. 
Printers’ Ink, 635 Madison Ave., N.Y. 
Annual. $2.50 


AMERICAN NEGRO REFERENCE GUIDE. 
World Mutual Exchange, Inc., 79 
Wall St., N.Y. 1960. $5.00 


BASIC MARKETING DATA ON METAL- 
WORKING: A MARKETING AND 
SALES PLANNING SOURCE. Iron Age, 
Chilton Co., 56th and Chestnut Sts., 
Philadelphia, Pa., 1957. $25.00 
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BASIC METHODS OF MARKETING RE- 
SEARCH, by J. H. Lorie and H° V. 
Roberts. McGraw-Hill, 330 W. 42nd 
St., N.Y., 1951. $7.50 


BRANCH BANKING AND ECONOMIC 
GROWTH IN ARIZONA AND NEW 
MEXICO, by P. D. Butt. Bur. of Bus. 
Research, U. of New Mexico, Albu- 
querque, N.M., 1961. $6.00 


CANADIAN PROBLEMS IN MARKETING, 
by D.S.R. Leighton. McGraw-Hill, 330 
W. 42nd St., N.Y., 1959. $9.75 


CASES AND PROBLEMS IN MARKETING 
RESEARCH, by D. F. Blankertz, et al. 
Ronald Press, 15 E. 26th St., N.Y., 
1954. $5.50 


CENSUS OF MANUFACTURERS 1954, 
compiled by Bur. of Census, Dept. 
of Commerce. Supt of Documents, 
Washington 25, D. C. $15.00 


THE CHANGING COMPETITIVE POSI- 
TION OF DEPARTMENT STORES IN 
THE U.S. BY MERCHANDISING LINES, 
by R. D. Entenburg. U. of Pittsburgh 
Press, Pittsburgh, Pa., 1957. $5.95 


CHANGING POPULATION OF THE U.S., 
by C. & I. Tauber. John Wiley & 
Sons, 440 Park Ave. So., N.Y., 1958. 
$7.75 


CHARTING STATISTICS, by M. E. Spear. 
McGraw-Hill, 330 W. 42nd St., N.Y., 
1952. $5.50 


CHEMICAL MARKET RESEARCH IN 
PRACTICE, by R. S. Chaddock. Rein- 
hold Pub. Co., Book Div., 430 Park 
Ave., N.Y. 1956. $3.95 


COLLECTING FINANCIAL DATA BY 
CONSUMER PANEL TECHNIQUES, by 
R. Ferber. Bur. of Ec. and Bus. Re- 
search, Box 658 Station A., U. of 
Ill., Champaign, Ill., 1960. $2.50 


COLOR PLANNING FOR BUSINESS AND 
INDUSTRY, by H. Ketchum. Harper 
& Bros., 49 E. 33rd St., N.Y., 1958. 
$5.95 


COLOUR IN INDUSTRY TODAY, by R. F. 
Wilson. The Macmillan Co., 60 Fifth 
Ave., N.Y., 1960. $8.00 


THE COMMERCIALIZATION OF RE- 
SEARCH RESULTS. American Man- 
agement Assn., 1515 Broadway, 
N.Y., 1960. $3.00 


CONSUMER BEHAVIOR: RESEARCH ON 
CONSUMER REACTIONS. Harper & 
Bros., 49 E. 33rd St., N.Y., 1958. 
$6.50 


CONSUMERS EXPENDITURES IN THE 
UNITED KINGDOM, by R. Stone. 
Cambridge U. Press, 32 E. 57th St., 
N.Y., 1954. $22.50 


CONSUMER PRODUCT RATING PUBLI- 
CATIONS AND BUYING BEHAVIOR, 
by H. W. Sargent. Bureau of Ec. and 
Bus. Research, Box 658 Station A., 
U. of Ill., Champaign, Ill., 1960. 
$1.50 


CONSUMERS AND THE MARKET, 3rd 
ED. by M. G. Reid. Appleton-Century- 
Crofts, 35 W. 32nd St., N.Y., $4.50 


CONVENIENCE GOODS PURCHASING: 
NEEDED RESEARCH. Foundation For 
Research On Human Behavior, 1141 
E. Catherine St., Ann Arbor, Michi- 
gan, 1956. $2.00 


COUNTY AND CITY DATA BOOK, 1956. 
Superintendent of Documents, Wash- 
ington 25, D.C., $4.50 


COUNTY BUSINESS PATTERNS, compiled 
by Bur. of Census and Old Age 
Survivors. Supt. of Documents, Wash- 
ington 25, D.C., 1956. $17.00 


DIRECTORY OF KEY PLANTS: ALL 
PLANTS WITH 500 OR MORE EM- 
PLOYEES. Market Statistics Dept., 
Sales Management Magazine, 630 
Third Ave., N.Y., 1960. $48.00 single 
copy 


THE ECONOMICS OF NEW ENGLAND: 
CASE STUDY OF AN OLDER AREA, 
by S. E. Harris. Harvard U. Press, 
Cambridge, Mass., 1952. $4.75 


(To be continued in the next issue) 


Complete Marketing Bibliography Available 


As a service to readers who would like to have between two 
covers a comprehensive list of some 1500 books covering the 
many functions and techniques of marketing, the editors of Sales 
Management have published a compact 106-page bibliography. 
It is entitled “Books for Marketers.” Price $3.00. Write Readers’ 
Service Dept., Sales Management, 630 Third Ave., New York 17, 
N. Y. Please enclose remittance. 


You can quote me... 


‘‘We recommend the WLW Stations for adver- 
tising Lestoil Company’s LESTARE BLEACH 
because they eliminate the complexities of to- 
day's time buying with their famous Crosley 

streamlined operation and complete cooperation.” 


fe. athe 


Vice President Media, 
Sackel-Jackson Co. / Advertising Agency 
Boston, Mass. 


I'll say this... 


“The Crosley Group’s all-around know- 
how is especially important when dealing 
with a far reaching consumer product. Yes, 
the WLW Radio and TV Stations lighten and 


brighten any advertiser's bundle of wash!” 


Chi Gu 


Broadc Media Director, 
Sackel-Jackson Co. / Advertising Agency 


Boston, Mass. 


WORTH WATCHING: 


The Woolman’s Worries— 
Svntheties and Imports 


Wool producers, like many others, are being squeezed between imports and new substitute ma- 


terials. How they are counterattacking—and how well they succeed—is significant for all industry. 


The sun-baked inhabitants of the 
ancient Mediterranean lands consid- 
ered a garment made of wool to be a 
mark of prestige—a status symbol of 
rare qualitv. Today, American sheep 
producers are straining their withers 
through their American Sheep Pro- 
ducers Council) just to keep their 
ancient and honorable fabric from 
becoming something of a space-age 
oddity. 

The problems besetting the in- 
dustry are identical with those faced 


'F YOU ASK 
A MAN'S OPINION... 


by a growing number of marketers 
engaged in selling long-established 
commodities which tend to be taken 
for granted today. These problems are 
imports and innovations. 

Foreign woolens, especially those 
from English mills, have long been 
esteemed by American buvers. In 
colonial times, the choice of fabrics 
available was limited to British wool- 
ens or crude homespun; naturally, 
those who could afford it—the enviable 
elite—wore the former. To some de- 


gree this quality differential persisted 
until the industrial revolution. 

Even today the man of means who 
wishes to buy a superb, exclusive bit 
of tediously woven fabric will most 
likely have to do his shopping abroad. 

But the moneved few are not the 
only American consumers who are 
wearing clothes of imported wool. The 
quality image has been so deeply im- 
bedded that all British woolens—even 
those made with techniques, machines 
and raw materials virtually identical 


BEAUTY-BY-THE-SEA 

DISCOVER THE NATURAL BRAUTY SBCRET IN WOOL, .. for wool t# uniquely 
gifted by pature with the s®cret of youth Its naty rally “molsturize@* complexion 
resists wrinkles and age. Wool drapes on the figure with eubtic, feminine curves. 
springs beck into shape after long. hurd wear. Wool drinks up color with heart and 
soul... rejuvenates right on the henger. . keeps you young and beautiful on land 
and see, Dlustrated: left, boxy sweater, atres G4 to 40, about €11. Co-ordivatea pance 
im fully lined cable weave wool, 5 to (921. Rught, bulky Lightweight shaker 
atitoh en eat bout $11. Woo! flanne! slim skirt, 5 to 16. abowt®iS. In see- 
glowing pas by W aioe etyled by BOBBIE HROOKS. 

There: nothing newer in fash: mitted and ‘comed in America. 

At fone stores ov write AMERICAN WOOL COUNCIL Pt W186] Radway Lechange Bldg Oerwer 2 


GIANT LETTERS spelling “WOOL” are used in all the “COSMETICS” APPROACH distinguishes women’s 


American Wool Council’s ads to give the campaign wear ads. Copy points out that the natural fiber has 
unity and “modernize” the image of the fabric. a “ ‘moisturized’ complexion,” “secret of youth.” 


MERIDEN 
It Vital To 
Connecticut 
Metro Area 
Marketing 


MERIDEN-New Haven-Waterbury 
is Connecticut's 2nd largest Metro 
Area. Its 201,000 households have 
over $1'/2 billion Effective Buying 
Income, and Total Retail Sales ex- 
ceeding $856 million (SM ‘61 Sur- 
vey). 


Full coverage of Meriden is vital 
to your success in this rich, massive 
metro market . since Meriden's 
ABC retail trading area is now one 
of the state's outstanding growth 
markets: its population growth rate 
since 1950 of 47°/, is nearly double 
that of Connecticut! (US 1960 
Census) 


RECORD & JOURNAL 
MARKET COVERAGE: 
EFFICIENT, EXCLUSIVE! 


Record and 
gives you Meriden family 
102.6%, 
blanketing of 


Just one buy, The 
Journal 
coverage of providing a 
Meriden's 
share of the metro market plus ad- 


complete 


joining Wallingford. 


No other paper approaches this 
coverage. In fact, no New Haven 
or Hartford ABC daily has over 400 
circulation here. Ask for complete 
data on your metro marketing op- 


portunities in Meriden now. 


The Monidon 


RECORD and JOURNAL 
MERIDEN, CONNECTICUT 
National Representatives: 


Johnson, Kent, Gavin & Sinding, Inc. 


with those used in this country—are 
regarded as something special by the 
man on the street. And, unfortunately 
for the American sheep producers and 
the mills, the number of clothing 
snobs eager and able to pay a pre- 
mium for the somewhat hollow pres- 
tige of a “made in England” label is 
growing every day. 

Curiously, even American fabrics 
are likely to contain a good deal of 
imported wool. This country is sim- 
ply unable to produce more than 40% 
of the raw wool it needs. This puts 
the wool producers in the unlikely 
position of supporting imports of the 
raw wool needed by American mills, 
but opposing the import of finished 
fabrics and garments. 


> The second big problem area— 
scientific discoveries which have re- 
sulted in a growing stream of new 
synthetic miracle fibers—is of more 
direct concern to the sheep producers. 
The mills, after all, are able to roll 
with the punches and weave one kind 
of fiber as well as another. But as 
people wear more and more syn- 
thetics, they tend to wear less wool. 
The influx of synthetics over the last 
few years, coupled with the hot 
growth rate they continue to main- 
tain, is quite enough to cause grave 
doubt about the size of the market 
for wool in the not very distant future. 
Incidentally, wool producers hope 
that the technical advances made by 
their own industry — such as a new 
shrinkproof machine-washable wool 
to be introduced in limited quantities 
this fall—will help ease at least a 
part of the pressure from synthetics. 

Neither problem—the imports or the 
synthetics—is seriously hurting the 
sheep producers vet. But neither prob- 
lem shows any signs of disappearing; 
on the contrary, thev could precipitate 
a crisis in the industry if they simpl\ 
continue to grow at the current rate. 

For this reason, the sheep producers 
are fighting back now. Thev are wag- 
ing a full-scale marketing war through 
the American Wool Council, the pro- 
motional arm of the American Sheep 
Producers Council. 

The central theme of the campaign 
is summed up by this slogan, which 
appears (with some slight variations) 
in most of the council’s ads: “There 


is nothing newer in 


than 
natural wool loomed in America.” In 


fashion 


using this approach, the council is 


taking on both adversaries at once. 


NOTION ME WER 4 TWA * 


JOINT AD, with Wool Council and 


garment maker splitting the tab, 
shows off product and uses the 
WOOL logo to tie to main campaign. 


There are some sound reasons be- 
hind this combined approach. As the 
concepts of modernity and domestic 
manufacture are not incompatible, it 
enables the council to get maximum 
mileage from every promotional dol- 
lar. And, although this approach does 
allow the council to get its twin points 
across, it also softens them enough 
to permit the group to avoid both a 
full-scale with the giant syn- 
thetics producers and an overt “buy 
America” approach. 


war 


> Because the problems faced by the 
sheep producers are so similar to those 
being faced by so many other basic 
industries, it is interesting to note just 
which promotional weapons are com- 
bined in what way. 

The wool campaign, which now 
costs about $1.4 million annually, can 
be broken down into three major sec- 
tions: advertising, merchandising and 
product publicity. 

Advertising, with over half the 
budget, spearheads the campaign. 

A 2-pronged advertising campaign 
has been designed by the council's 
ad agency, the New York office of 
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Chicago’s married people buy a lot of 
goods. They’re avid newspaper readers, too 
—more than 7 of 10 read a newspaper every 
day. Yet your advertising now misses from 
60.3% to 79.3% *—better than three-fifths 
—of Chicago’s married people when you 
use just one Chicago daily newspaper. 

The lesson to be learned is obvious. It 
takes two or more newspapers to sell Chi- 
cago—and the top two for the money are 
the Sun-Times and Daily News. 

The New Sun-Times and Daily News 
rate structure, with new combination dis- 
counts, gives you Chicago’s most efficient 
advertising buy. From 48 to 241 more read- 
ers per dollar, from 3 to 143 more married 
readers per dollar than any other 2-paper 
combination. 

*"Chicago NOW,” a report based on the 
first Chicago market study ever conducted 
in consultation with the Advertising Re- 
search Foundation, supplies some revealing 
figures—and important new ideas—about 
today’s Chicago market. If you don’t already 
have a copy, contact your Sun-Times or 
Daily News representative today. He'll also 
have specific information on how recent 
Chicago rate changes have affected the fig- 


ures in “Chicago NOW.” 
*Based on 1000 line B|/W ad 


CHiCAGO SUN-TIMES 
CHICAGO DAILY NEWS 


CHICAGO: 401 N. Wabash Avenue, WHitehall 3-3000 
NEW YORK: Time and Life Bidg., Rm. 1708, CIrcle 6-1919 
DETROIT: Buhl Bidg., Room 1026, WOodward 3-0930 
MIAMI BEACH: Hal Winter Co. 

ATLANTA ) 

LOS ANGELES Sawyer - Ferguson -Walker Co. 

SAN FRANCISCO f 


Copyright 1961, Field Enterprises, Inc. 


what every 
sales execitive 
should know 


about DEMVE 


mA 


LitiririrTr 


Sales Management’s Survey of Buying 
Power gives Denver a Quality Index of 
129 and an Index of Sales Activity of 
|. The corresponding indices for the 
county Denver Metropolitan Area 
ire 111 and 117 respectively. And you'll 
find it’s a rare month that this maga- 


ne’s Business Activity Forecast 
doesn’t place a star by Denver to indi- 
cate it isa‘‘Preferred City of the Month.” 

But the sales potential Denver offers 
you probably is best shown by the 

irket’s consistent and spectacular 
growth in population, income and sales 
is recorded by the Survey of Buying 
Power 

Since 1950, metropolitan Denver's 
population has increased 74 percent 
Effective buying income is up 154 per 
cent. Total retail sales have jumped 
80 percent, made up of such substantial 
iles gains as 97 percent in food, 82 
percent in general merchandise, 71 per- 
78 percent in fur- 
niture and household appliances, and 


cent in automotive 


a whopping 179 percent in drugs 
Denver is a spectacularly growing 
market. But it is also a market of un- 
usual stability due to its diversified 
It’s the kind of a 
market in which a real consumer fran- 
chise is well worth building . and The 
Denver Post can help you build it. 


THE DENVER Post -- 
GROWTH TRANSFORMS DENVER 
Seat” Newspapers 


sources of income 


ffs 
si? 


Kansas City-based Potts-Woodbury. 
The first and biggest part consists of 
ads wholly supported by the council; 
the second involves a very substantial 
joint-advertising effort with a number 
of mills and garment manufactur- 
ers. 

In its own program the wool group 
advertises both to the trade and to 
consumers. Both types of advertising 
will use primarily the same themes 
and have the same general appear- 
ance, with copy changed as necessary 
to accommodate the different inter- 
ests 

Although those ads in the council’s 
series which show actual garments do 
give a credit line to the manufacturer 
and the mill which created them, the 
series includes many brand-oriented 
ads that are done on a joint basis. The 
council never pays more than half the 
cost of a joint ad, but it does re- 
serve final creative approval. In this 
way the product gets its fair share 
of attention, and the council is able 
to weave a thread of consistency be- 
tween the joint ads and its regular 


series. 


> Merchandising ranks second in the 
amount of dollar outlay. About 30% 
of the total Wool Council promotional 
budget is scheduled for this phase of 
the marketing campaign. It is carried 
out largely by a staff of 32 full- o1 
part-time field specialists” 
and their four regional supervisors. 


“fashion 


Spotted in the top 32 metropolitan 
markets these 


merchandising experts concentrate on 


across the country, 
three activities: in-store promotions, 
sales training for store personnel, and 
group consumer education. 
Predictably, a major part of their 
in-store promotional work makes use 
of the great quantities of merchandis- 
ing materials provided by the council. 
The other two phases—sales train- 
ing and group education—are basically 
very similar. They both consist of dis- 
seminating information about woolens 
tvpes of fabrics, their characteristics, 
how to handle and care for them, what 
they are best used for, and so on. In 
sales training this information is, of 
course, slanted toward helping the 
salesgirl sell. In group education the 
same story is told a little less tech- 
nically and extensively to women’s 
clubs, school groups, conferences, and 
the like. 
Product publicity is the third part 
of the council’s marketing effort. It 
commands about 10% of the total 


sow 
KNITTED 
IN AMERICA 


THE TWO-FACED JERSEY BY LEBANON 


ANOTHER JOINT EFFORT, this time 
with a knitting mill, uses WOOL 
letters as focal point. Note the’ 
emphasis on “knitted in America.” 


budget, is handled by independent 
public relations or publicity organiza- 
tions. Generally speaking, their job 
is to spread the word about the latest 
fashions and styles in woolens through 
fashion shows, releases to fashion edi- 
tors, and so on. They also contribute 
to the field staff's educational efforts 
by publicizing the qualities of wool 
and new developments in fibers and 
fabrics. Much of their work is done in 
conjunction with other interested 
groups, such as Wool Knit Associates 
and Woolens and Worsteds of 
America 

The remainder of the budget goes 


tor home office expenses. 


> Compared with the gigantic promo- 
tions behind the launching of just one 
new grocery product, the wool in- 
dustry’s campaign is not big. And right 
now there is no guarantee that it will 
even work. 

But it is significant, nonetheless. It 
does represent an industry’s acting in 
concert to overcome the two forces 
that will most threaten all industry 
in the years to come. The threat ot 
imports has not been met satisfac- 
torily in any major industry to date. 
And most industries have not yet 
really begun to feel the pressure from 
the technical developments of other, 
newly competitive industries. 

What the wool industry does now, 
and how well this works, must be con- 
sidered as another valuable experi- 
ment in the laboratory of competitive 
business. @ KMR 


this machine uses \JVJ rubber belts 


There are 66 rubber belts in each Pitney-Bowes 
National Sorter-Reader which feeds, sorts, con- 
veys and stacks 750 paper items per minute 
(checks, deposit slips or whatever). Not visible, but 
equally vital, are the rubber air conduits, power 
and timing belts which also help the Sorter-Reader 
to do its job. 


About 200 such machines are now installed in 
banks across the United States and extensive use 
may be made of it in the future in department 
stores, insurance companies and others dealing 
with a great volume of paper forms. 


Without the rubber industry, this and most other 
machines wouldn't exist. 


Rubber is a vital and basic part of modern tech 
nology. In much the same way, RUBBER WORLD 


is a basic part of the rubber industry. For more 
than 72 years RUBBER WORLD has supplied its 
industry with the most complete and up-to-the- 
minute information available. 


This was never more true than today, when 
RUBBER WORLD leads its field in editorial innova 
tion and in circulation vitality. 


By any comparison, RUBBER WORLD is the domi- 
nant book. 


e 23% more circulation among rubber products 
manufacturers than the next magazine in the field. 


e 66% more circulation among natural and syn- 
thetic manufacturers and fabric, aii and 
equipment manufacturers. 


RUBBER WORLD 


630 Third Avenue, New York » 17 * N. Y. © Telephone YUkon 6-4800 


Worth writing for... 


A selection of noteworthy studies of markets, 


media, consumer buying trends, product and 


service developments that can pay off for you. 


Role of the Business Economist 

This new brochure describing the 
role ot the business economist also 
demonstrates how high-speed com- 
puters are used to aid business and 
offers ideas on how to utilize buying 
power statistics. The brochure also 
contains suggestions to marketing 
personnel on how to approach situa- 
tions in ‘areas where actual sales fall 
short of the potential.’ Write Market 
Statistics, Inc., Dept. SM, 630 Third 


Ave . New York 17, N Y 


Trade Regulations 

Although certain controls have been 
established under Federal and state 
trade regulations, this leaflet points 
out that the purpose of antitrust and 
related laws is to encourage competi 
tion by prohibiting or restricting cer 
tain types of business activity. Anti 
monopoly, resale price maintenance, 
price discrimination, unfair — usiness 
practices and antitrust laws are dis- 
cussed as well. Write for leaflet #67, 
The Small Business Administration, 
Dept. SM, Lafayette Building, Wash 


ington 25, D.C 


1960 Restaurant Sales 

\ detailed report on eating place 
sales in 300 key business areas based 
on the sales figures from the Survey 
of Buying Power. These figures con- 
stitute a 2-vear updating over the 
1958 Census Bureau material and are 


the only available statistics separating 


eating place sales from drinking place 
sales, giving a true picture of res- 
taurant meal business for the nation. 
Write Fast Food Magazine, Dept. 
SM, 630 Third Ave., New York 17, 
N.Y. 


FORT * 
WORTH 


one) Sanceuiiegtoag 
SAGO C)/ a owe 


Fort Worth 1960 

Based on Sales Management's Sur- 
vey of Buying Power, this study makes 
statistical comparisons between Fort 
Worth and the rest of the country 
in such areas as: population; house- 
holds; income distribution; effective 
buying income; consumer income; re- 
tail sales in all categories; employ- 
ment; housing; retail establishments; 
and gives many other pertinent 
factors. Write Fort Worth  Star- 
Telegram, Dept. SM, Fort Worth, 
Tex. 


Flooring and Floor Coverings 

This report, the first ever to be 
published on consumer reaction to the 
flooring and _ floor 


covering field, 


seems to show that the drive by manu- 
facturers of vinyl, rubber and asphalt 
tile to promote its use for dining and 
living rooms still has a long way to 
go. The market for this product seems 
to be wide open—only 15% of re- 
spondents bought resilient flooring 
during the past year; 30% never pur- 
chased it at all. These are only two 
of the many facts brought out in this 
14l-page report. In addition to the 
detailed data on floor coverings, there 
are 22 pages devoted to respondents’ 
comments. Write Lorna Opatow, 
Associate Research Director, Dept. 
SM, Hearst Magazines, 57th St. at 
Eighth Ave., New York 19, N.Y. 


Spot TV Advertising Cost Summary 

An up-to-date summary designed for 
quick estimating of spot TV costs in 
228 markets. Market-by-market rates 
are listed for nighttime half-hours and 
20-second announcements; daytime 
one-minutes, and 20-second announce- 
ments on a one-time, 6-plan, and 12- 
plan basis; and late night one-minute 
announcements, also on a one-time, 
6-plan, and 12-plan basis. Write Ken 
Klein, Director of Public Relations, 
Dept. SM, The Katz Agency, Inc., 
666 Fifth Ave., New York 19, N.Y. 


How Does Your Business Compare? 

A booklet designed to answer this 
question. Ratios have been compiled 
on 12 retail, 24 wholesale, and 36 
manufacturing lines, with an explana- 
tion of how to interpret them and 
apply them to your own line of busi- 
ness. Included are worksheets for 
posting your own figures for com- 
parison with those studies in your 
field. Write Thomas B. Kennedy, 
Business Publications Division, Dept. 
SM, Dun & Bradstreet, 99 Church 
St., New York 8, N. Y. 


Sales Aids From Advertisers 


Have you written for these booklets o1 
samples described in recent advertise 
ments in Sales Management? 


Responsibility of the Industrial Educator: 
A briefing on the industrial educator’s 
role in preparing our strongest resource— 
young minds. Charles J. Murray, Sales 
Manager, Dept. SM, Bruce Publishing 
Co., 400 North Broadway, Milwaukee 1, 
Wi 


Air Travel Card: For an application for 
an air travel card, write to the following: 
Air Travelers Credit Card Inc., Dept. SM, 
Hollywood 28 ( al 


Catalog of Unique Sales Aids: A catalog 
of decals, baked enamel signs, point-of- 
purchase and advertising-specialty items. 
Robert E. Conley, President, Dept. SM, 
Multi-Color Processing Co., 319 So. 
Quincy, Tulsa, Okla. 


Sales Training Films: A free booklet tell- 
ing how your industry can profit from 
the use of sound films in its training pro- 
gram. Victor Animatograph Corp., Dept. 
SM 211, Plainville, Conn. 


The Shape of the Public School Market: 
Information on the size of the market; 
decision makers in purchasing; and tips 
on reaching those decision makers are 
contained in this colorful publication. 


Charles J. Murray, General Sales Man- 
ager, School Board Journal, Bruce Pub- 
lishing Co., 400 North Broadway, Mil- 
waukee 1, Wis. 


The Technical Decision Maker in the 
CPI: See for yourself who he is. Check 
on his buying command in the $55-billion 
chemical process industries. Chemical 
Engineering, McGraw-Hill, 330 W. 42nd 
St., New York 36, N. Y. 


Industry's Newest Technique Becomes a 
Selling Tool: Make sure your salesmen 
fully understand this new tool, value 
analysis. Read this informative booklet. 
Purchasing Magazine, Dept. SM, 205 E. 
42nd St., New York 17, N. Y. 


Sales Management SEPTEMBER 15, 1961 


“What are 
ou Doin 
or the 
Kids?” 


The Pioneer Rubber Company 
Parents are your best customers. 416 Tiffin Road, Willard, Ohio 


Qualatex No promotion designed to Dear Mrs. Wolfe: 


attract them is complete with- Please send me free “Advertising Balloon Fact File,”’ 
out something for their kids. containing full color illustrations and prices, ideas, 


: —_— Nothing pleases kids at lower ordering instructions and order blank and imprint 
mprin p vel ISINg a Oons cost than balloons. Pioneer work sheet. 
makes balloons easy to buy. 
Send coupon for everything you Firm 


need to know to add balloons 
by to your promotion. Address 


Kelly Wa tpe— 


Requested by 


BALANCE! 
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There was a time when agriculture dominated 
Central lowa’s economy. But it’s not true today. 
Central lowa—the area served by WHO-TV— 


is one of America’s most diversified markets. 


Take Des Moines for example. Its population 
has grown 17% in 10 years. The city has 300 
factories manufacturing 1,000 different products 
PLUS 44 insurance company home offices with 
$7.4 billion of insurance in force. Yet Des Moines 
is only one of 48 towns and cities in WHO-TV’s 
primary coverage area. 


Today, more than half the $2.5 billion income 
in Central Iowa comes from sources other than 
agriculture, but farm incomes average $14,700 
per year. 

Your PGW Colonel has all the facts on 
WHO-TV—the one station best equipped to 


give you a good share of Central lowa’s bustling, 
balanced economy. 
Sa Management Survey of Buying Power, 


M ) SRDS, June 15, 1961; 
ind U.S.D.A, Census Reports. 


WHO.-TV is part of 
Central Broadcasting Company, 
which also owns and operates 
WHO Radio, Des Moines 


WOC and WOC-TV, Davenport 


Channel 13 - Des Moines 


NBC Affiliate 
€ ox 


Qiao Griffin, Woodward, Inc. 


National Representatives 
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What Electronic Computers 


Can Do in Sales Forecasting 


The horizons of forecasting are expanding rapidly as more 


electronic equipment becomes available and as mathematically 


skilled research economists construct new problem-solving for- 


mulas. Here is a semi-technical discussion of the range of ways 
computers can be programmed to give marketing answers. 


The electronic computer revolution, 
which has changed many factory and 
office procedures in radical ways, has 
also affected forecasting. So far its 
impact has not been dramatic; spe- 
cifically, it has not mechanized the 
forecasting process. Although eco- 
nomic prognosis, like medical prog- 
nosis, uses scientific data and methods, 
it still requires a lot of human im- 
agination and judgment. 

However, forecasters can find many 
advantages in the scope and lightning 
speed of the electronic computer— 
increased information, for instance, 
faster reporting, finer subclassifica- 
tions, better analytical measures. They 
can use standard programs of statisti- 
cal analysis fairly easily and at mod- 
erate cost. They can also try out 
radically new approaches—such as 
building large-scale models of the 
economy, or simulating economic be- 
havior of individuals and firms—but 
these approaches are still in the early 
stages of development and their prac- 
tical use to forecasters is limited. 

The following sections present some 
of the current and prospective uses of 
electronic computers in forecasting. 


*Dr. Bry is professor of economics at 
the Graduate School of Business Admin- 
istration of New York University. He is 
also a staff member of the National Bu- 
reau of Economic Research. 
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By GERHARD BRY* 


A distinction is made between general 
economic forecasting, market demand 
forecasting, and company sales fore- 
casting since these fields are differently 
affected by the computer technology. 
Short-term and long-term forecasting 
are discussed separately since they 
differ in basic data, statistical ap- 
proaches, and computational require- 
ments. 


General Economic Forecasting 

The uncertainty in current business 
conditions highlights the need for 
speedy, detailed, accurate information 
and realistic short-term prognoses. 
How do electronic computers help in 
these efforts? 

One direct result of the use of com- 
puters is the greater promptness with 
which basic data collected by Federal 
agencies become available to the pub- 
lic. The time span between the collec- 
tion and publication of data can be 
cut considerably by employing com- 
puters in editing and consistency 
testing, classifying, summarizing and 
cross-tabulating. Furthermore, much 
subsequent “general-purpose proces- 
sing,” such as estimation from pre- 
liminary returns, seasonal adjustments, 
smoothing for elimination of smaller 
irregular fluctuations, charting, per- 
centage-change computations, and 
classification of results is speeded up 


by the computer and assists such 
agencies as the Council of Economic 
Advisors in an early evaluation of 
current and prospective business con- 
ditions.? 

The computer continues to be im- 
portant in more specific analysis of 
business cycle research and current 
business conditions. The detailed time 
series analysis developed by the Na- 
tional Bureau of Economic Research, 
which helps in understanding the 
typical behavior of economic activi- 
ties during various phases of business 
cycles, has now been programmed 
for the IBM-704 and can be used 
with ease.? 

Similarly, the “recession and re- 
covery analysis” developed by Geof- 
frey H. Moore, used in evaluating the 
strength of current contractions and 
expansions, has been aided by elec- 
tronic computation of measures of 
past behavior.* Furthermore, it is im- 
portant to know whether an observed 
moderate decline in, say, total corpo- 
rate profits is the net result of widely 
varying increases and decreases or 
represents a general reduction in earn- 
ings. One way to answer this question 
is by means of the diffusion index 
and dispersion-of-change analysis, 
which can be based on calculations 
programmed for electronic com- 
puters. The observation and sum- 
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marization of the “leading” indicators 
can be fitted into the programmed 
analytic approaches discussed. 

All the applications so far men- 
tioned could in principle be performed 
on a desk calculator—albeit less ac- 
curately, more slowly, and more ex- 
pensively. However, some of the more 
ambitious attempts at computerized 
short-term economic forecasting could 
hardly be carried through without 
electronic equipment. They involve 
comprehensive economic models, in 
the form of systems of equations that 
describe the 


interrelation between 


economically strategic activities. The 
parameters of the equations are de- 
rived by electronic computer from 
available statistics. And the forecasts, 
including cvcle slopes and turning 
points of major economic activities, 
are electronically computed by solving 
the system of equations for recent in- 
formation 

Among others, Laurence R. Klein 
and Daniel Suits in the academic field, 
and the Econometric Institute in the 
field are experimenting 
with such models. However, it is still 


( onsulting 


too early to evaluate their success. 


A remark about the interrelation 
between forecasting and business cycle 
control is in order. Electronic com- 
puting provides faster and better an- 
alysis of the business cycle and thus 
aids in policy decision making. In- 
dependent forecasting in turn can 
consider the likelihood of effective 
countercyclical measures, thereby 
helping forecasting by somewhat 
reducing the range of realistic ex- 
pectations. 


> Long-term economic forecasts of, 
say, gross national product and its 
major components are usually the re- 
sult of a long sequence of at least 
partly subjective judgments. In this 
decision process there are more 
choices between alternative “branches” 
than there are for the little boy who 
climbs a big tree. There are choices 
between alternative population fore- 
casts (depending on fertility, mor- 
tality, and migration) labor-force par- 
ticipation rates (by sex and age), 
prospective employment levels and 
average hours of work (possibly by in- 
dustry), effects of capital investment 
and technological progress on labor 


productivity, degrees of defense ac: 
tivities (with their effects on sector 
proportions), and so forth. 

These decisions are deeply in- 
fluenced by the predilections of the 
forecaster and are not at all safe from 
cumulative bias. Like the little boy, 
the forecaster can end up on many a 
branch of the decision tree, the only 
sure thing being that at the end he 
will be far out on a limb. It is clear 
that this type of evaluating process 
cannot—at least under present con- 
ditions of information retrieval and 
analysis—be relegated to programmed 
computing. 

However, the very scope and va- 
riety of possibilities and combinations 
would seem to be well suited to a dif- 
ferent type of computer approach. All 
feasible alternatives could be “left 
open,” and used as a framework for 
contingent prediction. That is, given 
sufficient knowledge about the chang- 
ing interrelation between economic ac- 
tivities under varying conditions, the 
approximate level of GNP and its 
major components under many differ- 
ent combinations of assumptions might 


be anticipated. (turn page) 


Greensboro- 


OF THE NEW SOUTH’S MARKETS 
In The Top 20 In Total Retail Sales 


Quickest Route. to 
Automotive Sales 


Greensboro’s 


Chattanooga, Mobile, and other prominent markets. Drive 
for greater sales via the Greensboro News and Record—the 
only medium with dominant coverage in the Greensboro Market and 


selling influence in over half of North Carolina. Over 100,000 circu- 


lation; over 400,000 readers. 


Write on company letterhead for “1961 Major U 


iutomotive sales stand out in the NEW South’s 
top markets almost bumper to bumper with Baton 


Rouge, 


Greensboro—In the Top 
20 Retail Markets of the 
South and in the Top 
100 of the Nation. 


. S. Markets Analysis” Brochure of all 300 Metropolitan Markets. 


Greensboro News and Record 


GREENSBORO, NORTH CAROLINA © Represented Nationally by Jann & Kelley, Inc. 
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Why we're afraid of armored trucks 


Recently, we got a blast from an armored truck 
guard when we turned down his bid for a Business 
Week subscription. 


Frankly, we hate to be anything but obliging, espe- 
cially to a man with a machine gun. But Business 
Week policy is: subscriptions solicited from man- 
agement men only. 


Our target is the business executive who needs and 
uses the news, facts, figures, and forecasts that 
make Business Week the only magazine of its kind. 
We don’t believe that armored guards, and others 


outside the range of management, would really 
benefit from its pages. 


The result: those 380,000 names in our circulation 
files read like a business “Who’s Who.” 


We hope our armored guard friend is placated. 
Frisk us, we're clean. You wouldn’t shoot an un- 
armed man? 

BUSINESS 
You advertise in Business Week — 
when you want to influence 
management men. 


BUSINESS WEEK, A McGraw-Hill Magazine 
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Are you spending 
hundreds of 
research dollars 
for information 
already in 
this book? 


Economic Areas of the United States is 
a complete guide to the industrial and 


marketing opportunities of the nation. 
It offers you full statistical and descrip- 
tive data for every section of the coun- 
try — arranged by practical economic 


units and not by the out-dated county 
system 


A Few of the Questions You'll Be 
Able to Answer With This Book 

> What is the complete income range of 
any given U.S. area? 


>» How do the people who live there 
earn their living? 


> What labor skills are available? 

> Is the labor supply plentiful? Cheap? 
>» What do the leading factories make? 
» Which products are in the homes? 

Which are not? 
p> Is the local economy expanding or 

contracting ? 

Over 650 different areas are analyzed 
in this remarkable book — from broad 
regions like the Central Plains to pin- 
points like the Georgia Lower Pied- 
mont. In addition there is a complete 
group of Metropolitan Economic Areas. 


his information is not available from 
any other sing le source. 


ECONOMIC AREAS 
OF THE UNITED STATES 


By Donald J. Bogue 
and Calvin L. Beale 


1,400 double-col- 
umn pages * tables 
* 750 photographs» 
dozens of helpful 
maps * $19.95 (Af- 
ter Jan. Ist, $27.50) 


SEND TODAY, FREE TRIAL 


THE FREE PRESS, 60 Fifth Ave 


+ & 
Gentlemen: Please send us a copy of Economic 
treas of the U.S. for 2 weeks free use. If not 
absolutely satisfied, we may return the volume 
within 14 days and owe nothing. Otherwise, 
we will remit the special price of $19.95 plus 
hipping costs E4A 
NAME 
COMPANY — 
ADDRESS “ 
CITY ZONE STATE 


Enclose check or money order for $19.95 and 
publisher pays postage. Same refund applies. 


Such a method would reflect, more 
realistically than conventional fore- 
casts, the pronounced uncertainties of 
our political and economic future. It 
would provide a flexible tool for 
gauging the effects of any impending 
event, and it would permit a guess at 
the ranges within which future eco- 
nomic activities might be confined. 
This field of contingent prediction 
seems to offer highly fruitful possi- 
bilities for the application of electronic 
computers. 


Market Demand Forecasts 

There are various ways to approach 
the short-term prediction of industry 
sales or total product sales in the na- 
tion or by regions. Given general 
economic forecasts, market demand 
can be estimated by “subsidiary” pre- 
dictions. In effect we say: Given GNP 
at $550 million of current purchasing 
power, given Government defense ex- 
penditures at 10% of national product, 
and assuming relevant price relation- 
ships to remain the same, the demand 
for steel should be expected to be in 
the neighborhood of X tons. How are 
these conclusions reached? By using 
the stated magnitudes in some type of 
estimating formula (derived by multi- 
ple regression technique) in which 
steel demand is the “dependent” 
variable. 

One big handicap of this approach 
is that simple over-all formulas do 
not usually work very well since they 
can rarely include the complexities of 
differing demand in various markets 
and the changing importance between 
markets. Therefore the formulas are 
usually more successful if the demand 
is estimated market by market. 

This means better forecasts but also 
more formulas, more analysis, more 
effort. For each market, strategic ele- 
ments have to be selected from those 
which might affect demand; the 
chosen factors have to be combined 
into an estimating equation; the equa- 
tion has to be solved for the magni- 
tudes “given” by the general economic 
forecast. These tasks may easily ex- 
ceed the capacities of staff equipped 
with desk computers, and in any case 
are greatly expedited by electronic 
equipment, 

Prediction of market demand is tied 
to economic forecasts and utilizes past 
relations between market demand for 
specified products and basic economic 
activities. Past relations may, of 
course, change in the future. Although 
allowance for such changes can be in- 


corporated into the estimating formula 
to a certain extent, the “allowance” 
will tend to be subjective. Thus it is 
especially difficult to use formal sub- 
sidiary models in forecasting product 
demand for markets characterized by 
technological and economic instability. 
In any event, proficiency in formal 
forecasting techniques must be com- 
bined with thorough knowledge of 
products and markets. 

Another consideration in market de- 
mand prediction involves the pur- 
chasing plans of individuals and firms. 
Here electronic computers are used 
partly for editing, summarizing, classi- 
fying, averaging, percentage compari- 
sons, and similar routine operations. 
More ambitious techniques involve 
basic research into the determinants of 
buying plans and buying actions. For 
instance, F. Thomas Juster’s research, 
based on large-scale questionnaire 
studies of Consumers Union members, 
uses a complex correlation approach 
which considers many variables and 
relationships.® 

Long-term market demand forecasts 
frequently use subsidiary models simi- 
lar to those used in short-term fore- 
casts. Technically, computers offer 
much the same advantages in both 
cases. The danger of changes in the 
economic environment under which 
the forecasting equations were set up 
is, of course, greater over longer time 
periods. On the other hand, the 
cyclical uncertainties of the general 
economic forecast can be largely neg- 
lected in the long-term decisions for 
which these market demand estimates 
are usually made. 


New Approaches 
A number of interesting new ap- 
proaches have been made possible by 
the new electronic computer tech- 
nology. One is a comprehensive de- 
mand forecast by industrial sectors. It 
utilizes input-output analysis, a tech- 
nique based on detailed accounting 
of interindustry flows of goods and 
services.® The technique does not lead 
to independent forecasts of economic 
activity but helps to establish the like- 
ly distribution of this activity. 
Suppose, for example, that an in- 
crease or curtailment of defense ex- 
penditures leads to a change in truck 
production. This must be expected to 
have repercussions on the steel, glass, 
metalworking, machine tool, rubber, 
and many other industries. But these 
industries themselves use trucks and 
glass, rubber, steel, and so forth. It 
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Advertiser: U-Haul 
Medium: Yellow Pages 
Result: 35% business increase a year! 
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ADS IN 2100 YELLOW PAGES DIRECTORIES HELP U-HAUL INCREASE BUSINESS 35% 
A YEAR! With this kind of success, it’s easy to see why most of U-Haul’s advertising appropriation 
goes to the Yellow Pages! For twelve years, U-Haul has been reaching and selling its prime market 
(the people who are ready to move by rental trailer) with Yellow Pages advertising. And now, 
National Yellow Pages Service makes the selling easier than ever. For now, U-Haul purchases its 
ads in 2100 different directories—all with one contact, one contract, one monthly bill! 
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ow HERE TO RENT THEM” 


on Servet gs a; U-Houl Compony Dealer 
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SP 3.6530 


“No ads—no calls,” says D. Swanson (left), Ad Mgr. of | Maximum flexibility. U-Haul buys Yellow 

Arcoa, Inc., control center for U-Haul. “Again and again, Pages ads of all these different sizes to fill NATIONAL 
dealers tell us how many calls result from U-Haul ads different requirements in different markets. || YELLOW PAGES 
in the Yellow Pages.”’, All with 1 contact, 1 contract, 1 monthly bill. SERVICE 
“Streamlined setup,” says J. Ashbaugh (right), V. P., See how this flexible advertising service can | 

Botsford, Constantine & Gardner, U-Haul’s ad agency. work for your product or service. Call your 

“We now arrange U-Haul’s entire Yellow Pages pro- National Yellow Pages Service representa- 

gram through one local telephone office with new ease!” tive at your Bell Telephone Business Office. aie waa 
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would be impossible by conventional 
means to work through the further 
ramifications in all industry. Forecasts 
by means of interindustry flow ratios 
for as many as 200 industries require 
millions of computations. Only elec- 
tronic computers are up to this task. 
Another area for the computer is in 
the prediction of needs for industry 
equipment installation, including the 
demand _ for products of the equip- 
ment supplier The best-known exam- 
ple is in the electric power field and is 
called power-casting. It is hitched to 
an inde pendently derived forecast of 
iverage market demand for electricity. 
Demand obviously fluctuates con- 
iderably with weather conditions, in- 
dustrial peak needs, popular TV pro- 
grams, or civilian emergencies; and 
supply is limited by maintenance 
needs, generator breakdowns, and 
othes failures. The problem is how 
much equipment 1s required to take 
care of probable combinations — of 
maximum demand and minimum sup- 
ply capacity. The probability of con- 
currences is found by simulating real 
conditions on a computer. ‘T he various 
determining factors are selected by a 
random device, in proportion to the 
probability of their occurrence. Re- 
peated selection leads to increasingly 
firm probabilities of factor concur- 
rences and thus permits such state- 
ments as: “Only twice in a hundred 
ears will the combinations of de- 
d peaks and calamities require 
quipment in excess of X.” 
‘Simulation bv this so-called Monte 
( irlo hi thod has bee n made possible 
mly by electronic computers. The 
ipplication of simulation techniques 
to m irket demand forecasting is in an 
early stage of development, but it may 
have far-reaching importance in years 


to come 


Company Sales Forecasting 
The closer we come to forecasting 
sales for a specific product of a specific 
company the larger the margin of 
error for mechanical forecasting pro- 
cedures. Future sales of specific prod- 
ucts are not usually the outcome of 
broad impersonal forces, with pre- 
dictable results. They are influenced 
by many specific managerial actions 
of a company and by the moves of its 
competitors, none of which necessari- 
ly conform to past trends or relation- 
ships For these reasons, electronic 
computers are usually used in sales 
forecasting for important auxiliary 


work rather than for the main job-- 


with important exceptions, which will 
be mentioned below. 

Having enough detailed, timely 
general economic and industry infor- 
mation is a valuable help in company 
sales forecasting. Similarly, having 
quick access to a wealth of detailed, 
timely sales information and analysis 
of a company’s own product sales is 
of prime importance to the forecaster. 
Both types of information are helped 
by the electronic computer. 


Seasonal Analysis 

An important aid in short-term fore- 
casting of company sales is seasonal 
analysis and adjustment of monthly 
or quarterly sales information. Elec- 
tronic computer programs for time- 
series decomposition and _ seasonal 
analysis have been developed by 
Julius Shiskin of the Census Bureau, 
and others.’ Shiskin’s analytic routine 
is relatively inexpensive and has been 
programmed for the Univac and for 
most medium- and large-size IBM 
computers. 

What do forecasters do with the re- 
sult of the analysis? The availability of 
seasonally adjusted (and, if desired, 
smoothed) information permits an 
evaluation of current sales experience 
far superior to the “same months last 
year” comparison between data not 
adjusted for season, still the backbone 
of many a sales analysis. The season- 
ally adjusted past portion of a cur- 
rent budget year can be used as basis 


for sales forecasts pertaining to the 


full year. The seasonal patterns 
yielded by the program can be used 
for monthly sales forecasting. 

The whole process of analyzing and 
forecasting by components has proved 
very valuable; compared with fore- 
casts based on unprocessed data, it 
has, on occasion, pared forecasting 
errors by as much as_ two-thirds. 
Forecasts by components—whether 
they are economic sectors, component 
industries, component markets, or 
time-series components—raise the 
problem of the consistency of the 
various forecasts. Electronic computer 
programs can also be helpful in as- 
suring compatibility between sepa- 
rately derived forecasts. 

There are more ambitious schemes 
in the field of company sales fore- 
casting. One is based on company in- 
formation and is part of the trend to- 
ward integrated office automation. 
Typically, each sale at the retail level 
is noted by the return of a pre- 
punched IBM card to a manufacturer’s 


Phone 


the D-C terminal 
nearest you for the 
fastest and finest 
in truck service! 


TERMINALS 


Albany, New York UN 9-8416 
Buffalo, New York NT 3-3910 
Chicago, Illinois LA 3-7440 
Cleveland, Ohio SH 9-1666 
Colorado Springs, Colorado ME 2-1486 
Denver, Colorado DU 8-4567 
Detroit, Michigan VI 3-9505 
Evansville, Indiana HA 3-6487 
Kansas City, Missouri HU 3-9343 
Los Angeles, California AN 8-8211 
Louisville, Kentucky ME 6-1361 
New York, New York LO 4-3320 
North Bergen, New Jersey UN 3-0900 
Owensboro, Kentucky MU 3-5363 
Phoenix, Arizona AL 8-5321 
Pueblo, Colorado LI 3-4425 
St. Louis, Missouri EV 5-3959 
Seattle, Washington MA 4-3850 
Syracuse, New York HA 2-5177 


OFFLINE SALES OFFICES 
Boston, Massachusetts HU 5-9685 


Mar!boro, Mass 
Cincinnati, Ohio 
Dayton, Ohio 
Milwaukee, Wisconsin 
New York, New York 
Philadelphia, Pa. 

Springfield, Pa 
Portland, Oregon CA 2-4500 
Rochester, New York OL 4-8680 
San Francisco, California UN 1-4331 
South Bend, Indiana CE 4-1393 
Washington, D.C. TA 9-4040 
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De: got what it takes to ship it! 


If moving your freight calls for special- 
: g I 


ized equipment, DC’s got it: the right 
kind, in the right place, at the right 
time! DC’s “top drawer”’ $18 million 
fleet includes four basic over-the-road 
trailers ...the type and number of 
pickup and delivery units required in 
each terminal city. Specialized equip- 
ment is one key to safe, speedy 
handling ... and DC’s got it! 


DENVER CHICAGO TRUCKING CO. INC. 
the ONLY DIRECT coast-to-coast carrier 
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sales control center. The computer- 
ized summarization and analysis of 
the retail sales permits—by itself or 
through modification of existing sales 
forecasts—antic ipation of demands on 
the manufacturer’s inventories and 
production facilities. 

Another scheme relies more on ex- 
ternal demand determinants for a 
company’s products. William B. Stew- 
art of Westinghouse’s Market Plan- 
ning Department uses an analog- com- 
puter program (in which economic 
forces are represented by varying volt- 


ages) to evaluate the demand for 


several company products in a variety 
of customer markets. Both the proba- 
ble economic experience of the cus- 
tomer and the resultant prospective 
purchases from Westinghouse are esti- 
mated. 

Many of the previously discussed 
techniques are used in long-term fore- 
casts of company product sales. These 
forecasts may he tied by subsidiary 
models to basic economic and indus- 
try forecasts. They may be collected 
from meticulously derived end-use 
estimates, which in turn may depend 
on broader economic forecasts. Long- 
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VER S/GNS SELL FOR YOU 
AT THE POINT OF DECISION 


Make your national promotion local and personal with lighted, per- 
manent, dealer signs by Hanover. Mass produced... but with custom 
variants to fit the needs of each dealer: a different name on each sign, 
and options as to size and mounting style. Economical in short runs 
and re-orders. Complete service, from creative design to completed 


sign programs. 


Hanover vacuum forms sign faces 
of acrylic plastic; embosses design 
and letters in high relief. 


Brilliant acrylic colors stay clean 
and bright. Shipped complete with 
lamps, ballasts; ready to install. 
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HANOVER Tats Sign 


1825 JOYCE AVENUE * COLUMBUS 19, OHIO 


term predictions frequently form the 
basis for decisions on plant and equip- 
ment expansion; and in the evaluation 
of future equipment needs, large com- 
panies, such as ALCOA, use simula- 
tion programs very similar to those 
discussed in connection with power- 
casting. 

Is forecasting by computer re- 
stricted to large companies that own 
or rent large electronic calculators? 
Thte answer is quite emphatically no. 
Medium-size and small companies can 
certainly profit from computerized 
sales analysis, seasonal analysis, time- 
series component analysis, and some 
of the other forecasting aids mentioned 
above. Modest computer installations 
can do many of the required tasks 
quite efficiently. And companies which 
neither own nor rent computers can 
make use of the various service bu- 
reaus, computation centers, or com- 
puter-time brokers. Any of these 
services will furnish programming aid 
or advice about where to find as- 
sistance. We have reached a point 
where every firm should consider the 
value of electronic computers for its 
forecasting operations. @ 
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sales manager or design engineer’? 


He’s a sales manager accustomed to competitive pressure which puts 
on the “‘squeeze’’. To be successful he must keep ahead in many areas 
selling, merchandising, packaging, pricing, market analysis all the 
while chasing higher sales goals. Nor can the design engineer afford a one- 
track mind. He must design a better product, find a better component or 
material or finish, deliver more value at less cost all the while fighting 
close production deadlines. To make the grade in either field demands 
keeping ahead in a// areas. The design engineer does it by reading MACHINE 
DESIGN, the magazine that serves the total spectrum of his needs and 
problems. How do you? 


1 Penton Publication, Penton Building, Cleveland 13, Oh 


The postmarks are actual reproductions 


You can make the scene in 16,000 small towns with Grit 


The beatniks have 


a word for it: 
Small-towners “dig” Grit. 


In plain English, Grit is the only national publica- 
tion aimed solely at America’s big-time small-town 
market. And because Grit faithfully mirrors small- 
town needs, tastes and interests, small-town families 
accept Grit as their publication, read it in a particular- 
ly receptive frame of mind. 
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Naturally this reservoir of goodwill spills over on 
products advertised in Grit . . . and these products 
consistently enjoy a greater share of the Grit market 
than they do nationally. 


That’s one good reason for using Grit. Here’s an- 
other: With its 850,000 families concentrated in some 
16,000 small towns, Grit can help correct the metro- 
politan bias of the mass magazines on your schedule 
and give you balanced national coverage. 


Faris MEWS rape See 


Grit Publishing Company, Williamsport, Pa. 


Represented by Newspaper Marketing Associates 


Need Help? Look Over These SM Articles 


Here is a selection of reprints of popular Sales Management articles. All are priced 
at 25 cents, unless otherwise indicated. Check the reprints you want, fill in the 
coupon below. Remittance must accompany orders under $2. Quantity discounts 
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CL] 381 How to Relate Ad to Sales 
Costs 

[] 425 Now, Ignorance Is No Excuse 
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[] 332 When Your Salesmen_ Ask: 
“How Do Our Ads Really Help 
Us?” 
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|] 324 How to Improve Your Business 
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Business Letters 


CHANNELS OF DISTRIBUTION 

[] 277 How to Determine If Your 
Product Can Be Sold Door-to- 
Door 
Now, Can Door-to-Door Selling 
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So You Have a New Product! 
Now How Are You Going to 
Sell It? 


DEALER & DISTRIBUTOR RELATIONS 
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and Set Quotas for Distribu- 
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MANAGEMENT 

[] 240 A Blueprint of the Modern 
Sales Manager’s Job 

[] 331 The Fourth Dimension in Man- 
agement 

[] 344 A Heart-to-Heart Talk With a 
New Sales Executive 
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How to Develop Better Field 
Sales Managers 

How to Make a Marketing 
Committee Work 

Is Communication Failure The 
Weakest Link in Management? 
Instinctively, Are You A Good 
Leader? 

Management Spirit: The Big In- 
tangible in Corporate Growth 
A Message For Tomorrow’s 
Managers 

The Salesman Who Will Make 
‘Manager’ 

Sell Like a Champion When 
You Take Your Budget to 
Management 

17 Tested Ways to Improve 
Manpower Leadership 

The Ten Biggest Mistakes Ex- 
ecutives Make. $2. Also avail- 
able in individual reprints of 
each chapter. 

#1—Building the Organization 
Around People 

#2-—Letting the Grapevine 
Take Over 

#3—Seeing Problems, Not Ob- 
jectives 

#4—Trying to Operate With- 
out Routines 

#5—Hoarding Authority and 
Responsibility 


Readers’ Service 

Sales Management 
630 Third Avenue 
New York 17, N. Y. 


#6—Ignoring the Human Fac- 
tor in Pay Plans 
#7—Failure to Develop People 
#8—Keeping the Staff in the 
Dark 
#9—Hiring or Keeping the 
Wrong People 
#10—Failure to Make Long- 
Range Plans 
A Time Saver List of Sources 
for Maps for Sales Executives 
What It Takes to Be a Man- 
ager 

] 437 What Makes a Leader Today 


MANPOWER-—General 

C1) 385 Cost of Poor Salesmen Selec- 
tion 

[] 427 How to Help Your Salesmen 
Plan Their Travels Better 

[] 430 Interviewing Techniques That 
Reveal the Man 

-] 527 Key Questions to Ask Salesmen 
When You Revamp Territories 
Learn How to Manage Your 
Time 
The One Man In Twenty (Cellu- 
cotton’s concept in building a 
sales force) 
A Planning Guide for Your 
First Sales Training Program 
The Salesman’s Enlarged Role 
Under the ‘Marketing Con- 


Please send me a copy of each reprint checked above. 
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Remittance must accompany order under $2.00 


“N.E.D. ads 
did a 


market research job 


for us at 
no extra cost !’’ 


@ Every month N.E.D. is opening the door to new markets and A| PENTON | Publication, Penton Building, Cleveland 13, Ohio 
finding new uses for industrial products of every description— Si itil 
established products as well as new ones. Advertisers take - 
advantage of this unique N.E.D. function based upon screened N 
reader response. The discovery of a new use for a product can p 
pen up a whole new market. This is one of the big reasons why, 
today, more companies place more product advertising in New 


Equipment Digest than in any other industrial publication. 


For latest information, send for “Advertising Formula for 
More Sale Industry’s Leading Product News Publication 


Now over 88,000 copies (total distribution) in over 46,700 industrial plants 
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TRENDS IN PACKAGING AND PRODUCT DESIGN; 


COMBINATION PACKAGING TWO FOR THE PRICE OF ONE is probably one of the classic sales 
gambits. Through overexposure, the consumer might be expected to 
have become jaded, but this doesn’t seem to be the case for new ploys on 
the gambit persist. Especially popular in the drug and toiletry fields are 
combination packaging and selling one and a half for the price of one. 

A quick glance at some recent examples: 


in pursuit of 
the bargain hunter 


e Northam Warren Corp., which recently was acquired by Chesebrough- 
Pond’s, Inc., is offering a new package that combines a key chain-rain 
bonnet ensemble with its Odo-Ro-No cream and roll deodorants. The 
bonnet is packed in a gold barrel container and is attached to a pearl 
button key chain. 


$1.00 KEY CHAIN and 
RAIN HAT HOLDER! 


e Another, more common, use of combination packaging is Northam 
Warren’s pairing of Strong Nail, a fingernail strengthener, and Nail-Flex, 
a cream designed to encourage the growth of longer nails. It appears that 
everything is supplied except the fingernails. 

Northam Warren is also packaging the package deals: If the retail 
druggist buys a stipulated amount of each combination, he receives a 
special rebate upon submitting his wholesaler’s invoice to Northam War- 
ren as proof of purchase. 


e A unique combination in a field overcrowded by unique packages is 
one entered by Prince Matchabelli Inc.: its Black Watch shaving lotion is 
matched by a small plastic bottle designed to fit neatly in a travel case. 
It’s a refreshing change, a nice getaway from the Royal Turk, 8-item toilet 
ensembles which look great underneath Christmas trees, but too often 
gather shelf-dust the rest of the year. 


e But an even more imaginative use of plastic was made earlier this year 
by Lentheric, which, in introduci ‘ing its Tweed hair spray, offered its regu- 
lar-size bottle in combination with a purse-size aerosol flask—all packaged 
in a white plastic net bag. It gave a glamorous, uncluttered view of the 
ace A paper tag was tied on top of the plastic one to call attention 
to the offer (the aerosol flask was free for the duration of the introduc- 
tion). However, it added up to a package that did more than combine two 
products: it managed to be quite a selling tool on its own. 


NEW IMAGE FOR WINES SHOULD A COMPANY REDESIGN its packages when sales are 
booming? 

That’s exactly how the Taylor Wine Co. has climaxed its peak selling 
vear—by redesigning the labels on its entire line of 18 wines. 

The labeling program is part of a bid the Hammondsport, N. Y., com- 
pany is making to raise the image of New York State wines, as against 
California wines which are, in the main, of an inexpensive type. Taylor 
is now the leading producer of quality wines, with 28% share of the 
quality wine market. 

The new designs, created by industrial designers Lippincott & Mar- 
gulies, Inc., aim to give a quality and modern appearance to the wines. 
The consistent use of the new Taylor logotype at the top of each label 
gives a “family look” to the wines (a failure of the old labels), yet each 

label tries to portray the individual characteristics of the wine through 
color, patterns and type styles. 


The hand-lettered logo gets a mark of distinction from the use of : 
grape leaf, stylized and inserted through the “O” in the Taylor name. 

The new designs come at a time when sales are reported at an all-time 
high. The company has more than tripled its sales in the last 11 years, 
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relabeling 
during sales peak 


THE 

CATHOLIC 
INSTITUTIONAL 
MARKET 


The growing 

Catholic popula- 

tion now in the U.S. 

exceeds the com- 

bined populations of 

Sweden, Norway, Fin- 

land, Denmark, Holland 

and Belgium. This same 
growth (more than 47.04% 

in the last decade!) is re- 
flected in Catholic churches, 
schools, hospitals, nursing 
homes, orphanages and protec- 
tive institutions. Catholic Man- 
agement Journal reaches the 
greatest single concentration of 
decision-makers . . . reaches all 
buying levels in the Catholic insti- 
___._ tutional market, 

=) with pre-select- 

| ed coverage of 

parishes with 

known, active 

buying power. 


CATHOLIC MANAGEMENT JOURNAL 


400 North Broadway + Milwaukee 1, Wisconsin 


jumping from $3.5 million in 1949 to $11.5 million in 1960. In 
the same period, the volume of Taylor wine consumed in the 
U.S., reportedly increased 178% compared with an over-all 
industry increase of 18%. 


the swing to quality wines 

e Company officials attribute this growth record to (1) an ap- 
parent consumer preference swing to quality wines; (2) Taylor’s 
aggressive approach to national advertising and promotion (the 
wines’ “new look” will be supported by a $700,000 ad budget 
and sales promotion expenditures of $250,000); and (3) the com- 
pany’s introduction of new products on the market (since 1933, 
12 new wines have been added to the line). 


considerations in designing the new label: 

e While interviewers reported the Taylor name projected an 
image of dependable superiority, in comparison with other do- 
mestic wines, even Taylor imbibers didn’t know that the com- 
pany produced a line of 18 wines. 


© Consumers thought of Taylor as an 
American product—not a “substitute” 
for foreign wines—which influenced the 
decision to have designs with a tra- 
ditional feeling. 


e While it was found that Americans 
still reserve wines for special occasions, 
labels were designed to give a more up- 
to-date look, to encourage freedom in 
the use of wines as an informal drink. 


e A study of retail liquor stores revealed that wines were dis- 
played by line or category, and in both types of displays Taylor 
did not project an image of quality. As a line, each bottle was 
so different in label design that the “family look” didn’t emerge. 
And compared to other wines, the labels looked cluttered. 
The relabeling appears to be bearing fruit. The company re- 
ports an enthusiastic response for the new labels, reflected by 
an over-all sales increase of 10%. At last, Taylor appears to be 
in a family way, and the family is projecting its image into sales. 


MOVERS USE PLASTIC FOR PACKING 


even goldfish can go by new method 


PLASTIC PACKAGING has made a new conquest: the 
moving and storage field. 

Global Van Lines, Inc., and its representatives are encasing 
objects for shipment by vacuum sealing them to fiber board. 

By means of a low-cost, light-weight machine, used right in 
the customer’s home, medicines, condiments, glassware, dishes— 
even the family goldfish—are sealed in clear plastic. 

Don Estrin, president of the company, says the process—called 
Poly-tite—eliminates loss of small items, substantially reduces 
damage and costs no more than the old shredded paper. 

Other advantages: Householders are able to see items while 
still packaged, which permits pre-placing around the new home 
and unpacking at the spot where the items will be stored; and 
items are just as clean when unpacked as when packed. 


wt TRENDS IN PACKAGING AND PRODUCT DESIGN ium: 
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How a leading Pacific Northwest food distributor 


SELLS the Spokane Market that’s . 


TIMES AS BIG 
AS IT LOOKS 


URM warehouse in Spokane, recently constructed at a cost of $1,700,000, is housing 
and distributing headquarters for products that stock the shelves of 300 URM stores 
throughout the Spokane Market. Storage area exceeds 300,000 square feet. 59 


trucks load and unload daily at the warehouse’s 4 docks. 


~~ \ é THE MILLION-BILLION 

“INaTon | a SPOKANE MARKET en- 

’ —a < ables businessmen like Mr. 

Vawter, who know the true 

size of the market, to meet 

high sales quotas in the Pa- 

cific Northwest. It is a prosperous 36-county trading area, 

but the real sales potential is missed if the market is 
measured by Spokane’s metro area alone! 


1.1 million people live in this big, cohesive market. 
They have an income in excess of $2.1 billion and spend 
over $1.4 billion at retail annually. Any way you measure 
the Spokane Market—by its population, income or retail 
sales—it’s 4 times as big as Metropolitan Spokane. 


The market’s residents are unified by common interests 
consider Spokane, centrally located in the market, 
their educational, cultural, medical and trading center. 
Another factor which helps weld the market together 
is the fact these people look upon Spokane’s two dailies 
as local papers. Together The Spokesman-Review and 
Spokane Daily Chronicle reach: 
® approximately 50% of the families in the FULL 36-county 
Spokane Market; 


©70% of the families in Spokane’s big 24-county Retail 
Trading Zone; 


® over 90% of the families in Metropolitan Spokane. 


* 24 counties, latest data, with exception of circulation unavailable 
for parts of counties as defined by A.B.C. 


1 

| is much more to the Spokane Market than 
just metropolitan Spokane. We know because United Re- 
tail Merchants stores dot the vast trading area which ex- 
tends over two hundred miles in every direction from 
Spokane. We treat it as a single sales entity, and cover it 
with the Spokane dailies—The Spokesman-Review and 
Spokane Daily Chronicle.” 


— F. F. Vawter, Secretary-Treasurer 
URM Stores, Inc., Spokane, Washington 


4 TIMES AS BIG AS IT LOOKS IN 
PEOPLE, INCOME, RETAIL SALES 


Metropolitan 36-County 
___ Spokane | Spokane Market 


Population 282,000 1,119,500 


Net Income $594,973,000 $2,166,306,000 


Retail Sales $38,133,000 | $1,444,787,000 _ 


Source: Sales Management, 
“Survey of Buying Power,”” May 10, 1961 


THE SPOKESMAN-REVIEW Cute Gob 


SPOKANE DaiLty CHRONICLE 


NEWSPAPERS 
SELL THE MOST! 


Advertising representatives: Cresmer & Woodward, Inc., Sunday Spokesman-Review carries Metro Sunday comics and This Week magazine. 
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PHOTO BY CORR 


Concentrated COVERAGE where it counts... 


Whether you must keep the steak on your eye, or your eye 
on the stake you have in a fair share of sales in the 3 top 


markets of New York, Chicago and Philadelphia, concen- 


trated COVERAGE where it counts pays off in successful 


family in these 3 enormous markets enjoys 

ing Income that is 28% greater than that 

e remainder of the nation, and consequently spends 9% 
| c 

money for All Retail purchases, 14% more for Food 
} c ’ 


more for Furniture, Furnishings and Appliances, and 


4894+ Cnicaco 


1 1-0043* SAN FRANCISCO 4, Calif 


74% more for Apparel than the average family in the rest 
of the United States. 

Within the most profitable sales area of New York, 
Chicago and Philadelphia — where competition is keenest 
and sales rewards are greatest — there is no substitute for 
FIRST 3 MARKETS’ solid 54% COVERAGE of all 
families. 

Concentrate COVERAGE where it counts... 
FIRST 3 MARKETS GROUP. 


with 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 


Philadelphia Sunday Inquirer “Today” Magazine 


155 Montgomery Street, GArfield 1-7946* LOS ANGELES 5, Calif., 3460 Wilshire Boulevard, DUnkirh 5-3557 


You Can’t 
Motivate 


People ... all you can do is create 


the proper climate. That’s what Norman L. Cahners, 


president of Cahners Publishing Co., learned at the 


Menninger Foundation, Topeka, Kansas. It solved his 


problem of how to expand his firm and still retain the 


precious quality of individual identity. 


We have found for ourselves a new 
and exciting way to prosper. We have 
grown from a small company to be- 
come one of the vital factors in indus- 
trial publishing in a comparatively 
short time. In a very few years, we 
have grown from a small family of 
80-odd people to an organization of 
more than 500—from $2 million to 
$12 million in annual sales. 


> For years, we'd been tortured by a 
dilemma. How do you grow, and still 
keep what you've got? How do you 
get big and still keep your intimate 
relationships? How to multiply with- 
out losing the precious quality of in- 
dividual identity. 

That’s the problem that we faced, 
that our industry faces, the problem 
that kept us small for 13 solid years. 
We @uldn’t face the hazard of risking 
th, fereative team we'd built. 
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Then something happened _ that 
changed our entire picture. I at- 
tended a seminar held by the Men- 
ninger Foundation at Topeka, Kan. 

From it we learned many things. 
But mainly we learned that you can- 
not motivate people. Let me say that 
again: management cannot motivate 
people. 

Motivation is an internal thing. It 
lies deep within the mind and spirit 
of the individual. All that manage- 
ment can do, all that anybody can do 
—said these men who have made the 
human mind their laboratory—is to 
provide the climate in which people 
are encouraged to reach out and 
satisfy their own personal needs. We 
learned there is a new dimension to 
what constitutes personal needs. 

Previously, we had thought like 
this: Motivation? What is it a man 


wants? First, income. Second, se- 


curity—the knowledge that income 
won't be removed arbitrarily. These 
we thought were the foundation stones 
of motivation. Insurance programs, 
accident and health, sickness—all of 
these are important. But the men at 
Menninger hammered away at the 
basic fact that people need more than 
security, more than income. They 
need a climate in which their own 
motivations will stir and yeast and 
rise. They need to be an important 
part of the group. As John Donne 
said, “No man is an island, entire of 
nd 


> We are not islands. We want to be 
with people who understand our prob- 
lems, share our burdens, speak our 
language. But we want to be our- 
selves in the group. 

Profits result from performance. 
And if you're in the “people” business 


135 


and you and I are in the “people” 
business—the best profits must come 
from the best performance by people. 

But remember, business can’t moti- 
vate people. Business can only pro- 
vide the climate for motivation. 

So we decided that, for us, the 
most important single factor was cli- 
mate. If we wanted to succeed, we 
could succeed only if we provided a 
climate of personal excellence. 

We deliberately elected to give peo- 
ple not what we in management 
thought they wanted—but what they 
really wanted—the climate in which 
they could do their very best. 

And when we decided that we had 
to provide the climate in which a 
man could do his best, we had to ex- 
pand. Today is a different world. The 
climate of excellence demands size. 
In today’s world many a man simply 
can't do his best, because he hasn’t 
got the tools, hasn’t the scope to give 
range to his talents. Yesterday’s space 
scientist needed only a telescope. To- 


day's genius needs a telemetric system. 


& bor « xample, on the prac tical level: 
When we were a one-paper—one-in- 
dustry business, we were forever run- 
ning the risk that the field would be 
temporarily depressed. If it were, a 
man’s income might be depressed. Not 
that he worked any less efficiently, but 
other things, vital to his job, were 
reduced. Editorial programs, promo- 
tion programs, research programs— 
the basic tools of the man were cut 
out. When improved, of 
course, these things began again. But 
he suffered because we were small. 
We had to find other tools for our 
people, too, if we were to deliver the 
kind of service that we should deliver. 
We had to find ways to afford the 


specialist services that are available. 
There are 


business 


visualization specialists, 


who can make ideas just jump off the 
page. There are specialists in the art 
of clear writing, which makes it easy 
for the busy executive to keep up with 
“must” reading. 

These specialists are expensive—so 
are the market and motivation re- 
searchers, the readership experts. To 
afford these indispensable modern 
tools, we had to have a broad base 
of publications over which to spread 
the cost. To keep continuity of income, 
we needed diversification, magazines 
spread over many industries. 

And even more importantly, we had 
to give our people room to grow. If 
people are the heart of our business 
—and we want the very best people, 
editors and assistant editors, pub- 
lishers and sales managers—if we want 
them to stay in the business, we've 
got to give them room at the top, and 
that too means an expanding business. 

In short, the climate of excellence 
means the best tools, the best oppor- 
tunities, the best rewards. 

It seems to me too, that this philo- 
sophy, this conviction that excellence 
is the shortest road, is part of a great 
tide just beginning to sweep the na- 
tion. It seems to me that America and 
its people are getting sick and tired 
of average people, average perform- 
ance. You know the definition of 
average: “It’s the best of the worst, 
and the worst of the best.” 

I think we want the best. I think 
people want to do their best. People 
who don’t get a chance to be best, 
who are frustrated by second-rate 
work standards, or second-rate man- 
agement, or second-rate tools, get to 
be pretty unhappy about their work 
and then their lives. People don’t 
want to conform; they want to per- 
form—and perform at their level best. 
I think most of us realize that people 
who are offered only second-rate chal- 


lenges are going to wind up doing a 
second-rate job. 

We want people who want the best 
of themselves, and want to take the 
best out of themselves to get it. We 
want people who want the best tools, 
the best jobs, the best incomes. 


> But they know—and you and I 
know-—that the real kick in the day is 
not the biggest paycheck, it’s the 
satisfaction of turning away from the 
typewriter or the drawing board or 
the presentation and saying: “That 
was my best.” 

Does this work when you're ex- 
panding rapidly? Let me tell you 
how. When you acquire a company 
involving hundreds of people, you al- 
ways ask yourself: “What will the 
people there think? What are they 
worrying about, during the period of 
negotiation and after? Do they worry 
about their job, about being up- 
rooted, about working for strangers 
from another part of the world?” 

Sure, they do; but when they hear 
about our viewpoint, when they see 
us leaving successful teams intact—but 
giving them bigger, better tools—the 
problems disappear. 

We purchased companies in Chi- 
cago and left them intact; we went all 
the way to Denver and left that one 
intact, and we'll do it over again. The 
only thing we really do is to intensify 
the climate for excellence. 

Does it work? We've lost only a 
few of the hundreds of talented peo- 
ple who were members of companies 
we acquired, and some of these were 
retirements. 

We've progress—exciting 
progress—and we lay the progress in 
large part to our fundamental belief 
in a climate of excellence. We're bet- 
ting on the best. It’s not very pro- 
found, but it’s powerful. 


made 


you must have these figures 
for today’s marketing 


new census edition/changes/over 


7000 places/40% of the book 


each Province of Canada « Map of Canada and desk size 
map of U.S. included « Hard, dirt-proof cover, spiral plastic 
binding « 120 pages. 8! 


and, 


2” x 11”. ORDER TODAY 


' 
1 

1 

1 

' 

A full page map and index for each State of the U.S. and ; 
i 

' 

' 

' 

' 


postage. 
Quantity 
prices on 
request, 


Originators and 


8) AMERICAN MAP COMPANY, INC. 5% Publishers of 
J 3 West 6lst Street, New York 23, N. Y. 


Cleartype (R) 
and Colorprint 
(TM) MAPS 


CLEARTYPE 


BUSINESS 
CONTROL 


Sales Management SEPTEMBER 15, I96I 


PROBLEM: How ito specify moisture protection for your product without 
being an expert on packaging papers or coatings 


SOLUTION: With International Paper’s new “Levels of Protection” you 
buy precisely the packaging protection you need and no more 


Yow, with its “Levels of Protection,” 
N International Paper cuts through 
the confusion resulting from the many 
different types of moisture-barrier pa- 
pers available today. 

The “Levels of Protection” system 
provides the first effective yardstick for 
comparing one moisture-barrier paper 
with another. This means you don’t have 
to be an expert on papers, coatings and 
weights to get the best packaging for 
your mone y- 


This new rating system evaluates all 
our moisture-barrier papers—regardless 
of type or weight of coating—against a 
scientifically graduated scale of levels 
of protection. Knowing what product 
you package, we can quickly recom- 
mend the most effective level of protec- 
tion for that product. 

But this rating system has another 
dimension. Since we can supply a num- 
ber of different types of moisture-bar- 


riers for any given level of protection, 


we can offer you the one barrier that 
most economically furnishes the level of 
protection you require for your product. 

This new system is another example 
of the complete packaging service of- 
fered you by International Paper. Serv- 
ice which includes a complete range of 
paper packaging and paper packaging 
materials, skilled packaging engineers, 
printing and design service. 

For full details, call any of our sales 
offices or write us direct. 


INTERNATIONAL PAPER 


Ma 


cartons + mi 


NEW YORK 17, N.Y. 


INSIDE SOLID CINCINNATI: 


"I don't know why Fred never told me before that we Cincinnati Enquirer families 


have $600 a year more to Spend than the avera ge Cincinnati family.” 


eee eccceseseesss SOLID CINCINNATI READS THE CINCINNATI ENQUIRER 


with them when you advertise in their newspaper...the Cincinnati Daily 
Enquirer. For more facts on the market-that-matters in Cincinnati, write the 


[y f Cincinnati Enquirer's Research Department for the latest Top Ten Brands survey. 
yy 


HY 


Daily Enquirer families make more, need more, spend more. You're in solid 


6 


Represented by Moloney, Regan & Schmitt, Inc. 


the 


BIGGEST 
SALE 


of all 


No manager of salesmen ever inspired better-than-competition 


selling unless he sold his salesmen the idea they would be 


successful under his leadership, his guidance, his management. 


Have you made this Number 1 sale to your own men yet? 


What does it take to manage sales- 
men effectively? 

Surely it requires intelligent plan- 
ning, good organization, thoughtful 
direction, coordination, control, a lot 
of enthusiasm, keen insight, and a 
mature, better-than-average business 
personality. But more to the point, it 
takes a selling staff that’s sold on 
sales management. Whether you are 
a manager of a 2-man sales staff, 
branch manager, supervisor of sales, 
or vice president in charge of sales, 
you are made or broken by the sales- 
manship your men give in response 
to your management. 

It has been my experience and ob- 
servation (backed by almost 30 years 
of working with and for sales man- 
agers) that no successful selling takes 
place until, and unless, salesmen are 
sold too. No manager of salesmen of 
my acquaintance ever succeeded for 
long, no manager of salesmen ever 
inspired better-than-competition sell- 
ing unless he sold his salesmen the 
idea they would be successful sales- 
men under his leadership and _ his 
management. 
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Here are 20 good ways to sell your 
salesmen the idea that you are the 
man for the job. A conscientious effort 
to see to the application of every one 
of them will improve the sales ability 
of your entire staff: 


1, Make it easy for salesmen to get 
selling information: This is put first 
because nothing sells like sales in- 
formation backed by the power and 
persuasiveness of top-notch salesman- 
ship. One of the best things you can 
do is to centralize sources of sales 
information. Make it easy for every 
last member of your staff to get at it, 
digest it, arrange it. Be conscious of 
the many channels of information 
which funnel data, news, tips, poten- 
tial markets and sales into the hands 
and heads of your salesmen. Remem- 
ber that the man you put in charge of 
distributing this all-important infor- 
mation most likely will be an inside 
man. It is a full-time job if it is done 
right; be sure he is sell-minded. 


2. Encourage your subordinates: 
There is nothing that can beat a sales 


manager and his staff’s working and 
thinking together. Encourage your 
salesmen, assistants, subordinates to 
do a better job, to outdo themselves, 
to improve their salesmanship, to out- 
think, out-sell competition. Be liberal 
with praise, think up, seek out the 
many personal and business incentives 
which encourage better selling. If 
more money is the answer (and it isn’t 
always by any means), provide the 
commissions, quota-exceeding pay- 
ments, bonuses which inspire men to 
outdo themselves. Encourage idea- 
thinking with a sympathetic manage- 
ment ear and the whole company 
will benefit. 


3. Regularly reinstruct, retrain, your 
staff in selling principles: The best 
salesmen get stale, forget, overlook 
fundamental, successful “how-to” sell- 
ing. They should be reminded regu- 
larly, repetitively, at opportune inter- 
vals throughout their selling life. Their 
memory should be refreshed, their 
selling efforts should be given new 
spark and life. They should be re- 
peatedly reinformed, retold that the 
basic principles of selling are the real 
secret of every salesman’s success. 


4, Train new personnel adequately: 
One of the best and most effective 
ways to do this is with sales-analysis 
clinics. Set up clinics where tough 
selling problems are smoked out and 
analyzed so that successful know-how 
selling can be made available to all 
your salesmen. It is a proved fact, 
that the more a person learns, the 
more he earns. The more your sales- 
men learn about selling your product, 
the more they will earn for you, your 
company, and themselves. 


5. Provide for top-caliber replace- 
ments: The best men are getting 
harder and harder to replace. 

The wise sales manager, concerned 
about his future selling success and 
his ability to maintain an above-aver- 
age sales staff sparked by the best- 
caliber men, will look to his future 
replacement requirements. Training 
programs are one of the leading factors 
attracting college students to their 
business careers. Would you like to 
continuously revitalize your staff with 
the best brains our country produces? 
Do you want to attract top quality 
college graduates, provide for top- 
caliber replacements? Check your 
personnel requirements now and for 
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The Seven Great 


LEISURE MARKETS 


The recently completed Sales 
Management series on America’s 
seven lush leisure markets has 
now been reprinted as a single 


booklet. 


available through Reader’s Serv- 


44-page Copies are 


ice, Sales Management, 630 
Third Ave., New York 17, N.Y. 
Price $2.00. Quantity discounts 


available. 


SALES MANAGEMENT 


It's simple . . . SHOW HIM with living 3-D 
pictures. Stereo talks a language every- 
body understands 

In today’s demanding market, the com- 
plete, dramatic realism of full-color stereo 
carries your message as no other media 
can. Stereo is always seen—never goes 
into the wastebasket. Your prospect sees 
your product exactly as it is—be it buttons 
or bulldozers—and hears it speak with 
commanding authority. Design, color, tex 
ture, all details and features are repro- 
duced with a “reach out and touch” real- 
ism that “reaches out and sells” 


Put View-Master Stereo to work 
for you—write today. 


SEND FOR FREE SAMPLE: View-Master 
product reel and hand viewer. Mail coupon to 
Sawyer's Inc., Dept. S, Portland 7, Oregon 


Name____ 


ee 
Street a 


City. Zone___State___ 


the foreseeable future; look to your 
sales training program. Make plans 
now to attract the best of our young, 
up-and-coming men. Look to your 
working conditions, degree of job se- 
curity, the opportunities you provide 
for advancement, and the wages and 
incentives you make available—every 
one of these are important decision- 
makers in the minds of intelligent 
future-looking men about to make 
their mark in business. Use them to 
strengthen your sales staff for bigger 
and better sales. 


6. Specialize and concentrate your 
selling efforts: Don’t waste the time 
of your salesmen in scatter selling. 
What it requires is a thorough-going 
analysis of your entire sales setup. 
Don’t be surprised if, like many a 
sales management man before you, 
you discover that 75% of your sales 
comes from 25% of your customers, 
that 25% of sales comes from 75% of 
your accounts. It is an economic fact, 
reflected in our business sales statis- 
tics, that there is a concentration of 
purchasing power in the middle- and 
better-income groups. Less than 50% 
of the people control, spend, use more 
than 75% of the wealth that is Amer- 
ica’s. Sales analysis is a management 
tool you can’t afford to overlook. 

Newspapers specialize and concen- 
trate when they assign space salesmen 
to the sole handling of furniture ac- 
counts, or transportation accounts, or 
financial accounts. Manufacturers do 
it when they assign men to the han- 
dling of wholesalers only, retail out- 
lets only, or fabricators only. Concen- 
trate your selling efforts and capital- 
ize on the added sales-getting skill 
that comes with similar sales problems 
met often and solved often through 
sales specialization. 


7. Develop team spirit: The poor- 
est salesmanship will benefit from a 
shot of team spirit. Develop it by 
being liberal with praise, recognizing 
good deeds, special efforts, outstand- 
ing examples of selling; give credit 
where credit is due; encourage co- 
operation. Understand each man’s 
aspirations, aims, social and business 
objectives. Encourage your team 
in subtle ways, like the sales manager 
who designed an organizational chart 
placing the salesmen at the top and 
the sales manager at the bottom. 

Do a good job of it and some day 
you'll be greeted by your sales group 
just as spontaneously as was Eller- 


ton M. Jette, board chairman of C. 
F. Hathaway Co. (users of “The Man 
in the Hathaway Shirt” advertising 
theme featuring a gent with a patch 
over one eye): years ago he had called 
his staff together to discuss ways of 
capitalizing on the merchandising and 
advertising they had just undertaken. 
When he walked into the sales meet- 
ing room, every salesman in the place 
was wearing an eye patch a la Hatha- 
way. 


8..Continually build, continually 
strive for strong liaison between sales 
departments: Ten to one you don’t 
have it. Salesmen, particularly good 
salesmen, are notorious hoarders of 
sales ideas, of sales techniques that 
work, of tips and valuable tricks of 
the trade that make and create sales, 
hold and develop new customers and 
markets. They don’t talk about them, 
they hide them, hoard them, hold 
them for the opportune selling mo- 
ment when they will be most effec- 
tive—for themselves. The brightest 
sellers among them discover, invent, 
work out a new selling idea every 
day. They stay on top because of 
their ability to create sales ammuni- 
tion that works—but works for them 
and no one else. 

You will create a powerful new 
sales weapon of the best selling forces 
in your organization if you encourage 
the exchange of information, ideas, 
sales tips, sales know-how, and see to 
the liaison of your entire organization, 
from top to bottom, within and be- 
tween departments. 


9. Don't tolerate poor workman- 
ship: A tolerating “do-nothingness” 
policy on the part of sales manage- 
ment leads to sales failure. Don’t tol- 
erate poor salesmanship—do some- 
thing about it. Don’t tolerate bad 
planning, mediocre sales presentations, 
slipshod handling of customer com- 
plaints, poor follow-up, inefficient re- 
ordering procedures. 

Former Postmaster General James 
A. Farley, chairman of the board of 
Coca-Cola International Corp., ex- 
pressed it this way: “We believe that 
no product, no act, no plan represents 
the ultimate achievement. We see it 
as just a step on the path toward 
better products, better acts or better 
plans. No matter how good we make 
the better mousetrap, we know that 
some day we will make it still better. 
Or if we do not, we know some bright 
competitor will come along and do it 
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Important News for every Sales Executive and Salesman 
THE NEW, HOME STUDY 


Wan h G addoo! 
SALES 


TRAINING COURSE 


Through years of day-to-day contact with business at 
all levels Dun & Bradstreet knows and understands the 
factors which lead to business success. Every working 
day the sales performance of thousands of concerns is 
evaluated and this fact is clearly evident: The key to 
business growth is sales—and sales depend upon well- 
trained, creative salesmen. 

The Dun & Bradstreet Correspondence Course in Sales 
Training, based on this experience with business con- 
cerns, has been designed to help sales managements and 
salesmen improve results ... boost volume. . . reduce sell- 
ing costs. A salesman can learn at home the tested selling 
fundamentals PLUS tried and proven techniques of per- 
suasion based on the principles of motivation. Taking 
the Course helps a salesman cut loose from the crowd. 

For men who want to make selling a career—for estab- 
lished salesmen who want to increase their earnings— 
for sales executives who would like an able assistant to 
help in the training of new men as well as provide 
refresher training for seasoned salesmen—the Dun & 
Bradstreet SALES TRAINING COURSE is a con- 
venient and thorough preparation. 


CORRESPONDENCE TRAINING IDEALLY SUITED TO SALESMEN 


The Sales Training Course consists of 12 units of instruc- 
tion, subdivided into 24 chapters. Chapters are short, 
concise for fast reading, but long on ideas which help a 
salesman quickly tune in on a prospect’s mental wave 
length. A study unit, with questions, is mailed to a 
student every two weeks. He sends in answers to ques- 
tions for grading and the personal guidance of a Dun & 
Bradstreet instructor who will work with him throughout 
the Course. Practice exercises are keyed to the student’s 
own line of work and selling circumstances. His grasp 
and skill in the use of selling principles can then be 
evaluated by the instructor as the student moves forward 
to become a top-level salesman. 

The question and answer technique used in the Course 
requires the salesman to read each chapter carefully. 
A Certificate of Accomplishment which is given to those 
who successfully complete the Course is another impor- 
tant reason why salesmen want to master each chapter. 


SALESMEN LEARN BY ACTUAL EXPERIENCE 


The discipline of reading what to do, seeing how to do 
it in actual case histories, plus doing it himself by means 
of an optional sales project agreed upon with the sales 
manager, makes the training in the Course eminently 
practical. 

In this way, sales supervisors can use the Course as 
an aid in getting new men off to the right start and coach- 
ing more experienced salesmen in the use of better, more 
productive methods. Salesmen working on the road or 
in branch offices away from regular home office super- 
vision will find the Course helpful with their day-to-day 
problems. 
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STRENGTHENS SALES TRAINING PROGRAMS 


Today the need for professionally trained, dollar pro- 
ducing salesmen, is greater than ever before. This Course 
will supplement your own training program—will instruct 
your men in the art of making people want to buy. This 
new approach, with its emphasis on persuasive tech- 
niques through understanding human motivation, leads 
salesmen to more profitable selling, more personal satis- 
faction in their careers. Lack of such training explains 
why many men with everything to recommend them 
barely make the grade in selling. On the other hand, the 
skilled use of emotional appeals by salesmen who may 
seem to have only average ability puts them in the ranks 
of top producers. 

Now these successful techniques in all phases of selling 
are shown step by step in the Dun & Bradstreet Sales 
Training Course. 


SALESMEN LEARN FOUR MAJOR SKILLS 
The Dun & Bradstreet Sales Training Course is designed 
to help a salesman step up his selling power, increase 
his earnings, do a better, more profitable job for himself 
and his company. It will show him the way to more 
profitable selling through these four basic skills: 


1. Expert use of tested principles of motivation to create 
buying action by building a vivid image of benefits 
in a prospect’s mind. 

Expert use of effective sales methods to assure presen- 
tation of the whole sales story, to meet objections 
successfully, and to make a strong close. 

- Management of time to eliminate waste of time and 
effort through precise advance planning. 
Special problem-solving techniques to give the sales- 
man initiative and confidence in any sales situation. 
In short, he quickly becomes a man who can be 
relied on to increase sales volume with profit to 
himself and his organization. 


SEND FOR FULL DETAILS 
A booklet describing the Course gives com- 
plete information, including an outline of 
the study units, cost, enrollment procedure 
for individual and company-sponsored stu- 
dents. Simply mail the coupon. There’s no 
obligation of any kind. 
eet ee ee ee ee 
DUN & BRADSTREET, INC., Business Education Division 
Box 283, Murray Hill Station, New York 16, New York 
Please send me your FREE booklet about the new 
DUN & BRADSTREET Sales Training Course 


Company —— 
Your Name 
Address 


City Zone State 
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ACB Retail Store Reports 


Why not let ACB Newspaper 
Research Reports help you 
and your salesmen find the 
weak spots in your promotion 
and distribution...show you 
where to apply extra effort ... 
tell you how your dealer ad- 
vertising support compares 


with that of competition. Sup- 
ported by these detailed Re- 
ports your salesmen will have 
a distinct advantage when 
talking with dealers. Used 
for years by leading concerns 
whose merchandise is sold 
through retail outlets. 


We read every daily newspaper advertisement 
(acs) tHe ADVERTISING CHECKING BUREAU, inc. 


NEW YORK, 353 Park Avenue South »« CHICAGO, 18 South Michigan Avenue 
MEMPHIS, Tenn. »« COLUMBUS, Ohio «+ SAN FRANCISCO, 51 First Street 


Send today for descriptive material and free catalog. 


COMBINATION RATES 


for allAd Budgets in Test City, U.S.A. 


EVENING AND SUNDAY Saturation Circulation Coverage of 607,761 


THE COLUMBUS DISPATCH 


MORNING and THE CITIZEN-JOURNAL 
ted Nationatly by O'MARA & ORMSBEE, INC. «New YoRK © CHICAGO © DETROIT*SAN FRANCISCO © LOS ANGELES 


HAL HERMAN ASSOCIATES, INC. « 1400 NE 


t., Miami, Florida, and Caribbean Area 


for us. This philosophy is implied in 
every ad you run, every sales talk you 
make and every transaction you ring 
up.” 


10. Don’t get bogged down in de- 
tails: Remember you are a manage- 
ment man. Your prime function is 
to manage. To repeat: This is plan- 
ning, coordination, organization, con- 
trol and the thoughtful intelligent 
direction of your salesmen. You are 
not a detail man, you are not a doer. 
You direct and manage. Assign the 
details to your assistants, your sub- 
ordinates. Challenge them to find the 
selling answers, encourage them in 
the efficient handling of the details — 
but don’t get bogged down in these 
details yourself. 


11. Keep salesmen’s paperwork at 
a minimum: Sure reports are impor- 
tant, checks and controls are neces- 
sary. Sales management couldn’t 
operate without them. But consider 
the waste involved, the hundreds of 
hours of precious selling time lost by 
salesmen in compiling annual, semi- 
annual, monthly, weekly and some- 
times daily sales reports, memoranda, 
inter-office memos, branch and super- 
visory reports, field research, etc. As 
it is, 50% of the average salesman’s 
time is spent on non-selling activities. 


12. Develop an attitude of under- 
standing, tolerance, open-mindedness: 
Once you arrive at the position of 
sales management you are in the top 
money. And it is a proven fact that 
the more money a man makes, the 
more conservative his business views 
(not so if you’re a woman though!). 
Learn to listen with a tolerant open- 
mindedness. Combat whatever con- 
servativism you may grow into by 
hearing through to its end the enthu- 
siasm of the younger idea men of your 
organization who haven't yet learned 
that only one out of every ten ideas 
is usable. Listen with an ear for 
the future. New methods, new sales 
techniques, more customers, bigger- 
market-getting ideas will be submitted, 
suggested, outlined. One or all of 
them may provide just the little extra 
competitive edge that will put you 
on top. Use questions to probe 
deeper, to elicit more facts and in- 
formation — and listen— you'll be a 
better sales manager for it. 


13. Develop a system of adequate 
and prompt reports: But do it wisely. 
(continued on page 144) 
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“.. 28 minutes after I flip this switch, 
I can count on 25% of my audience 


“We like to imagine the sound of 
switches clicking among our ‘fleet’ of 
Kodak Pageant Projectors. For with 
every click, we know this 28-minute 
movie will open another portion of the 
400,000 sales leads we expect from it 
this year.” 

These are the words of sales genius 
Herman Perl, Chairman of the Board 
of Charlex Realty Corp., Newark, N. J., 
selling agents for General Development 
Corp., developers of huge Port Charlotte, 
Florida, homes and sites. 

**A convincing film is a formula for 
sales. success,” says Mr. Perl. “From 
experience, we know films sell. Any of 
our salesmen can show our Port Char- 
lotte film to anyone, anywhere, at any 
time, and produce leads. And because 
it’s filmed, the presentation is never di- 


Kodak Pageant Projector 
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luted, always perfectly duplicated, al- 
ways successfully the same, whether 
shown in Bangor or Kokomo. 

“This film program gives us another 
bonus: an enthusiastic sales force. Sales- 
men know that to show it means to sell 
it. So they eagerly pack equipment and 
show it. We are careful that the equip- 
ment we give them guarantees a smooth- 
running performance.” 

Mr. Perl’s firm owns 60 Kodak 
Pageant Sound Projectors. They have 
made approximately 6000 showings in 
the first half of 1960 without a single 
projector mishap. 

“Our salesmen aren’t mechanics,” 
Mr. Perl continues. “Their projectors 
must be easy to set up and operate, 
without a hitch. They must have a pro- 
jector that doesn’t get in the way of their 


becoming buyers” 


presentation. And these Kodak Pageants 
fit the bill extremely well.” 

If you would like full details about 
Kodak Pageant 16mm Sound Projec- 
tors, tear out the coupon and mail it 
today. 

a Se ee ae 


9-222 
EASTMAN KODAK COMPANY 


Dept. 8-V, Rochester 4, N. Y. 
Please send me, without obligation, fol- 
der V3-22 describing Kodak Pageant 
16mm Sound Projectors in detail. 

NAME 
COMPANY 


ADDRESS 


STATE 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.Y. 


Yand only 
ONE 
newspaper 
covers the. 
t.Paul "Half" 


*Ramsey, Dakota and Washington Counties 


s1.4 paut 


4 DISPATCH 


PIONEER PRESS 


Representatives 
RIDDER-JOHNS, INC. 


New York - Chicago - Detroit 
San Francisco - Los Angeles 
St. Paul - Minneapolis 


(eR NLS LL TTT 


4A 
44 


Be sure you need them. Nothing dis- 
courages a sales staff more than the 
habit of some sales management teams 
to over-work, over-load their staffs 
with time-consuming sales reports that 
serve no useful purpose. The chief 
value of reports to a sales executive 
lies in their speed and conciseness. 
Get rid of the ones you don’t need. 


14. Don't let friendship overly in- 
fluence your selection of departmental 
executives: In the selection of busi- 
ness management executives, friend- 
ship is a wonderful thing —if it is 
taken in small doses. Let your brains 
be your guide when it comes to pick- 
ing your major assistants. Salesmen 
are quick to sense biased friendships, 
quickly discouraged if the path up is 
locked, if superior salesmanship 
comes second to “knowing the boss,” 
and even quicker to look elsewhere 
for the managerial encouragement 
they all value so highly. See that the 
best man gets the job, make it a 
competitive opportunity available to 
every outstanding salesman on the 
staff. 


15. Don’t be excessively economy- 
minded: Be practical and tight-fisted 
when the occasion obviously demands 
it. But when spending a buck means 
$5 in sales — spend it, and gladly. 
Nothing wisely ventured, nothing 
gained. Watch the expense accounts 
but don’t be piddling. 

Spend for sales, and spend some 
more for more sales. That goes for 
publicity, advertising, sales aids, deal- 
er displays and the dozen other sales 
getters that lead to bigger and bigger 
sales volume. 


16. Know your salesmen’s cus- 
tomer-problems intimately: There is 
no sounder or surer or more necessary 
way of winning the confidence of your 
salesmen than by being fully, inti- 
mately acquainted with their selling 
problems. The surest way not to 
reach your salesmen, the surest way 
to divide and confuse their selling 
efforts, is to lose contact, fail to under- 
stand and appreciate the constantly 
changing of competitive 
understand the 
sales problems of your salesmen inti- 
mately is to be aware of every eco- 
nomic, political, social, and business 
pressure making for changes in the 
relationship between your salesmen 
and your customers. The slightest 
change in any one of these pressures 


pressures 
salesmanship. To 


creates a new sales situation, develops 
a new customer reaction and a multi- 
tude of new sales problems. You, the 
management man, must have the 
ready answers. 


17. Don’t become an “ivory tower” 
executive: Don’t run away and hide 
in a nice comfortable office. Don’t 
hide yourself from the sales informa- 
tion your men are so desirous of pass- 
ing along to you. Your sales success 
depends upon your keeping the chan- 
nels of communication open however 
new or distant your salesmen may be. 
Fraternize with your salesmen. Go 
on calls with them. 


18. Support your salesmen with 
mass-communication media: The use 
of mass-communication media for 
reaching millions instead of hundreds 
of customers is a dependable back-up 
for your salesmen. The more you use 
mass-communication media such as 
newspapers, magazines, television, 
radio, outdoor advertising, direct mail, 
the more you will aid and abet their 
selling efforts. 


19. Continually search for sales- 
men’s selling aids: It is a lucky sales 
staff that can boast a sales manager 
aware of the value of salesmen’s sell- 
ing aids. Practical, useful, meaning- 
ful sales aids are the tools of sales- 
manship. Just as the lathe, the chisel, 
the hammer, the dynamo are the 
tools of our factory workers. Sales 
and demonstration kits, slide films, 
mock-up models, data sheets for di- 
rect mail use, compartmentalized 
brief cases that facilitate quick 
handling of sales material, research, 
customer surveys, know-how sales 
training are but a few of the many 
hundreds of sales aids you well 
might investigate and pass along to 
your salesmen. One company dis- 
covered its salesmen were spending 
most of their time packing and un- 
packing their samples in customers’ 
offices. Solution: photographs of the 
product. Result: multiplied calls, 
more and more sales. 


20. Do things that make your sales- 
men sit up and take notice: Salesmen 
are an idea-hungry lot. A good part 
of their day is spent looking for new, 
better, more useful, startling, atten- 
tion-getting ideas that lead (ever so 
smoothly) into their bid for a sale. 
To a salesman nothing is so dead as 
yesterday's idea. ® William J. Tobin 


Sales Management SEPTEMBER 15, 1961 


VW hat canYOUdo 


for your 


MARGINAL 


S. U / ‘A S IN Mf 11 e e e who takes your time, 


costs you money ...and remains a problem? 


Every sales executive has gone through the frustrating ex- 
perience of hiring a salesman with good qualifications who 
turns out to be a marginal producer. Sometimes you keep 
him on the job in the hope that he will somehow snap out 
of it. Or you fire him and hire another. Thus you com- 
pound your investment with no assurance of solving your 
problems. 

The one good answer to this problem—for you and 
for the salesman—is to provide him a way to develop his 
professional selling abilities and attitudes. 

The Dale Carnegie Sales Course can do this with men 
who have been stuffed with product and service information, 
inspired, cajoled and incentived—yet can’t sell enough to 
carry their expense. We teach a man to have confidence in 
his selling abilities, to organize his work, and be alert to 
every move of his prospect. We drill him over and over in 
ways to make more sales, with less effort, and at a higher 
profit per sale for you. 

Get full details of our training methods and case his- 


tories of the results we are producing for 541 companies. 


Please address your inquiry to: 
THE DaLe CaRNEGIE 
SALES COURSE 


SUITE 114S, 15 WEST 46TH STREET, NEW YORK 


DALE CARNEGIE Offered in 514 cities 
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NEW—“THE BIRD DOG BREAK,” an added incentive for 
your salesmen to develop selling skills. During each session, 
“time-out” is taken for all class members to exchange pros- 
pects. This provides a source of leads for your product or 


service that continues long after the Course is finished. 


Here’s what the Dale Carnegie 
Sales Course teaches your salesmen: 
8 ways to organize and prepare himself for his selling day. 


4 ways to build and keep his enthusiasm for your product 
or service. 


5 things to do before he makes a call, to make sales easier. 
6 ways to make more profitable use of his selling time. 
3 ways to find the right person to sell. 

11 ways to make the prospect listen. 
6 ways to speak a more convincing selling language. 
9 ways to get prospect to believe in the benefits he offers. 
8 principles of deep-buying motivation. 
6 ways to ask the right questions in answer to objections. 
7 ways to spot the buyer’s signs of satisfaction. 


3,ways to time his close. 


© 1961, Dale Carnegie & Associates, Inc. 
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in fast-service 
eating places, 
twice-the-turnover 
per seat means... 


MORE Meals 
MORE Sales 
MORE Profits 


NO MATTER WHAT YOU CALL THEM 


Coffee Shops 
Confectionery Stores 
Counter Restaurants 
Department Stores 
Diners 

Drive-ins 

Drug Stores 
Fountain Restaurants 
Industrial Cafeterias 
Luncheonettes 
Sandwich Shops 
Variety Stores 


NO MATTER WHERE YOU FIND THEM 


Airports 

Bus Terminals 
Railroad Stations 
Main Streets 
Main Highways 
In Industry 


THEY ALL HAVE 
ONE THING IN COMMON — 


FAST SERVICE 


To effectively reach this 
specialized market specify 
FAST FOOD 
for an advertising schedule 


Everybody’s Pushing 
Premiums! 
(continued from page 51) 


firm, Marden-Kane Inc., New York, 
is a premium program specialist and 
will run off the whole program, from 
premium selection to handling the 
testier aspects—including the inevita- 
ble gripes. Other such firms will un- 
doubtedly follow. 

The time is right to get into pre- 
miums. Total goods and services last 
year hit an all-time high of $505 bil- 
lion. Personal income and retail sales 
also pushed upwards. 

J. W. Sugden of Babbitt puts it 
this way: 

“The day of the ‘two bit’ premium 
is gone. Today there are more cus- 
tomers, more dollars. 

“It’s interesting to note that in the 
period of 1947-1950, 90% of all pre- 
miums were in the 25c category. To- 
day, 70% of the premium offers are in 
the $1 area. But in today’s economy 
it doesn’t have to stop at a dollar. The 
premium that won the award for be- 
ing the outstanding last year was 
Texaco’s truck. 

“I feel the day of the $10, $20— 
even the $50 premium is not far off.” 

More expensive premiums are al- 
ready becoming the order of the day. 
Quaker Oats last year, in behalf of its 
Ken-L-Ration Division, did well with 
a $10 premium—an oil portrait of the 


consumer's dog. This year it is pro- 
moting Ken-L-Ration with a four- 
piece spin-casting set that carries a 
$4.95 tab. 

Quaker Oats on its own offers an 
electric oven at $17.45 and reports ex- 
cellent returns. 

Premiums can be used—and are— 
to help a company get off the ground. 
Take California Oil Co., whose Chev- 
ron gas is still working at the task of 
becoming a generic word with East- 
erners. In 1958 Chevron broke away 
from the additive-big-pump school of 
gasoline advertising. When Chevron 
recently decided to follow Texaco’s 
lead and use a premium to draw mo- 
torists into its stations, it chose a 
Kodak Brownie Bullet camera worth 
$4.25. The camera is being offered 
motorists for $2.25 plus a free coupon 
available at all its stations in the East. 


> The camera was a natural: It repre- 
sented a bargain, it featured a camera 
name well known to everyone, the 
promotion was scheduled at a time 
when people are taking to the road 
on vacations. In these respects Chev- 
ron’s premium bats 1.000 in the pre- 
mium game. 

And Chevron is making it do 
double duty. It is giving the pre- 
mium offer a push on TV and in 
magazines and, to wrap up potential 
customers, the company is mailing a 
coupon to each of its credit card 
holders. 


Orns C0et e808 


630 THIRD AVE. 
NEW YORK 17, N. Y. 


Pwerrestione 


The Ubiquitous Trading Stamp 


Trading stamps aren’t really new: The first trading stamps made 
their appearance in 1892. But it wasn’t until 1953 that the move- 
ment really got off the ground. Supermarkets have carried the 
boom. When such markets were new, price differential between 
them and the independent grocer was enough to keep the sales 
ball bouncing. But in recent years the supermarketers have been 
casting around for plus-factors to gain an edge over competition. 
And trading stamps provided an answer. Today, four trading 
stamp companies stand out over the hundreds of others in size and 
volume. Here they are, in order of size: 

(1) The Sperry and Hutchinson Co., New York, N. Y. 
(2) Top Value Enterprises, Inc., Dayton, Ohio 

(3) Gold Bond Stamp Co., Inc., Minneapolis, Minn. 
(4) Blue Chip Stamp Co., Inc., Los Angeles, Cal. 

Each produces handsome, 4-color catalogs with items ranging 
from ash trays to Cessna airplanes. Top Value’s new catalog, 
for instance, offers a Falcon station wagon (660 books). Charities, 


religious institutions, clubs, etc., pool members’ books to get such 
a premium. 
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“Tell your friends this camera costs 
$500,” says the Chevron cartoon char- 
acter, Hy Finn. “They won't believe 
ae 

In other words, a little humor has 
been injected into the premium busi- 
ness, which is inclined to be dead- 
pan. 

“Literally hundreds of thousands of 
motorists pulled into Chevron stations 
to pick up entry blanks for our con- 
test,” says M. F. Barry, Caloil’s ad 
manager. “Many of them had never 
seen the inside of a Chevron station 
before. It’s no trade secret that enough 
of these new customers stuck with 
us to give us a gallonage increase. 
Again this year, its the new customers 
we're shooting for.” 

Last year Chevron ran off another 


premium promotion. That one was a 
twist on the usual premium. It pro- 
vided “enough gas to drive you to 
Distraction.” Future Chevron cus- 
tomers had only to pull up at a Chev- 
ron station and get a little blank on 
which they wrote their names and a 
punch line to be used in the Hy Finn 
advertising. Over 400 people won first 
prizes—75 gallons of gas. Enough, 
said Chevron, to drive to Distraction, 
an Arizona ghost town. It wasn’t a 
premium in the strictest sense, but its 
success paved the way for them. 


> There are, naturally, a lot of manu- 
facturers who would like nothing bet- 
ter than to have one of their products 
selected for a premium campaign. The 
glass manufacturers are such. And 


they were up against a shattering 
problem. Glass doesn’t always trans- 
port well when it is being shipped in 
large quantities and packaging ex- 
pense must be held down. 

The Federal Glass Co., Columbus, 
Ohio, is getting around the problem 
with a switch on the premium theme. 
Says G. H. Kuse, v-p in charge of 
sales: “Many people think of a pre- 
mium as something you send away 
for in the mail or receive for trading 
stamps. These are effective, but they 
can’t get the immediate result of a 
point-of-purchase offer.” 

He cites some current examples 
where the best features of a premium 
offer were teamed up with the im- 
mediacy of a P-O-P presentation. 


(continued on page 148) 
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With Total Retail Sales of $1,290,068,000 last year, San Diego County ranked 24th among the nation’s 


200 leading counties in this category. Note these comparative totals: 


SAN DIEGO, CALIFORNIA . 


ALAMEDA (OAKLAND), CALIFORNIA . 
FULTON (ATLANTA), GEORGIA 
FRANKLIN (COLUMBUS), OHIO 


$1,290,068,000 
$1,284,885,000 
$1,063,052,000 
$ 921,529,000 


Two metropolitan newspapers sell the important San Diego market: The San Diego Union and Evening 
Tribune. Combined daily circulation is 228,437 (ABC 9/30/60). 


SALES ESTIMATES: 1961 SALES MANAGEMENT SURVEY OF BUYING POWER 


Che San Diego Union | EVENING TRIBUNE 


Mf, 


“THE RING OF TRUTH” ty Copley Newepapexc 
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Copley Newspapers: 15 Hometown Daily Newspapers 
covering San Diego, California — Greater Los Angeles — 
Springfield, Illinois — and Northern Illinois. Served by the 
Copley Washington Bureau and the Copley News Service. 


REPRESENTED NATIONALLY BY NELSON ROBERTS & ASSOCIATES, INC. 
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¢ Example: A large food chain in 
Canada tied in a point-of-purchase 
offer with a glamorous all-expense 
tour of a foreign country. The grand 
prize was awarded on the basis of 
the best 25-word statement as to why 
the contestant wanted to visit a par- 
ticular country. To create interest and 
insure regular weekly shopping, the 
supermarkets gave away—with gro- 
cery purchases—a colorful, decorated 
Federal tumbler. A different tumbler 
each week for eight weeks. 


e Example: A large coffee packer 
wanted to induce consumers to try its 
brand. A point-of-purchase offer was 
worked out in which a special ship- 
ping carton was designed to hold 24 
lbs ot cottee 
were 24 “Mama” and “Papa” deco- 


Alongside the coffee 


rated coffee mugs and a placard ad- 
vising the customer that with each 
pound of coffee purchased, she re- 
ceived a free coffee mug. “No waiting 
it’s yours now.” (This device licks one 
problem manufacturers have always 
been up against in premium offers— 
the impatience of participants who 
want the premium ten minutes after 
they ve ordered it 


e Example: A midwestern distributor 
of an expensive imported liqueur 
wanted to acquaint more people with 
the product. He reasoned that a natu- 
ral tie-in would be a cordial glass, so 
he worked up an attractive display- 
type gift carton designed to hold the 
bottle of cordial and four glasses. He 
reports that the inexpensive glassware 
sold thousands of extra bottles of the 
4 ordial 


Is there a magic formula for suc- 
cessful premium merchandising? One 
who should know—C. W. Hellberg, 
president of General Consumer Prod- 
ucts Inc.—thinks not. 

“As far as I know,” he says, “there 
isn’t any secret formula, no single ‘pot 
of gold’ at the end of the rainbow 
that you can pull out of a file drawer 
and put into use whenever the need 
strikes you. The maximum ‘how’ of 
premium merchandising can only be 
achieved through many hours of good, 
hard analytical thinking. 

“What should be the first step taken 
in developing a premium incentive 
program? In my opinion, the first 
step should be to recognize that 
any premium—incentive—merchandis- 
ing program costs money and that 
such costs or expenses are legitimate 
and necessary selling expenses and 
should be so budgeted. Start with the 
premise that premium merchandising 
is just a sales tool that costs money. 
And that if this tool isn’t used ef- 
ficiently, the result will be similar to 
that of a first-class mechanic trying 
to do his work without the proper 
tools. He'll be working inefficiently 
and at high cost. Simplest way to bud- 
get such premium expense is to base 
it on a definite percentage of sales, 
credited to a reserve against which 
the expenses incurred will be charged. 
This procedure will provide a simple, 
easy-to-handle, check-control formula. 

“Next, you should make spot mar- 
ket tests—at least one and preferably 
several, if your distribution covers a 
wide geographical area. 

“Such a test will tell you whether 


What happens when a pre- 
mium promotion lays an egg? 

No matter how carefully a 
premium is selected, no matter 
what thought is given to the 
time element and price, some- 
times a promotion doesn’t get 
off the ground. Then the com- 
pany is stuck with leftover pre- 
miums. How does it get rid of 
them? 

Premium Practice is attempting 
to provide a solution with a new 
service which aims to introduce 


the unhappy company to outlet 


When a Premium Flops 


sources that can often keep the 
distress merchandise out of hands 
which might damage the premi- 
um manufacturer’s name or rep- 
utation. 

Other solutions include give- 
aways to charitable institutions, 
unloading the goods on another 
company planning a premium 
promotion. 

Actually, the percentage of 
premium offers that fail badly is 
fairly small. The promotion would 
have to be ill-planned indeed to 
finish so ignominiously. 


your idea is good, mediocre or poor 
. . . where it should be altered and 
whether the idea will produce the de- 
sired results at a cost within your 
budget. Your market test will either 
justify the cost of your plan or, per- 
haps, save you thousands of dollars 
by eliminating a plan you've found 
won't work.” 


p> What sort of consumer goes for 
premiums? Well, the bulk of the mar- 
ket comes from women and children. 
Men have never been much of a mar- 
ket where premiums are concerned. 
Premium Practice says there are two 
exceptions to this rule: sportsmen and 
farmers. On farms the man does most 
of the buying so if your aim is to 
launch a successful premium to the 
farm market you'd do well to keep in 
mind the fact that farmers want solid, 
practical premiums. 

The second exception? Let a com- 
pany offer a premium with some sports 
connotations and the;old women-and- 
children-first rule of premiums goes 
by the board. 

The manufacturers of cereals have 
long used premiums successfully be- 
cause they generally use premiums 
that are designed for children. And 
it’s a rare household that buys only 
one box of a cereal to get one label 
for one premium. If one child in the 
family gets the premium, they all de- 
mand one. 


> The something-for-nothing or for- 
very-little gambit, the base upon 
which premiums have come so far, has 
hit all sorts of businesses that even a 
few years ago would have seemed 
most illogical contenders. Take savings 
banks for instance. All over the U.S., 
savings banks have been offering— 
since World War II--gifts to new 
depositors. The idea took hold fairly 
quietly and the gifts (or premiums) 
were moderate at first. Then they be- 
gan to get out of hand. Almost any 
metropolitan newspaper carries daily 
ads by such institutions offering travel 
alarm clocks and whistling teakettles 
for $25 savings accounts. 

But in California, where promotion 
often takes its cues from Hollywood's 
lusher days, the situation has reached 
such a state of affairs that the Cali- 
fornia legislature has been putting to- 
gether legislation designed to curb— 
and even eliminate—the premium 
binge. 

Federal legislation limits the value 
of a premium given for each $1,000 
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use them for fast, CAC territory analysis 


By using only those cards conforming to your 
particular sales territories you can conveniently 
apply the May 10, 1961 SALES MANAGEMENT 
Survey of Buying Power to your own market 
areas. 


Market Statistics, Inc. will prepare these IBM 
analyses for you quickly. Or if you have your 
own IBM installation, you can prepare them 
automatically in your own office, as do over 
200 leading companies today. 


In addition to the factors shown above, many 
other specialized indexes are available on county 
cards. 


It is only necessary to determine what factors 
(or combinations thereof) would reflect demand 
for your product. If you have any questions on 
this, you may without obligation consult with 
our staff for correlation studies of your own 
sales to isolate your key marketing factors. 


SEND FOR FREE BOOKLET "BRINGING THE CENSUS UP-TO-DATE" 


The story of how a small group of economic consultants help set quotas for American business. 


MARKET STATISTICS, INC. 


RESEARCH CONSULTANTS TO SALES MANAGEMENT 
630 Third Avenue, New York 17, N. Y.—YU-6-8557 
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LARGEST MARKET 
BETWEEN SPOKANE 
and MINNEAPOLIS 


a 


-.. includes this 
NEW Standard Metro Area 


Check your sales in Fargo-Moorhead, 

v still Ist in the U.S. in retail sales per 
household (and with 990% 
by The Fargo Forum). 


coverage 


Check your coverage in these 21 North 
Vv Dakota and western Minnesota coun- 
ties—one of the Northwest's richest 
markets(307,024 people $394 528,000 
in retail sales, and over 3 out of 5 
families read The Fargo Forum) 
Vv state only one market, solidly sold 
by only ene newspaper— 
The Fargo Forum. 


THE FARGO FORUM 
Moorhead News 
Largest circulation in North 
Dakota and western Minnesota 
Represented by Kelly-Smith Company 


V Double-check these 21 counties in 2 


Co 
Washington’s most convenient 
meeting place... 
with every modern facility for a confer- 

ence or a convention. 

Completely air-conditioned —spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 
information. 


the Willard, Washington, D.C. 
The Residence of Presidents” 

14th Street & Pennsylvania Avenue, N.W. 

Telephone: NAtional 8-4420 « Teletype WA732 
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deposited in a savings and loan ac- 
count to $2.50. But the California 
savings and loan institutions showed 
remarkable ingenuity in getting 
around the limit. Some of them sup- 
plemented the allowed gifts with 
credit coupons for discount purchase 
of expensive items such as television 
sets. When a stop was called, the 
associations began giving away Cadil- 
lacs as “door prizes.” 

Now California’s legislators have 
had enough. And so have premium 
executives, who feel the California 
savings and loan institutions have 
been giving premiums a bad name. 

One manufacturer found a way to 
launch a new product in a highly com- 
petitive market and get mass distribu- 
tion quickly and inexpensively by 
taking it to the premium market. 
Magla Products, Newark, N. J., is the 
company. Back in 1950, Magla intro- 
duced the first silicone ironing board 
cover on the market. Today it’s the 
largest producer of the item. 

In 1957, following its initial success, 
the company opened a sponge manu- 
facturing division. By 1960, Magla 
had perfected a highly absorbent syn- 
thetic compounded of TDi and gly- 
colopates, using DuPont Hylene. It 
could be textured to a feather soft- 
ness or treated to produce a medium- 
to-very-tough scouring quality. The 
company was excited about the prod- 
uct, called Maglafom. 


> Then came the big question: would 
there be a market? Did consumers 
want special household sponges for 
special work purposes? 

The answer came in February of 
this year when Magla signed a con- 
tract with Colgate-Palmolive Co., in- 
volving distribution of almost a mil- 
lion Maglafom household sponges as 
a premium with Colgate’s Fab deter- 
gent. 

“The results went beyond our best 
expectations,” says Herbert Glatt, 
Magla’s president. “We collected con- 
sumer know-how and merchandising 
ammunition product ideas and pro- 
motional data we could never have 
gotten without tremendous expense 
and long periods of trial and experi- 
ments in traditional distribution chan- 
nels.” 

When Colgate came into the pic- 
ture and a premium deal was worked 
out, Glatt immediately saw the possi- 
bilities of getting consumer reaction 
to the new product. 

“Fortunately,” he says, “we didn’t 


consider the deal simply as a special- 
order sponge sale. We were more in- 
terested in using the premium idea as 
a tool to force distribution of the new 
sponge material so that we could pin- 
point and test consumer reaction. We 
set up plans, blueprinted a list of ques- 
tions for a consumer study and waited 
for Colgate to set up timing and pro- 
motions and to select its selling area.” 

At the same time, Colgate’s mer- 
chandising supervisor of household 
products, J. D. DiRienzo, liked the 
prernium idea because of Magla’s 
established brand name, the high-use 
value of a household sponge and the 
fact that as a cleaning utensil, the 
sponge was closely allied to their own 
product. “It provided the premium 
formula we look for in such an offer,” 
said Mr. DiRienzo. 

A market test staged in the Boston 
selling area was set up by Colgate. 
Magla provided an individually poly- 
wrapped all-purpose sponge to be in- 
serted in every box of Fab. Each wrap 
contained the Magla logo. So did the 
Fab box. 


> With distribution set up and the 
detergent on retail shelves, Magla went 
to work setting up its consumer re- 
search study. Employing 25 house- 
wives representing five selling areas 
close to the distribution center, Magla 
started knocking on doors. The wom- 
en were armed with a prepared ques- 
tionnaire with ten simply worded tabu- 
lations. Within a week they had sam- 
pled 2,500 homes. It was this study 
that delineated the market potentials. 

Among other things, Magla was 
able to determine: sponge color and 
shape preferences, how and where a 
sponge is used around the home, 
where consumers would like to use 
sponges. They learned what con- 
sumers like best about sponges and 
what they liked least. And, most im- 
portant of all, in 92% of the test cases 
Magla found that women want dif- 
ferent sponges for different work pur- 
poses. 

Within weeks after tabulation of 
the tests, Magla had brought out a 
unique new line of specialty sponge 
products on a national scale. Each is 
geared for a special work purpose. 

“The value of our premium deal is 
immeasurable,” adds Mr. Glatt. “It 
gave us fast tools to enter a market. 
We found through our premium pro- 
gram an inexpensive way to test and 
ascertain marketing directions for the 
future.” H.W. 
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Diversify, Promote and 
Profit 


(continued from page 56) 


restaurants, hotels, motels, soda foun- 
tains and other mass-feeding places,” 
Prince points out. “Later, we'll sell 
it through stores for home use.” 

While the laboratories are spawn- 
ing new food specialties, the older 
ones have been, or rapidly are being, 
re-formulated and repackaged. 

The newly creative company is also 
introducing one-portion size canned 
foods for sale through vending ma- 
chines, dehydrated cheese for com- 
mercial users, and new versions of 
the canned “Ham What Am.” 

Today’s Armour & Co. can do more 
than merely “use all the hog but the 
squeal.” It can completely transmute 
some animal parts. Billy Prince tells 
his fellow stockholders that a new 
process “converts collagen, which 
makes up 85% of hide protein solids, 
to a solution.” From it Armour re- 
creates a continuous sheet of leather 
— “of any desired shape or solution.” 


> Perhaps even more than stockhold- 
ers, the company’s employees are kept 
rapidly and thoroughly informed of 
promotion and profit development. 

Thus far this year, through the 
monthly Armour Magazine, em- 
ployees saw new labels dramatizing 
the way the new label of Armour’s 
Treet stands out on store displays. 
They saw their company’s cheese 
appetizers in a new retail rack. They 
learned that their very versatile 
Armour was helping to develop a 
synthetic ACTH; was offering Arma- 
zide pool sanitizer; and was intro- 
ducing such things as a hot food 
server for canned main meals, a 
“serve "N’ sav pak” line of Wisconsin 
cheeses, X-Firm Super Hairflex cush- 
ioning, an abrasive belt for polishing, 
and Listica broad-spectrum tranquil- 
1zer. 

All employees learned of the rec- 
ognition and rewards that went to 
some of them for getting a lot of 
stuff sold. They saw 25 Grocery 
Products salesmen and their wives 
enjoying a free Jamaica vacation. 
They met “Mr. Star Sliced Bacon” 
(who got a free vacation and $500) 
and envied the wives of seven sales- 
men who posed as “Mrs. Big Cheese” 
in flashy new mink stoles. 

The man responsible for this new 
climate at Armour was born William 
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Wood in St. Louis on February 7, 
1914, the son of a well-to-do insur- 
ance man, and a distant cousin of 
the fabulous Frederick Henry Prince. 
While Billy Wood was getting edu- 
cated at Groton and Princeton, and 
starting a career with Chicago's First 
National Bank, aging Cousin Fred 
was taking increased interest in him. 


One of Frederick Prince’s sons had 
been killed in World War I. The 
other preferred the simple life of a 
gentleman farmer. When Billy was 
off in the Pacific with the Field Ar- 
tillery in World War II, Cousin Fred 
formally offered to adopt him — if he 
would change his name to Prince. 


Billy accepted. 


» The elder Prince had built four 
railroads and controlled 46 others. 
As his executor, Billy would run the 
Prince trust, now worth $150 million, 
and the biggest block (5%) of Armour 
stock, currently worth $13 million. 

When Frederick Prince died at 93 
in 1953, Billy had matters well in 
hand. He became chairman of five 
boards, president of 13 companies, 
and a director of 17, including Arm- 
our. And when, in 1957, his fellow 
directors finally decided that the lat- 
ter outfit needed a thorough over- 
hauling, they chose Billy for it. 

As he looks back over these four 
years he must wonder if there weren't 
easier ways to make a lot of money. 
Yet he does all right. Paid $138,750 
as chairman, he gets a reported $175,- 
000 more from Armour through the 
Prince trust. On his personal owner- 
ship of 22,735 Armour shares, now 
worth $1,136,750, he collects annual 
dividends of $31,829. 

He gets satisfaction from the fact 
that in these four years some 20,000 
other owners have shared with him 
an “appreciation” from $14 to $50 
in the price of Armour’s shares on the 
Big Board. And he gets competitive 
satisfaction from the fact that today, 
for the first time in many a year, 
Armour shares are higher than those 
of arch-rival Swift. 

During the week, Billy Prince, his 
wife Eleanor and three sons live in a 
North Side apartment. Weekends find 
him riding to hounds at his Lake Villa 
farm. Twice a week he plays rac- 
quets. As a former national racquets 
doubles champion he has as much 
drive as ever. But he says, “The 
driving force of my life is to be 
creative!” @ 


RD LARGEST 
MARKET IN 
ILLINOIS - IOWA 


QUAD.-CITY 
BUYING POWER 


Threé-fourths of Quad-City households 
(1) have cash income over $4,000 
(2) receive 89%, of area income. 


Average Effective Buying Income per Quad- 
City household: $7001. That is $278.00 above 


the national average. 


There is a lot of Buyinc Power—DISCRE- 
TIONARY Buying Power—in this over !/4 
million population Quad-City market. 


Source for figures: 1961 Survey of Buying Power. 


56% of Quad-Citians 
Illinois side. 


live on the 


QUAD-CITIES LARGEST COMBINED DAILY CIRCULATION 


ROCK ISLAND ARGUS 


and 


MOLINE DISPATCH 


REPRESENTED BY ALLEN-KLAPP CO. 


FOR THE FINEST 
AWARDS... 


leading companies choose 
Customized Jewelry 


eo 


\ 


Read the names: Ford, Coca-Cola, Scher- 
ing, ITT, Lockheed. These and scores of 
other companies with the whole world to 
pick from, choose Williams & Anderson 
customized service award lapel buttons, 
key tags, tie grips, brooches, etc. Want to 
know why? 


Send for FREE 12-page booklet 
WILLIAMS & ANDERSON CO. 


industrial Division 


14 Third Street, Providence 6, R. I. 
EMBLEM MANUFACTURERS SINCE 1901 


~§M- 
AT YOUR SERVICE 


A classified list of professional firms 
which serve sales and marketing executives 


Sales Forecasting 


DETERMINE 
YOUR SALES POTENTIALS 


Scientifically proven forecasting meth- 
ods will indicate your actual sales from 
| year to 18 months ahead by prod- 
ucts and sales territories, Currently 
used by many of the country's lead- 
ing corporations. Allow us to send 
you, without obligation, our brochure 
on Sales Forecasting. 


J. CARVEL LANGE, Inc. 


Subsidiary of 
Industrial Commodity Corporation—28th Year 


OXford 7-1262 
122 East 42nd St., New York 17, N. Y. 


——Sinciain / 


VER MADE 


t, waterproof, tough 


NEW rinest vec 


RUBBERCAL™ (plastic decal 


Eosiest applied — without woter in any ather. Best indoor, out 


door emblems More economical. Write for samples. Made only by 
MULTI-COLOR PROCESS CO., Box 1033, Tulsa, Okla. 


COPYWRITING STUDIO 
Confidential Work 


Add 26 copy experts to 
your staff—buf not fo 
your payroll—get a 
top creative team for a 
pre-agreed per-job fee. 
Persuasive Communication 
any —any medium 


MU 3-1455 


270 madison/ny 16 


The Seven Great 
LEISURE MARKETS 


rhe recently completed Sales 
Management series on America’s 
seven lush leisure markets has 
now been reprinted as a single 
booklet 


available through Reader’s Serv- 


14-page Copies are 
ice. Sales Management, 630 
Third Ave., New York 17, N.Y. 
Price $2.00. Quantity discounts 


ay ailable 
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Letters to the Editors 


(continued from page 4) 


on the average—I can’t help but feel 
the good doctor has never met some- 
one who actually loved his work, who 
has no ulcers, no traumas, but plenty 
of enthusiasm and drive. 

There are plenty of them in the 
broadcasting business. 

I'll bet Dr. Bradley a 5-year sub- 
scription to SM that he worked more 
than 40 hours the week he wrote his 
article. Maybe that isn’t “work” in 
his book, but neither is my 60 hours, 
in that sense. 


GENE WILKIN 


General Manager 
WGAN-TV 
Portland, Me. 


from the toy industry 


I was shocked to read the dis- 
paraging remarks aimed at the Ameri- 
can toy industry by Mr. Lee Loevinger 
of the U.S. Department of Justice 
[ “Newsletter,” SM, August 4]. 

Among other things, Mr. Loevinger 
rapped the toy industry for selling 
“knocked-down” merchandise. I won- 
der if the good counsellor recently 
purchased any housewares, barbecue 
equipment, outdoor or unpainted fur- 
niture. If he did, and wanted the best, 
it came K-D . . . Furthermore, if a 
disassembled toy did not fit, why 
didn’t the astute attorney return it 
to the retailer for satisfaction? 

Mr. Loevinger complained bitterly 
about plastic toys whose parts fit bad- 
ly, and wondered if they were care- 
lessly made or if he had failed to 
follow instructions. I infer he is speak- 
ing of plastic (hobby) kits. If this 
is so, I suggest a saunter to the Pen- 
tagon and a discussion with Vice 
Admiral Rickover, who, just last 
month, blasted this segment of our 
industry for too meticulous attention 
to detail. 

There are some things con- 
cerning the American toy industry 
(which pays taxes on a gross national 
retail product totaling close to $2 
billion) that I'd like to see lime- 
lighted: 

How many folks know that an- 
nually, at the American Toy Fair, 
representatives of the National Safety 
Council work with our Toy Manu- 
facturers of the U.S.A., Inc., checking 
new offerings for health and safety 
features? That this manufacturers’ as- 
sociation maintains the American Toy 
Institute to assure that items bearing 
the association seal are quality prod- 
ucts. That the institute has a con- 
tinuous liaison program with child psy- 
chologists of note to insure that its 
toys will direct children’s interests 
into desirable channels. That a stand- 
ing committee of the association works 
year-around with the National So- 
ciety of Crippled Children. 


Trust-buster Loevinger implies in- 
flated income in our field. The annual 
statistical report of the association in- 
dicates that net profit, after taxes, 
was under 2°, for the average toy 
manufacturer in 1960. . . 


Cy BERNSTEIN 


Editor 
Toys & Novelties Magazine 
New York, N. Y. 


salesman’s volume 


Your August 4 article on “What 
Determines Your Salesman’s Volume?” 
is the best checklist I have ever seen 
to examine the sales efficiency of my- 
self and my salesmen. 

Thank you for an outstanding ana- 
lytical and training tool. 


ALex M. RoODGER 


Divisional Sales Manager 
Scott Paper Co. 
Chester, Pa. 


. We found this article to be 
most interesting and would like to use 
it as a basis for material to be dis- 
tributed to our field men... . 

Cuar_es S. W. DEICHEs, JR. 


Agency Assistant—Fire 
Hartford Fire Insurance Co. Group 
San Francisco, Cal. 


. . . We think this is excellent and 
would like to pass it on to our sales- 
men. We could use 20 copies... . 


WriutiAM D. Raprorp 


The Radford Co. 
Oshkosh, Wis. 


We would like to obtain 170 re- 
prints. ... 


R. E. Cooxe 


Manager of Market Research 
The Philip Carey Mfg. Co. 
Cincinnati, Ohio 


Would you please send us 30 
copies... . 


N. L. SCAMAN 


General Sales Manager 
Sealtest Foods 
Chicago, Ill. 


& Reprint #1005, “What Determines 
Your Salesman’s Volume?” is available 
at the following prices: 1-9 copies, 
25c; 10-49 copies, 25% discount; 50- 
99 copies, 40% discount; more than 
100, 50% discount. Write to Readers’ 
Service, Sales Management, 630 Third 
Ave., New York 17, N.Y. 
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THE SCRATCH PAD 
RS 


Memo to a young man in Washing- 
ton: Some of us know the agonies of 
muscle spasm and are empathic to 
your backaches. Only a handful of 
iron men like Mr. Truman escaped 
the traumas of your backbreaking 
job. Think back: The White House 
is traditionally a blight house. 

7 

Masseur’s hands: The paws that 
refresh us. 

e 

It would suit me fine if all the 
6-point type were loaded on barges 
and dumped somewhere off Fire 
Island 

° 

“Building an Image for Old King 
Coal” puns Dickie-Raymond in a 
piece about client C. H. Sprague & 
Son, world-wide fuel dealers. 

e 

When the menu card is jumbo size, 

look for jumbo prices. 
+ 

Our destiny is in our own hands.” 

American Fore Loyalty 
Wanna bet? 


Group. 


. 

“Change to Luckies and get some 
taste for a change.” Pow! Right in the 
filter! 

° 

Spelling is important. Carl Marks 

specializes in 


downtown Manhattan, a far cry from 


foreign securities in 


authoring a manifesto on Socialist 
doctrine 
e 
Most food commercials seem to 
ignore the fact that half of us are 
overwe ght by 
Cholesterol 


the dictionary 


medical standards. 


becomes just a word in 


* 
Psychiatrist’s breakfast: Two Freud 
eggs.—Lifted 
e 
Legal Minds At Work Dept. (Phila- 
delphia Lawyer Div.): “Signed, sealed, 
published, and declared by the above- 
named T. Harry Thompson, as and 
for his last will and testament, in the 


presence of us, who, at his request 


BY T. HARRY THOMPSON 


and in his presence, all being present 
at the same time, have hereunto 
affixed our names as witnesses.” 

e 

Ban roll-on deodorant mothered a 
brood of erstwhile creams and un- 
guents eager to climb on the Ban- 
wagon. 

« 

And then, as someone reminds us, 
there was the chap who broke off his 
engagement. He was foot-loose and 
fiancee-free. 


A yarn in Parade tickled my 
risibilities. A mother had warned her 
young son that one more cuss word 
and she would pack his bag and 
turn him loose. The habit was too 
ingrained and the kid let fly with a 
beaut. That did it. Mom packed his 
bag and ushered him out the door, 
then watched him from an upstairs 
window. An hour later, he hadn’t 
budged, so she called out: “Why 
don’t you get cracking?” The kid said: 
“I been wondering where the hell 
to go.” 

+. 


Headline for a cut-rate drugstore: 
“When you take vitamins, do vitamins 
take you?” 

e 


Headlines for REA Express: “Don’t 
give up the shipment” . . . “You can 
express anything, including satisfac- 
tion.” 


Introspective Prayer 


and on every occasion. 
affairs. 


me wings to get to the point. 


as the years go by. 


that I may be mistaken. 


(Former Governor Thomas E. Dewey of New York likes 
to quote this prayer, sent to him by William E. Robinson, 
who, in turn, received it from its author, a Mother Supe- 
rior who wishes to be anonymous. Reprinted by permis- 
sion of The Reader's Digest. T.H.T.) 


Lord, Thou knowest better than I know myself that I am 
growing older, and will some day be old. 


Keep me from getting talkative, and particularly from the 
fatal habit of thinking I must say something on every subject 


Release me from craving to try to straighten out everybody's 
Keep my mind free from the recital of endless details. Give 


I ask for grace enough to listen to the tales of others’ pains. 
Help me to endure them with patience. 


But seal my lips on my own aches and pains. They are in- 
creasing and my love of rehearsing them is becoming sweeter 


Teach me the glorious lesson that occasionally it is possible 


Keep me reasonably sweet. I do not want to be a saint—some 
of them are so hard to live with—but a sour old woman is one 
of the crowning works of the devil. 


Make me thoughtful, but not moody; helpful, but not bossy. 
With my vast store of wisdom, it seems a pity not to use it all— 
but Thou knowest, Lord, that I want a few friends at the end. 
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PULLING 
POWER 


To sell Detroit, buy The News! Here’s why: e Advertising in The News gets results because it goes into 4 
out of 5 metropolitan area homes that get a Detroit newspaper e Advertising in The News is read by both 
husband and homemaker at home, where family shopping decisions are made e Advertising in The News 
goes into 73% of metropolitan Detroit homes where income exceeds $7,000; and 74% of those where 
income exceeds $15,000° To sell Detroit effectively, at the lowest milline rate available in the nation’s 
top five markets, just use The News. 


{, 196) 


The Detroit News 


733,583 weekdays—920,607 Sundays asc, 11/2/60-s/31/¢ 


New York Office: Suite 1237, 60 er + Pacific Office: 785 Market St an Fran ) + Miami Beach: The Leonar 


The Chicago ee reaches 
Slut kitra’ of people 


If you’re selling new cars, consider the two kinds of people in a market. 
Those who buy. And those who don’t, can’t or won’t. * 
Your problem is how to reach more of your kind—the buyers. 
And in Chicago, that's easy. Most of them read the Tribune. Your kind of people 
, : a ° are the kind who buy 
In city and suburban households, 77° of all new car buyers read and our new MAR 
. —_ ons , m.: KET POWER study 
the Sunday Tribune; 55°; read the Daily Tribune: tells who they are, 
t a bh a . hat they b and 
Now maybe you sell carpets, condiments or color TV sets instead ees Sa cast hae 


It makes little difference. The Tribune will deliver a larger more. Call a Tribune 
. mess representative for 
audience of actual buyers than any other Chicago newspaper. the full story. 


To sell more to your kind of people~ the people who buy —use the 


Tribune in Chicago. 


More Readers...More Buyers...More Results 
THE TRIBUNE GETS’EM IN CHICAGO?! 
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How To Be a Clever Show-Goer 33 

Why Not Wives at Sales Meetings? 86 
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How Tax Men Hold Convention 90 


Chrysler Stages Biggest Intro 36 


TWA Tal 


30 advanced Supervets joining TWA fleet / 


TWA is now expanding its huge jet fleet with increased fuel reserves. Comfort plus: they fly 
{0 of the newest and most advanced jets in the smoother, faster and higher, far above the 
air. In every way, these are SuperJets plus: weather. Dependability plus: added on-time 
They have power plus: new high-thrust turbo- capability. These 30 additional SuperJets will 
fan engines for shorter takeoffs, faster climb. give TWA the world’s finest fleet of 4-engine 


Speed plus: to 625 miles an hour. Range plus: jets and bring you the world’s finest jet service. 


Fly TWA SuperJets to your meetings in the U.S. and in leading cities in Europe and Asia 


THE 
SUPERJET 
AIRLINE* 


USA EUROPE AFRICA ASIA 


The very same thing happens to people who 
come to Switzerland on business as those who 
come only for pleasure. They fall in love with 
it. This is why so many companies choose 
Switzerland as the ideal solution for sales meet- 
ings and conventions — as well as prizes for 
sales incentive programs. It is exciting, stim- 
ulating to be where your window opens on a 
breathtaking panorama, where service is excel- 
lent, people hospitable; and there’s so much 
to do you wish you had several more days. 
From decades of experience Switzerland is 
prepared for business conventions of every size. 
The Swiss Federal Railways offer conference 


cars, fully equipped and air- conditioned. 


Cities and towns offer great conference pavil- 


ions, restaurants, banquet halls, auditoriums in 
all price categories. Local tourist offices offer 
excursions, ladies’ programs, interpreter 
service, shopping advice. 

Switzerland’s concern for your particular 
convention or sales incentive program begins 
right here in America. Our Business Service 
Department headed by Mr. William Isler will 
be glad to assist you every step of the way with 
the individual kind of planning your event 
requires. For more information and answers to 
your questions write or call Mr. Isler at: 


Swiss National Tourist Office, 10 West 49th St., New York 20, N.Y., PLaza 7-5944 
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MEETINGS” 
BY THE SEA 


HOTEL ® 


aillIN 


Atlantic City 


Everything’s here for you and your 
organization—whether you’re a size 
20 or 500. 


@ Six large specially designed Ex- 
ecutive Suites—plus a variety of regu- 
lar suites and suite combinations 


@ Magnificent Grand Ballroom— 
fully equipped and air conditioned 


& Seven additional meeting rooms to 
suit every need 


@ An expertly trained staff that 
plays a heavy “behind the scenes” role 
in the success of every convention 


© Entertainment for ladies ar- 
ranged by social staff 


@ Food and wine that make the 
memory of banquets linger on 


And, of course, all the comforts, con- 
venience and fun of the Hotel Dennis. 
Right on the Boardwalk and close to 
all the famous shops. Private putting 
green, golf privileges at Atlantic 
City’s exclusive clubs and swimming 
in the ocean. Complete health club 
with steam rooms and massage. 

Gay social hours—friendly buffets, 
dancing nightly in the smart Fjord 
Room. Dining to your liking in a va- 
riety of attractive rooms. 

There’s more to tell you—why not 
write for brochure and set of illus- 
trated blueprints? 


JOHN W. TYLER 
Vice President and Director of Sales 


ON THE BOARDWALK 
AT MICHIGAN AVENUE 
Telephone (Area Code 609) 344-8111 


Owned and Operated by the 
BUZBY FAMILY 
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CONVENTIONS « EXPOSITIONS - TRADE SHOWS 


Executive Offices: 1212 Chestnut St., Philadelphia 7, Pa., WA 3-1788 


CONTENTS 


ASSOCIATION CONVENTIONS 
How Tax Men Hold a Convention 


Plan Backwards 


AUDIO-VISUALS 


New Training Film 


“Package” Audio-Visual Center Unveiled 


EXHIBIT TECHNIQUES 


Are You Careful wth Exhibit Colors? 


G-G-G Wth a Twist Nabs, Holds Engineers 


“Hot” Words Make Hopeless Exhibit Hit 


Photo Card Is New ‘Stopper’ 


What's Behind Shotgun Exhibit? 


HOSPITALITY ROOM 


Fine Art of Beng Host 


INTERNATIONAL CONVENTIONS 


Why Intl. Groups Shun U.S. 
SALES MEETINGS/Part 
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MEETING TECHNIQUES 


Back-Home Needs Dictate Meeting Techniques 
Chrysler Stages Biggest Intro 

Maytag Takes Scotch Fling 

McCall’s Gives Consumers a Voice 

Meeting to Recharge Batteries 


Navajo Spoken at Your Meetings? 


PROGRAM FOR WIVES 


Why Not Have Wives at Your Sales Meeting? 


SHOW VISITORS 


How To Be a Clever Show-Goer 
TRAINING SESSIONS 
Build Better People 


Train This New Way 


DEPARTMENTS 


PUBLISHER, Philip Harrison 
EDITOR, Robert Letwin 
ASSISTANT EDITOR, Melvin M. Waterbor, Jr. 
RESEARCH EDITOR, John T. Fosdick 
CONSULTING EDITORS, 

Richard Beckhard 

Dr. B. B. Goldner 


DIVISIONAL SALES OFFICES: Philadelphia—Pau 


212 Chestnut St., Philadelphia 7, Pa. 


STAFF PHOTOGRAPHER, Sid Robbins 

READERS’ SERVICE BUREAU, Anne Collos 

CONVENTION DIRECTORY DEPT., 
Jacqueline Fox 


Eva Roseman 
ADVERTISING PRODUCTION, Toula DePrince 


Lightman, Southeast and Foreign Manager 
(WAInut 3-1788); New York—Don O'Fee, Eastern 


Manager, 630 Third Ave., New York 17, N. Y. (YUkon 6-4800); Chicago—Thomas S. Turne 
Midwest Manager, 333 N. Michigan Ave. (STate 2-1266); Pacific Coast—John W. Pearce 
Nestern Manaaer. 3055 Wilshire Blvd Ancae iy - DU 5.0 nd W 


S. Carpenter, Director of Marketing, Wi 


(WOodland 2-3612). 


ings, Premium Practice. 


Dealer. 


Pusiicatione 


15 1961 


yeles 5, ¢ DUnkirk 5-0235) and Warwick 
estern Area, P. O. Box 419, Santa Barbara, Ca 


Bill Brothers Publications in MARKETING: Sales Management, Sales Meet- 


INDUSTRIAL: Rubber World, Plastics Technology. 


MERCHANDISING: Fast Food, Modern Floor Coverings, Modern Tire 


Copyright, Sales Management, Inc., 196! 


Lind. an-Goo" Fran 


THE BROADUATER 
BEACH 


RESORT NOTEL - MOTEL: COTTAGES 


INVITES YOU IN ‘62! 


The South's Finest 
Resort-Convention Hotel 
On the Mississippi Gulf Coast 


[t's New for You in ‘62 


@ Convention Groups to 600 

@Banquet Facilities to 600 

@ Spacious Conference Rooms 

@Ample Display Area 

@ Complete Sound and 
Projection Equipment 

@ Courteous, Efficient Staff 

@ Management "Know-How" 


THE MISSISSIPP1 GULF COAST'S 
NEWEST RESORT- CONVENTION 
HOTEL! NEW CONVENTION ROOMS 
SUPERB BANQUET FACILITIES 


FIVE SWIMMING POOLS 
FIVE GOLF COURSES NEARBY 


THE BROADWATER BEACH 


RESORT NOTEL + MOTEL - COTTAGES 
Gasper Palazzo, Director of Sales 
Dial 435-2211 TWX: BLXI-164 

BILOXI, MISSISSIPPI 


ALL ROOMS AND SUITES 
AIR-CONDITIONED TOO! 


The Sherman has added 10,000 square feet to its 
EXHIBITS Ow already large convention exhibit space. The total is 
now 50,000 square feet . . . all on one floor and all 
air-conditioned. No time lost racing around town... 
no stair climbing . . . no crowding into elevators. But 
single-floor convenience isn’t all. The Sherman also 
FL Oo offers 27 air-conditioned meeting rooms accommodat- 
ing 10 to 2,000, plus exceptional banquet facilities 
for functions of any size. 


ia 


@ 1,501 redecorated rooms, all air-conditioned. 


e Radio in every room—TV in many. 
PUT ALL YOUR @ World-famous restaurants: The Porterhouse, offering 
wonderful steaks— Well of the Sea, seafood flown fresh 
PEOPLE UNDER daily from the principal rivers, lakes, and oceans of the 
world. And for exceptional food at considerate prices, 
the smart Celtic Grill and Cocktail Corner are long- 
time favorites of Chicagoans and visitors. The Coffee 
Shop and the Snack Bar provide excellent meals quickly. 
e@ The Sherman is in the heart of Chicago’s shopping, 
R theater, and financial district. 

oO @ Drive-right-in convenience—the only hotel in Chi- 
cago with on-premise garage facilities. No waiting for 
busy doormen when you arrive... no waiting for de- 
livery when you leave. 


Danny Amico, Vice President and Director of Sales, backed 
by highly qualified staff, is on hand day and night to attend 
to all your convention requirements. For help in planning 
your next convention, phone, wire or write Danny. 


Chicago's Most Convenient Hotel 
COMPLETELY AIR-CONDITIONED 


Randolph, Clark and LaSalle Streets - Telephone: FRanklin 2-2100 - Teletype: CG 1387 
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SUCH ENTHUSIASM! 


(A chartered jet, a convention in the tropics—it can't miss!) 


A convention or sales meeting in Puerto 
Rico or Aruba makes good sense. Puerto 
Rico is lively and cosmopolitan. Aruba (just 
15 miles off South America) is quiet, se- 
cluded, with golf, water sports, fine restau- 
rants, an elegant nightclub and a gaming 
casino in the Aruba Caribbean Hotel to 
liven it up. There’s free port shopping too, 
at tremendous savings. Both Puerto Rico 
and Aruba are within @ few hours of New 
York. Both offer more luxury for less money. 
Both offer more results! 


Away from it all in these blissful islands of 


Consult your travel agent or call us direct. ‘‘Group-Air” Department, Trans Caribbean Airways, 375 Park Avenue, New York 22, New York. MU 8-4400 
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the Caribbean, your men are relaxed, will- 
ing to give their undivided attention. You 
get more accomplished. And flying a man 
down on a Trans Caribbean Airways DC-8 
jet fan flight makes him feel like a V.1.P. 
Note: Although ‘‘Caribbean”’ is our middle 
name, we can fly your group anywhere in 
the world at reasonable charter rates. 

Let Trans Caribbean's ‘‘Group-Air’’ Service 
handle all details—rooms, meeting-rooms, 
sightseeing. From take-off to return landing 
Trans-Caribbean assures your group of 
red-carpet service and efficiency. 


TWO MONTHS AGO 


If you have a future convention or a sales meeting to arrange, sign it up now, 
today. We’ll accommodate you on the dates you specify—with no fuss, no 
waiting at the desk. The types of rooms, everything, will be taken care of. It’s 
another VSP Service your organization deserves—23 better ways to make 
every guest feel like a Very Special Person. With it all: Rooms to sprawl in, 
rooms to sit tall in, the finest foods and beverages, the greatest array of 
meeting facilities, the swiftest Hoteletype reservation service and the best 
hotels in the West. Send for our Western Hotels facilities and location folder. 
Write us at the Olympic Western Hotel, Seattle, Washington. 


PACIFIC DIVISION INLAND DIVISION INTERNATIONAL DIVISION 

SEATTLE: Olympic, Benjamin Franklin, DENVER: Cosmopolitan CANADA: Vancouver: Georgia, The Bayshore Inn 
Roosevelt ~ paces — MEXICO: Mexico City: Hote! Alameda (open 1961 

TACOMA: Winthrop BUTTE: alan Nate! snd Motor Inn GUATEMALA: Guatemala City: Guatemala-Biltmore 

PORTLAND: Multnomah, Benson GREAT FALLS: Rainbow JAPAN: ee ne 

SAN FRANCISCO: St. Francis, BOISE: Boise, Owyhee Motor Hotel i ‘2 , Kise. 


POCATELLO: Bannock Hakone: Hote! Kowakien 
Fran ke, M 
eee Cm Meeree WALLA WALLA: Marcus Whitman Yaa sane International Kyoto Hotel 


PALM SPRINGS: Oasis WENATCHEE: Cascadian Open 1961 
ALASKA: Anchorage-Westward BELLINGHAM: Leopold Hotel and Motor Inn Osaka: Taiko-en Garden Restaurant 


SALES OFFICES 
NEW YORK: 501 Madison Avenue, PLaza 2-5660 Westem Hotels 


LOS ANGELES: 9363 Wilshire Bivd., Suite 203, Beverly Hills, BRadshaw 2-9064 


CHICAGO: 10 North La Salle Street, Suite 752, STate 2-5835 1N Cc O R P O RAT E D 
TOKYO: 802 Fokoku Building, Uchisaiwai-Cho, Chiyoda-Ku S. W. THURSTON, CHAIRMAN OF THE BOARD 


SAN FRANCISCO: 1404 St. Francis Hotel, EXbrook 7-7000 EXECUTIVE OFFICES. OLYMPIC HOTEL, SEATTLE 
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CLEVELAND 


A $3-million contract has been 
signed to build an addition to Hotel 
Sheraton-Cleveland, which will in- 
clude a banquet hall 12,400 sq. ft. 
Most of the addition will include a 
banquet room and balcony for a 
total of 25,000 sq. ft. Banquet room 
will be able to be divided into three 
areas to seat 700, 800 and 1,000 
persons respectively. 


KNOXVILLE, TENN. 


Civic Auditorium - Coliseum 
opened last month. The $5.5-mil- 
lion, six-story structure comprises 
three separate buildings under one 
roof. Auditorium portion — seats 
2,644, Coliseum, a sports type 
arena, holds 7,200, and Exhibition 
Hall offers 11,130 sq. ft. of space. 
Exhibit portion has a service door 
for exhibits 12 ft. square. 


LAS VEGAS 


Hotel Fremont announced a $4- 
million expansion program which 
will double its room capacity to 
500 rooms and a convention hall 
to accommodate 700 persons. Hotel 
is located in the downtown area. 
Present underground garage will 
be expanded to hold 500 cars. Six 
elevators will service the new 
rooms and convention hall. 


MONTREAL 


Sheraton Corp. will lease the 
proposed 38-story, Tower Hotel, if 
preliminary negotiations go 
through. Sheraton already operates 
the Mount Royal and Laurentian 
hotels in the city. Structure will 
contain 569 rooms. Tower will rest 
on a square base with ballroom and 
meeting rooms to accommodate 
1,000. Construction on the $20-mil- 
lion project is scheduled to com- 
mence late this vear. 


PHILADELPHIA 
New 300-room Marriott Motor 


fin Chicago... 
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major exhibitors 


who are watching budgets 
choose Chicago’s Amphitheatre 
There is a reason-why sales-results 


per dollar spent are greater for those 
exhibitors who use the facilities of the 


International 
Amphitheatre 


Here, in America’s heart-land, exhibitors and 
conventioneers want the economies and conveniences 
of a convention hall that has the know-how to insure 
productive and profitable results. It will pay you to 
investigate the particular savings that can be yours by 
planning your next show or meeting in the 
International Amphitheatre. 


e 585,000 sq. ft. of 
exhibit space 


e Parking for 7,500 cars 


e Truck and rail loading 
e Air conditioned arena in building 


seats 13,500 e Individual halls 4,000 to 


e Complete public address 180,000 sq. ft. 


system e 12 minutes from The Loop 


Direct Inquiries to M. E. THAYER, General Manager 


RIGHT NEXT DOOR 


Nationally Famous 
Restaurants and club-like 
facilities for public dining 

or private luncheon or 
dinner meetings 


Hotel opened recently on City Line 11 Private Dining Rooms for 


Ave. The $5-million dollars struc- luncheon and dinner 
sales and planning meetings 


HOME OF THE 
Sirloin Room 


“where the steak is born” 


STOCK YARD INN. Chicco 3": 


ture is constructed on an eight-acre 
site. Public rooms have been de- 
signed to house groups up to 700 
persons. Area can be used as one 
large ballroom or eight rooms of 
three small ballrooms and _ five 


Write for Color Brochure 
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THESE 
GROUPS 


ENJOYED THE 
PERSONAL 
~~ TOUCH 


The outstanding groups listed to the right have discovered what makes a conven- 
tion so memorable at the Shoreham Hotel and Motor Inn in Washington. It’s our 
personal touch —the expert, individual service that we give every group, large 
or small, 


You'll find no stiff rule-book attitude at the Shoreham. Whether you want to “move 


a wall” or change a salad, our convention staff are always ready to give you their 
immediate personal attention. 


And we've the finest facilities for groups of every size: 700 beautiful air-conditioned 
guest rooms for conventions in the hotel and motor inn, accommodating 1400 persons 
25 meeting and banquet rooms accommodating any number from 35 to 1000... 
outdoor swimming pool...and 44,000 square feet of drive-in exhibit space. For 
complete Convention Portfolio, write John E. McMurtagh, Director of Sales. 


Shoreham Hotel and Motor Inn 


Connecticut Avenue at Calvert, Washington, D.C. ¢ ADams 4-0700 


New York Office: 60 East 42nd Street ¢ YUkon 6-3048 


Representatives: Leonard Hicks, Jr. and Associates, Inc. « Chicago, MO 4-5100 


Detroit, WO 2-2700 «+ Atlanta, JA 4-3486 « Miami, PL 4-1667 


Tact 


A FEW OF THE ORGANIZATIONS 
WHO HELD THEIR CONVENTIONS AT 
THE SHOREHAM DURING 1959-60 


ASSOCIATIONS 
Air Transport Assn. of America 
American Alumni Council 
American Bar Association 
American industrial Bankers Assn. 
American Medical Association 
American Pharmaceutical Assn. 
American Public Power Assn. 
American Society of 

Testing Materials 
American Trucking Assn., Inc. 
Assn. of Industrial Advertisers 
Milk Industry Foundation 
National Assn. of Broadcasters 
National Association of 

Mutual Savings Banks 
National Association of 

Photographic Manufacturers 
National Automobile Dealers Assn. 
National Candy Wholesalers Assn. 
National Electrical 

Manufacturers Association 
National Food Brokers Assn. 
National Lumber 

Manufacturers Association 
National Travelers Aid Assn. 


INDUSTRY 

The Coca-Cola Company 

Esso Standard Oil Company 

Ford Motor Company 

international Business 
Machines Corporation 

Johnson and Johnson 

Lever Brothers 

Norge Sales Corporation 

Parke, Davis and Company 

The Pepsi-Cola Bottiers’ Assn. 

Piggly Wiggly Corporation 

Ralston Purina Company 

Sperry Gyroscope Company 

Sylvania Electric Products, Inc. 

U. S. Gypsum Company 


INSURANCE 


General Insurance Co. of America 
Great Central Life insurance Co. 
International Union of 

Marine Insurance 
Liberty National Life Insurance Co. 
Metropolitan Life Insurance Co. 
Mutual Insurance Agency Assn. 
Peoples Life Insurance Comnany 
Prudential Insurance Company 
Shenandoah Life Insurance Company 


CLUB AND FRATERNAL 
Alpha Sigma Tau Sorority 
Beta Chi Sorority 
Daughters of America 
General Federation 

of Women’s Clubs 
P. E. 0. Sisterhood 
Phi Gamma Delta Fraternity 
Rotary International Club 


OTHER GROUPS 


American Forest Products Institute 
American Rocket Society 
Chamber of Commerce of the U. S. 
Fifth International Congress 
on Nutrition 
Fourth Marine Division Assn. 
National Council, Boy Scouts 
of America 
National Institute of 
Governmental Purchasing, Inc. 
National Recreation Congress 
Sth Infantry Division 
95th Infantry Division 
Tax Executives Institute, Inc. 
Tax Foundation, Inc. 
U. S. Savings and Loan League 
United Steel Workers of America 
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banquet areas. Restaurant capacity 
can handle 600 persons. 


CINCINNATI 


Barkley Airport Hotel opened 
its doors last month to unfold six 
meeting and conference rooms to 
accommodate groups of 5-125. The 
110-room, $1.5-million hotel is op- 
erated by Developers Continental 
Airport Hotels, Inc., under a 30- 
year lease agreement with Kenton 
County, Ky., Airport Board. 


DURHAM, N. C. 


Jack Tar Durham is undergoing 
renovation to up-date convention 
facilities on the second floor. Two 
ballrooms—Washington Duke Room 
and the new University Room 
which which can be divided into 
two smaller areas will be included 
on the level. To flank these ball- 
rooms, will be a new exhibit area. 


DETROIT 


Gershenson - Wineman - Arnfeld 
syndicate here recently announced 
plans to build a 600-room hotel 
overlooking the Civic Center and 
across the street from Cobo Hall’s 
entrance. A tunnel would connect 
the underground hotel garage with 
the Hall’s underground parking fa- 
cilities, according to the plan. Com- 
bined parking facilities would hold 
400 automobiles. Cost of the hotel 
is estimated between $10 and $12 
million. Construction is estimated 
to take two years. 


SAN FRANCISCO 


Construction is underway for the 
San Francisco Hilton, after com- 
plications over city building per- 
mits were settled. Seventeen-story, 
$28-million structure will take 
about 28 months to complete. 
Plans for hotel includes ballroom, 
to measure about 20,000 sq. ft. 
and to seat 3,000 people for meet- 
ings, 2,500 for banquets. Special 
feature of the hotel will permit 
parking on seven of the 15 sleep- 
ing floors. 


LOS ANGELES 


Under construction is The Pen 
& Quill hotel, in Manhattan Beach, 
less than three miles from Los 
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Honored by great organizations of America... 


For Service 
Beyond the Call 
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= of Duty 


* @ Personalized attention: Your first contact at Henry Hudson 
becomes your group’s very own aide de camp, to guide you through 
your stay at the Henry Hudson, to take care of everything. 


@ Choice location—steps from the Coliseum, a short walk 
to Times Square, Radio City. 


@ Complete Facilities for groups of 10—1,000, with largest 
banquet-meeting space of any hotel in the Coliseum zone. 


@ 1200 choice guest rooms: your group can stay together when 
you hold your function at the Henry Hudson. 


HENRY HUDSON 


COLUMBUS 5-6100 


353 West 57th Street, 
New York City 


Available to our guests: The 
newest, most modern Vic Tanny’'s 
Private Gym and Health Club. 
Swimming pool, men’s and 
women’s gymnasiums, steam 
rooms, massage facilities all lo- 
cated on premises. For details 
and special group rates, direct in- 
quiries to: Mr. Frank W. Berkman. 


NY LARGEST 
CONVENTION RESORT 
IN THE WORLD... 


INCOMPARABLE MEETING FACILITIES FOR UP TO 10,000 PEOPLE! 
Private conference rooms for 10 to 100 + Convention hall accommodating 6,000 


SUPERB BANQUET FACILITIES 
for groups up to 4,000 « Private dining rooms, formal dining rooms, casual coffee shop for fine food at popular prices 
UNSURPASSED FACILITIES FOR FUN AND RELAXATION 
14 acres of oceanfront luxury + 5 cocktail lounges « exclusive shops « La Ronde Supper Club + Yacht Basin 
Direct Dial Room Telephone System 


1,000 Rooms, 300 Cabanas « GOLF at exclusive country club ¢ 1,000 feet oceanfront beach 
Spacious hospitality suites « Ampie undercover parking 
180,000 sq. ft. exhibition and meeting areas ¢ 2 Swimming pools, putting green, tennis 


For information write or wire 


NEW YORK OFFICE: circle 5-7800 + Teletype: NY1-528 © CHICAGO OFFICE: Andover 3-4181 + Teletype: CG-829 
WILLIAM BUCKLEY, Director of Sales 
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1.000 FEET OF OCEAN BEACH — MIAMI BEACH, FLORIDA 


SALES MEETINGS/Part I1| SALES MANAGEMENT 


Facilities Roundup 


continued 


Angeles. The $2-million project 
will feature a convention hall to 
seat 700 persons, banquet rooms 
to seat up to 500. Hotel is expected 
to be ready by mid-November, 
according to Bob Reuben, co- 
owner and president. 


MILWAUKEE 


Construction is underway for a 
127-room, Red Carpet Inn. Inn 
is to be coupled with a bowling 
and shopping center. Total invest- 
ment represents more than $7.5 
million dollars. Motel will be a 
two storv structure with eight two- 
room suites, convertible to meet- 
ing rooms. Banquet facilities will 
be included in the inn. Inn will 
be located opposite General Mitch- 
ell Field. 


BILOXI, MISS. 


Broadwater Beach Hotel is 
scheduled for completion this De- 
cember. The $3.5-million structure 
will feature 230 rooms, two con- 
vention halls — one to seat 660 
persons and the other 450. 


MIAMI BEACH 


With a recent expansion to boost 
the Fontainebleau’s guest rooms to 
1,000 completed, hotel has decided 
to change its operation for the 
benefit of its guests. Official name 
of the hotel will become Fontaine- 
bleau Resort and Club on Thanks- 
giving. Persons not having a bona- 
fide reservation, or not designated 
as a “guest of a guest” will be 
shown the door. President Ben 
Novak announced plans to expand 
its American and European dining 
rooms at the same time. American 
plan dining room will seat 1,600 
for meals, when remodeling is com- 
pleted. 


RICHMOND, VA. 


Richmond Hotels, Inc. an- 
nounced plans for an_ air-con- 
ditioned convention center that will 
double seating, banquet and exhibit 
facilities at Hotel John Marshall. 
Mayor Woodward says, “Now the 
city can go after convention up to 
2,000 persons.” Convention pack- 
age will include exhibit space of 
20,000 sq. ft. 
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MEETING ROOMS 
Max. Capacity 
OPERA HOUSE 500 
HOLIDAY HUT 250 
DUCHIN ROOM 100 


Numerous smaller rooms 20 to 50 


BANQUET ROOMS 
Max. Capacity 
LODGE DINING ROOM 350 
CONTINENTAL 600 


RATES 
AMERICAN PLAN 
LODGE INN 


$] 8 416 =m two in 
mm «9S Se 
(Evropean Plan rates on request) 


CAPACITY 


1 dati 


‘for 500 persons 


Owned and operated by 
UNION PACIFIC RAILROAD 


erfectly 
Peulted 
for your 
sales 
meetings 


Planning a fall or spring sales meeting? 
One of the many reasons you will want to 
consider Sun Valley is that here you can't 
lose any delegates. No big-city problems such 
as having members housed at other faraway 
hotels . . . delays of waiting for taxicabs, or 
traffic jams. 


Along with excellent meeting facilities and 
room accommodations at Sun Valley Lodge 
and Challenger Inn there's a wide and won- 
derful variety of fun for all—including out- 
door ice skating, golf, riding, swimming, fish- 
ing and skeet-trap shooting. 


for reservations 


. or additional information on rates, 
seasons and activities, let us send you 
our color convention booklet. Address 
Mr. Winston McCrea, Mgr., Sun Valley, 
Idaho or Union Pacific Railroad, Dept. 
S$V-29, Omaha 2, Nebraska. 


RESERVATIONS ¥ iim 4, CRP. 
FOR WE OR The, John Marshall Wh Richmond 
Virginia's Largest and Finest Overlooking Capitol Square 

Fifth at frenttin er Ninth at Grace 


In Richmond’s Growing West End In The Center of Convenience 
Davis Ave. at Broad Broad at Eighth 


Just one phone call or letter makes your reservations in Richmond’s four leading hotels 
and The Chamberlin, Fort Monroe, Virginia. Twelve hundred tastefully decorated rooms 
in Richmond are available for your use as well as 25 spacious meeting and dining rooms 
to accommodate groups from 5 to 1000. Whether you plan to visit Richmond or Tide- 
water, Virginia as an individual or in a group call one number, one time for central 
reservations—MILTON 4-4661 or write Central Reservations, Richmond Hotels, Inc., 
Richmond, Virginia. You will receive prompt and efficient service from our specially 
trained catering and room reservation personnel. Our catering counseling service is 


yours without charge in planning any special occasions. 


For information and reservations contact Central Reservations, Dept. 
Richmond Hotels, Incorporated, Richmond, Va. 


= THE HOTELS THAT HOSPITALITY BUILT 
fp. Ma, | 
puchmond Ufo) Ye The John Marshall, The William Byrd, The 
King Carter, The Richmond; Richmond, 


Virginia and The Chamberlin Hotel, Fort 
Monroe, Virginia. 


You and your group are assured of the most 
efficient attention, gracious service, and the 
ultimate in function facilities when you hold 
your convention or sales meeting at The 
Queen Elizabeth, Canada’s newest and finest hotel. 
Here are 15,000 square feet of exhibit space, 23 meet- 
ing rooms for up to 3,000 for meetings or 2,000 for 
banquets ... and 1,216 spacious guest rooms, each with 
individually controlled electronic heating and air 
conditioning. 
Added welcome conveniences are the direct indoor 
connections to the garage (free to room guests), the 
Canadian National Railways Station and Montreal Air 
Terminal. Delegates attending conventions here will 
thoroughly enjoy their visit to Montreal, where British 
™ we at institutions and French traditions are delightfully 
2 me blended. Plan now for your next meeting at Montreal’s 
~ ) ry x g 
= ‘ most modern convention hotel. 


THE QUEEN ELIZABETH 
MONTREAL, CANADA 
A CNR HOTEL OPERATED BY HILTON INTERNATIONAL 
Donald M. Mumford, General Manager 
For information contact The Queen Elizabeth, Mon- 
treal, Canada—Telephone UNiversity 1-3511, or Sales 
Division, Hilton Hotels International, The Waldorf- 
Astoria, New York 22, N.Y.—Tel. MUrray Hill 8-2240. 
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COME TO HOUSTON 

FOR YOUR CONVENTION... 

TO THE LUXURIOUS ALL-NEW 
SHERATON- 

LINCOLN 


in March 1962 the doors will swing wide 
open to the newest most luxurious hotel in 
Houston, the magnificent Sheraton-Lincoln. The 
building —a 26-story glass and mosaic paneled 
tower soaring above a base of white marble — 
promises to be a famous landmark in Houston 
and in Sheraton luxury hotels. For conventions 
the Sheraton-Lincoin will offer the best of every- 
thing — meeting facilities, equipment, guest 
rooms and extra-values. 


® Drive-in entrance plus a garage for more than 
200 cars on the ground floor 


@ Amain ballroom on the second floor which will 
seat 600 people, and will have a completely 


equipped stage including a hydraulic lift for 
special events 


@ 11 function rooms, 8 of which will be right 
above the lobby on the second and third 
floors, and 3 will be in the penthouse. Several 
of these rooms can seat as many as 156. 
Smaller rooms for smaller groups, of course 


@3 famous Sheraton restaurants: a Minute 
Chef, a Town Room and a specialty restaurant 
plus a Private Club 


@ 513 air-conditioned modern guest rooms 
compiete with free TV and radio 


Write for details. For particulars, prices and 
pamphlets showing how the Sheraton-Lincoin 
(or any Sheraton Hotel) can suit your conven- 
tion needs, write to Alfred H. Calvert, Sales 
Manager, 1010 Louisiana Ave., Houston, Texas 
or Paul Mangan, Sheraton Hotels, National Con- 
vention Headquarters, 2206 Connecticut Ave., 


eee _ 

Washington, D. C. 
ng The 

45 “wn “WD fe 


Se 
1 jill OA Aion =~ \¢ 


ar 


SHERATON-LINCOLN 


60 hotels in 42 cities coast to coast in the U.S. A., in Hawaii and in Canada 


HCA announces two magnificent 
NEW Convention Halls 
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Edgewater Beach Hotel Palm Beach Biltmore 
Chicago Palm Beach 


ls are now offer- The Palm Beach Biltmore’s new Con- All HCA hotels are equipped to pro- 
vices of new, fully equipped vention Hall has seating for up to 1000. vide complete, efficient meeting facilities 
ipacity convention facilities de- his attractively decorated, air-condi- for every type of gathering — from 
ver every conceivable neces- tioned room has everything to insure board meetings to national conventions 
uur meeting, lecture, banquet successful meetings and banquets. Five lo get details of what HCA can do for 
smaller function rooms are also available your group, contact any of the hotels 

Beach’s sparkling new at the Biltmore to accommodate groups listed below. 


seats up to 2200 in acoustically from 60 to 600 Wy 


iir-conditioned comfort. Or it 


divided into several smaller HOTEL CORPORATION 
rooms Pose one completely OF AMERICA 


y ¢ juipped 


A. M. SONNABEND, President 


METROPOLITAN HOTELS: New York, The Plaza, Hotel Roosevelt . . . Washington, D.C., The Mayflower . . . Chicago, Edgewater Beach Hotel . . . Boston, Hotel Kenmore . . . New 

Orleans, The Royal Orleans... San Juan, P. R., El! Miramar Charterhouse...Winnipeg, Canada, Charterhouse. ..London, England, The Carlton Tower. RESORT HOTELS: Palm Beach, 

Fla., Palm Beach Biltmore Disneyland, Calif., Charterhouse Bermuda, The Carlton Beach .. . Quito, Ecuador, Hotel Quito... Nassau, Balmoral Club ... Swampscott, Mass., 
The Colony. SUBURBAN HOTELS: CHARTERHOUSES IN Greater Washington, D. C., Cleveland (Euclid) Ohio and others. 
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Letters to the Editors 


One Letter Does All 


We had no idea, when seeing 
your ad [notice of free service to 
subscribers] that your service would 
be of such tremendous help. Pre- 
viously, the selection of places in 
which to hold Kodak-dealer meet- 
ings was accomplished in a very 
haphazard, time-consuming man- 
ner. 

Now, with a single letter directed 
to Meeting-Site Service, practically 
all of our work is done for us! 
Wonderfull!!! 

In this so-called moder age, it’s 
a rarity to find such rapid, and 
even more important, such really 
friendly service. 

Needless to say, since our re- 
quest was submitted, we've been 
flooded with telephone calls, letters 
and brochures. The complete num- 
ber of replies for each city sub- 
mitted gives us a much broader 
selection from which to choose, 
offers a better geographical loca- 
tion, and enables us to contact 
other hotels or motels in the event 
the selected site cannot accommo- 
date us at the right time. 

Shortly I'll be submitting a list 
of cities west of the Mississippi, 
where we expect to be running 
meetings next year. Until then 
thanks for making our job much 
easier. 

Jim Brobeck 
Sales Training Center 
Eastman Kodak Co. 
Rochester, N. Y. 


Who and Where 


I am particularly interested in 
the “Dymo-mite” Tapewriter de- 
scribed in detail on page 76, July 
21 issue. 

Who supplies the unit, do you 
have literature or can you contact 
the manufacturer, or do you wish 
me to get in touch with them di- 
rect? 

This would be particularly help- 
ful in a forthcoming sales meeting 
for one of our clients. Many thanks. 

E. E. Foster 
William M. Spire, Inc. 
Coral Gables, Fla. 


> Requests have been heavy for 


more Dymo-mite Tapewriter in- 
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formation. Direct quiries_ to: 
Dymo Industries, Inc., 2546 Tenth 
St., Berkeley 10, Cal. 


Problem: Annual Convention 


I now face a problem. I need 
your help. Since I am responsible 
for planning and conducting our 
annual convention for some 350 
operators in 30 states and Canada, 
and have had no experience along 
these lines, I should like to lean 
on you for some suggestions I 
might use in planning our annual 
convention in February. For ex- 
ample, do you ‘know of any books 
pertaining to organizing and set- 
ting up conventions? How about 
the methods used by other suc- 
cessful companies that you may 
have heard of? Anyway, send 
along to me whatever you may 
have on planning successful con- 
ventions. 

David A. Barrett, Jr. 
Director, Customer Relations 
Dog n’ Suds, Inc. 
Champaign, Il. 


German Exhibitors 


The German attache here has 
suggested we contact you with re- 
gard to finding out what German 
firms have participated in U.S. 
trade fairs here in the United 
States, in the last few years. 

We understand that you publish 
some sort of trade fair directory; 
it was thought then that you may 
very well have access to such a 
list of German participants. 

We are specialists in interna- 
tional public relations, incidentally. 
Through affiliates in 48 countries, 
we cover most markets of impor- 
tance outside the United States. 
Accordingly, our affiliates from 
time to time collaborate on setting 
up our clients in trade fairs both 
here and abroad. 

Winston McLean 
Barnet and Reef Associates, Inc. 


New York City 


> To obtain this information, di- 
rect your inquiry to the individual 
show manager. He can best classi- 
fy the types of exhibitors who par- 
ticipate in his trade show. 


Convention on the 
MISSISSIPPI 


hotel and motel rooms 
Food service for 1100 
Exhibition and display facilities 


Easily reached by plane, train, 
bus, automobile 


— 


For more information, mail coupon to 
the Chamber of Commerce of one of the 
Mississippi Gulf Coast cities listed below 
Name 

Address 

City 


State 


repepeoueR 


AMERICA’S LARGEST 
HOTEL EXHIBITION 
FACILITIES at the famous 


Contorll 


where you get more 
done while you have more fun! 


More meeting rooms than any other hotel: Air 
Conditioned meeting and exhibit rooms, 10 to 3,000 
capacity. Private dining rooms where conventioneers 
discuss and fraternize. Plus 41,550 sq. ft. of unobstructed 
air conditioned floor space; 79,500 sq. ft. of single-level 
“drive-in” exhibit space, unlimited floor load; 60' x 60' 
elevated stage for heavy equipment displays. A// meeting 
and exhibit facilities are yours at no extra charge when 


you meet at the Concord Hotel! 


Every resort facility including: Two golf courses. 
Year-round, all-weather swimming, ice-skating, sun- - ——— & 
bathing. Health clubs for men and women. All-star 


; Imperial Room; up to 3,000 capacity. 
Stage shows, three orchestras for dancing. All sports a, 


and activities. Modern shops. Over 1000 twin bedrooms. 
75 executive suites. Dining room accommodates 2800. 
Nearby airport. Open all year, 90 minutes from New 
York City. We know how to keep your men (and their 
wives) busy, happy . .. and available for meetings! 


The biggest and best come back year after year, 
including: Air National Guard. Gulf Oil. Allstate 
Insurance. Motorola TV. American Road Builders 
Assn. Dejur-Amsco. Philco TV. Metropolitan Life 
Insurance Co. National Lead Co. Ford. Mutual of 
Omaha. Westinghouse Electric Corp. National Theatre 
Owners Assn. N.Y.S. Kiwanis. N.Y.S. Wholesale Executive Bedroom with TV and two bathrooms. 


Liquor Assn. Chrysler Motors. THE 
For more information and new, illustrated Convention HOTEL 
Booklet, call, wire or write Dept. SM. 


Kiamesha Lake, N.Y. 
Ray Parker, General Manager * Jay Cohan, Convention Sales Manager 


CONVENTION OFFICE, 41 EAST 42ND ST., N.Y.17, N.Y., YUKON 6-5910—OR CALL MONTICELLO (N. Y.) 1840 
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Where you 
CAN 


mix business 


with pleasure 


Whether you’re ten or a thousand, plan to get 
away to a spot where you can buckle down when 
there’s buckling down to be done . . . let loose 
and relax when the day’s work is over. And re- 
member, it’s hard to resist a convention call when 
you offer delegates the chance to get away from 
it all, to Caribbean sun or gay Mexico City. 

Get the full convention story on any of these fine 
hotels from the Sales Division, Hilton Hotels 
International, The Waldorf-Astoria, New York 
22, New York—Telephone MUrray Hill 8-2240. 


,..check these Hilton 
International Hotels 
first... 


a 


IN THE HEART OF MEXICO CITY... 


For meetings of from 40 to 350. 
All 400 rooms are air-conditioned 
and overlook the most fashion- 
able section of the city. For an 
unforgettable pre- or post-con- 
vention trip, visit the nearby Las 
Brisas Hilton in Acapulco. 


£ Pct lton 


IN THE GLAMOROUS REPUBLIC OF PANAMA... 


Some of the most progressive 
organizations have turned to El 
Panamé Hilton for their conven- 
tionssServing up to 1200 persons, 
this beautiful hotel has its own 
tennis courts and pool. 


SAN JUAN + PUERTO RICO + U.S.A. 


For groups of 10 to 800. Com- 
plete seclusion, plus facilities for 
all sports, and exciting night life 
of San Juan. 450 air-conditioned 
rooms. En-route, visit the Virgin 
Isle Hilton at the free port of St. 
Thomas, U. S. Virgin Islands, 
only 25 minutes away by air. 


trinidad Ailkew 


ON THE FABLED ISLE 


Interesting, new hotel for meet- 
ings of 10 to 450. Built into hill- 
side overlooking city and harbor 
of Port-of-Spain. All 261 guest 
rooms and meeting areas air-con- 
ditioned. Ballroom and two din- 
ing rooms for business sessions. 


HOTEL CARRERA 


IN BEAUTIFUL SANTIAGO «+ CHILE 


Famous hotel now Hilton oper 
ated. Convention facilities for 450 
in four dining rooms and roof- 
garden ballroom. 400 luxury 
rooms and suites, plus magnifi- 
cent presidential suite in pent- 
house. Open-air swimming pool 
on 17th (top) floor. 


CONRAD N. HILTON, PRESIDENT 
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DESIGN INGENUITY 


BRYAN- 
ELLIOTT 


COMPANY 


———— 


Creative, Imaginative Exhibits 
loaded with Sales Impact. 


27-01 BRIDGE PLAZA NORTH 
LONG ISLAND CITY 1, N.Y. 
EXeter 2-4600 


Shows and Expositions Calendar 


Some leading trade/industrial shows scheduled during next two 


months. For more facts on these shows (and all other exhibit 


events throughout the world) 


OCTOBER 
1-4 St. Louis, Chase-Park Plaza Hotel 
Produce Packaging Exposition 


1-6 Detroit, Cobo Hall 
Natl. Recreation Congress 


2-4 Chicago, Sherman 
Truck Body & Equipment Assn. 


2-5 Chicago, Palmer House 
American Academy of Pediatrics 


2-7 Cleveland, Sheraton-Cleveland 
Hotel 
American Assn. of Nursing Homes 


3-5 Detroit 
American Society of Industrial Security 


7-22 Dallas, Fairgrounds 
State Fair of Texas 


6-9 New York City, Statler Hilton 
Direct Mail Advertising Assn. 


7-12 Atlantic City, Convention Hall 
Bakery Industrial Exposition 


8-10 Cincinnati, Netherland Hilton 
Inti. Municipal Signal Assn. 


8-11 San Francico, Jack Tar Hotel 
Natl. Assn. of Clinic Managers 


8-11 New York City 
Natl. Institute of Governmental 
chasing 


Pur- 


8-11 Dallas 
Soc. of Petroleum Engineers 


8-11 Chicago, Conrad Hilton 
U.S. Independent Telephone Assn. 


8-12 Toronto, Ont., Royal York Hotel 
Assn. School Business Officials U.S. & 
Canada 


8-13 Chicago, Palmer House 
Amer. Academy of Ophthalmology & 
Otolaryngolgy 


refer to EXHIBITS SCHEDULE*. 


8-13 New Orleans, Roosevelt Hotel 
Motion Picture Industry Trade Show 


8-13 Pittsburgh 
Printing Industry of America 


9-11 Chicago, Sherman Hotel 
Natl. Electronics Conf. 
Engrs.) 


(Inst. Radio 


9-11 Cleveland, Statler Hilton 
Systems & Procedures Assn. of America 


9-12 Milwaukee, Schroeder Hotel 
Federation Sewage & Indstil. Wastes 
Assn. 


9-12 Detroit, Statler Hilton 
Funeral Suppliers & Equipment Expo- 
sition 


9-13 Washington, D. C. 
Natl. Electrical Contractors Assn. 


9-13 Los Angeles, Ambassador Hotel 
Aeronautic Engineering Display 


9-15 New York City, Coliseum 
American Rocket Society 


10-12 New York City, Trade Show Bldg. 
Industrial Film & Audio Visual Exhibi- 
tion 


12-14 New York City 
Congress of Neurological Surgeons 


12-14 Asheville, N. C., Grove Park Inn 
Assn. of American Physicians & Sur- 
geons 


13-15 Cincinnati, Netherland Hilton 
Screen Process Printing Assn. Intl. 


15-17 Washington, 
Hotel 
Natl. Assn. Oil Equipment Jobbers 


D. C., Mayflower 


15-17 Chicago, Edgewater Beach Hotel 
Brewers Assn. of America 


* Exhibits Schedule available at $25 a year by subscription only. 


Write: Exhibits Schedule, 1212 Chestnut St., Philadelphia 7, Pa. 
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15-18 San Francico 
American Bankers Assn. 


15-18 New York City 


Holiday Packaging & Decanter Exposi- 
tion 


15-18 Detroit, Sheraton Cadillac 
Natl. Assn. of Mutual Insurance Agents 


15-20 Detroit 
American Institute of Electrical Engi- 
neers 


15-20 Las Vegas, Stardust Hotel 
Contracting Plasterers & Lathers Intl. 
Assn. 


15-20 New York City, Statler Hilton 
Society Motion Picture & TV Engineers 


16-19 Philadelphia 
American Dental Assn. 


16-20 New York City, Statler Hilton 
Civil Engineering Show 


16-20 Chicago, Conrad Hilton 
Natl. Safety Congress & Exposition 


17-19 Toronto, Ont., Automotive Bldg. 
Plastics Show of Canada 


17-21 Chicago, Edgewater Beach Hotel 
Natl. Assn. of Cemeteries 


18-22 Chicago, Intl. Amphitheatre 
Start Your Own Business Exposition 


21-29 New York City 
Electrical Living Show 


22-26 Denver, Denver Hilton 
Natl. Assn. Postmasters of U.S. 


22-28 Hollywood, Fla., Diplomat Hotel 
Outdoor Advertising Assn. of America 


23-25 Pittburgh, Penn Sheraton 
American Photo-Engravers Assn. 


23-25 Miami Beach, Deauville Hotel 
Assn. Independent Rebuilders & Parts 
Suppliers 


23-26 New York City, Coliseum 
Fleet Maintenance Exposition 


23-27 New York City, Waldorf-Astoria 
Sales Finance Show 


23-27 New York City, Coliseum 
Natl. Business Show 


23-27 Los Angeles, Statler Hilton 
American Society of Anesthesiologists 
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what's new 
in exhibits ? 


As THIS IS WRITTEN, 


the Brandenburg Gate has just been closed and 
the Berlin crisis is boiling. Yet we still con- 
tinue with our "cultural exchange" program. Two 
U.S. exhibits are travelling in the USSR and a 
third is in the making. A Russian children's Book 
exhibit is touring the U.S. and two more are on 


the way. Let's hope the culture wins out over the 
terror! 


/— ELEVEN YEARS 

of the "Colorama" in Grand Central Station East- 
man Kodak has added an Exhibit Center on the 
concourse level below, with an interconnecting 
stair to the photo salon on the mezzanine level. 
Daily live demonstrations promise to triple 
their over-a-million visitors per year. 


As NEW YORK’s SKYLINE 

grows, so do the P.R. ideas of her energetic 
builders. Latest is the erection of two 12-foot 
illuminated models of the New York Hilton Hotel 
at Rockefeller Center, atop the sidewalk bridge 
protecting the cavernous excavation. They're 
part of a block long decorative treatment. 


™ OF THE MOST 


complex models of the human brain was exhibited 
by St. Barnabas Hospital at the recent AMA show. 
Built entirely of plastic and illuminated from 
within, it was designed to demonstrate the 
chemical-surgical treatment of Parkinsonism, 


| TRADE SHOWS 

are attracting more American firms every year as 
the Common Market grows in impact. Among recent 
shippers of U.S. built exhibits were Celanese to 
Copenhagen and Salant & Salant (shirt manufac- 
turers) to Cologne. 


Yes, we've had a busy season here at vel (including no 
less than 18 major exhibits at the Plastics Show alone) 
but we’ve time and space this fall to serve you, too. Just 
write or phone for an Ivel man—he has plenty of know- 
how! 


IVEL CONSTRUCTION CORPORATION 


Designers and Builders of Quality Displays 
53rd St. & First Ave., Brooklyn 32, New York HYacinth 2-3730 
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Your 
next 
exhibit 
must 
always 
be 
better 
than 
the 
lasi! 


producing 


better 


is our 
business 


A complete 
nation-wide service 


S 


eneral exhibits 


& displays ine. 


2100 N. RACINE AVE. CHICAGO 14, ILL. 
PHONE—EASTGATE 7-0100 


23-27 Detroit, Cobo Hall 
Natl. Metal Exposition & Congress 


24-27 St. Louis, Sheraton-Jefferson 
American Dietetic Assn. 


25-27 Los Angeles, Pan Pacific Aud. 
Aircraft Electrical Society Annual Dis- 
play 


25-29 Miami Beach, Americana Hotel 
International Taxicab Show 


26-28 Philadelphia, Sheraton Hotel 
American Motor Hotel Assn. “Motel- 
rama” 


28-31 Chicago, McCormick Place 
Natl. Automatic Merchandising Assn. 


29-31 Cincinnati, Netherland-Hilton 
Natl. Assn. of Suggestion Systems 


29-1 New York City, Astor-Manhattan 
Natl. Licensed Beverage Assn. 


29-2 Denver 
American College Osteopathic Surgeons 


30-1 Chicago, Pick Congress 
American Oil Chemists Society 


30-1 Chicago, Sherman Hotel 
Natl. Swimming Pool Inst. 


31-2 Chicago, Conrad Hilton 
Natl. Paper Trade Assn. 


31-2 Toronto, Ont., Royal York Hotel 
Canadian Refrigeration & Air Condtg. 
Show 


31-5 Chicago 
Dairy Industries Exposition 


NOVEMBER 
1-3 New York City 
Soc. for Experimental Stress Analysis 
1-4 Washington, D. C., Shoreham & 
Sheraton Park 
Paint Industries Show 


2-4 Cincinnati, Netherland-Hilton 
Geological Society of America 


4-7 Chicago, McCormick Place 
Building Material Exposition 


5-8 Washington, D. C., Mayflower Hotel 
Assn. of Military Surgeons of U.S. 


5-8 Chicago, Palmer House 
Controllers Institute of America 


5-8 Miami Beach, Americana Hotel 
Natl. Frozen Food Merchandising Conv. 
& Exp. 


5-9 Denver 
Soc. of Exploration Geophysicists 


6-10 New York City, Coliseum 
National Hotel Exposition 


6-12 New York City 
Women’s Intl. Exp. of Arts & Industries 


7-9 Toronto, Ont., Automotive Bldg. 
Canadian Natl. Packaging Exposition 


7-9 Pittsburgh, Penn Sheraton 
Industrial Electrical Exposition 


7-10 Chicago 
Atom Fair 


7-10 Detroit 
Packaging Machinery Mfrs. 
Show 


Institute 


8-12 Washington, D. C. 
Adult Education Assn. 


10-16 Miami 
Hotel 
Natl. Assn. of Real Estate Boards 


Beach, Fontainebleau 


12-15 Washington, D. C., Marriott 
American Assn. of Doctors’ Nurses 


12-18 Miami Beach, Americana Hotel 
Inst. of Industrial Launderers 


13-15 Houston, Shamrock Hilton 
Public Relations Society of Amer. 


13-15 San Francisco, Exposition Hall 
Intl. Soft Drink Industry Exposition 


13-16 Los Angeles, Biltmore Hotel 
Natl. Assn. of Independent Insurers 


13-17 Detroit, Cobo Hall 
American Public Health Assn. 


17-20 Los Angeles, Ambassador Hotel 
Hotel Sales Management Assn. 


17-21 Chicago, Palmer House 
U.S. Savings & Loan League Business 
Show 


26-29 Chicago 
Intl. Outdoor Amusement Show 


27-1 New York City 
Automation Show 


27-1 New York City, Coliseum 
Exposition of Chemical Industries 
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Does expensive crating of exhibits, electronic devices and other delicate equipment account for a big 


chunk of your shipping cost? Then take a few minutes to talk with your local United Agent about 
SAFE-GUARD... 


the moving service that combines economy with safety. Let him show you how cushion-soft 


padding, special handling techniques and custom-designed vans eliminate the need for crating on most shipments. 


See how much you'll save in man-hours and money compared with bulky crate-and-ship methods. 


Get the full facts today from your nearby United Agent. Just look for the <> under “MOVERS” ijn 


the Yellow Pages. NZ 


MOVING WITH CARE EVERYWHERE® 
INTERNATIONAL HEADQUARTERS: ST. LOUIS 17, MISSOURI 


GREAT NEW EXHIBIT CENTER 
OPENS AT THE GREENBRIER 


Now a brand new 22,000 square foot, fully air-conditioned 
exhibit center makes The Greenbrier more able than ever to 
serve as America’s informal business capital. Part of the com- 
pletely new West Virginia Wing, this impressive hall is one of 
the largest of any resort hotel in the world. 

At The Greenbrier you will, of course, enjoy the superb social 
life, supreme comfort and fine sports facilities for which this 
resort is famous. But more than that, you will benefit from con- 
vention facilities unparalleled by any other hotel in the country. 
* Accommodations for 1000 * Meeting facilities for groups of 
10 to 1000 * New 22,000 square foot, air-conditioned exhibit 
hall * Auditorium for 1000, with full 42-foot stage * Theater 
for 330, complete with cinemascope screen * Generations of 
experience in catering for conventions, meetings and exhibitions. 
Write now for illustrated brochures and special winter rates, 


Charles L. Norvell, Dir. of Sales. Also reservation offices: New York, 630 

Sth Ave., JU 6-4500 « Boston, 73 Tremont St., LA 3-4497 e Chicago. 

77 W. Washington St., RA 6-0624 « Washington, D.C., Investment Bldg.. 

RE 7-2642 «+ Glen W. Fawcett: San Francisco, 1029 Russ Building. 
'U 2-6905 © Seattle, 726 Joseph 
Vance Building, MU 2-1981 
Dallas, 211 N. Ervay, RI 1-6814 
Los Angeles, 510 West Sixth 
Street, MA 6-7581. 
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America’s Informal 


Business Capital 


WHITE SULPHUR SPRINGS + WEST VIRGINIA 
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Added Attractions That Will Build Added Attendance S n Antonio 
San Antonio has everything needed to blended a modern dynamic city of over a 


make your convention, sales meeting or half a million. Everywhere are interest- 
trade show a huge success r ing things to see and do 
Last year 200 meetings were held > ° added attractions that will 
here with an attendance exceeding abi build added attendance for 
104,250. Many of these groups have | any meeting. The famed 
selected San Antonio consistently - : Alamo; Mission San Jose, a 
year-after-veat : — National historic site and 
three other ancient missions—the charm 
of restored La Villita and the Spanish 
Governors’ Palace—air might displayed at 
some of the finest motels in the nation Randolph, Kelly, Brooks and Lackland 
offering another 1,300 rooms. ‘ oe ‘ 
Air Force Bases — beautiful parks and 
ENTERTAINMENT that is _distine- plazas interesting old homes and un- 
tively different can be staged indoors or usual museums 
at one of San Antonio's Side trips can be planned to nearby 
outdoor theatres. dude ranches, or to old Mexico. 
Out of San An- Trained personnel will work with you to 
tonio’s rich historical make your meeting an outstanding success 
heritage is pleasantly regardless of its size. Get the facts today. 


MUNICIPAL INFORMATION BUREAU, CONVENTIONS DEPARTMENT 


153G Navarro St. * San Antonio, Texas 


. ' 1uM 
we aUNICIPAL AUDITORIUM VILLITA AUDITOR aq. tt. 


. ft. 12.8 4,000 s 
sears 6,065 — Exhibits 12,600 s4 Seats 1,850 — Exhibits 2 
ats 9, 


WHERE LIFE tS DIFFERENT 


HOTELS are unexcelled and can pro- 
vide 2,560 air conditioned rooms. Also 
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WARAVERNS MIGHIT 


JET-AGE FLEET 


BRINGS YOU THE ULTIMATE IN MODERN AIR SERVICE! 


e New 720B Fan/Jets—fastest nonstops ever offered along the Pacific Coast 


* New 720B Fan/Jets—fastest nonstops ever from Los Angeles to Mexico City 


e 707 Jets—fastest between San Francisco, Denver, and Minneapolis/St. Paul W i STE R | 


¢ 707 Jets—fastest between Los Angeles, Salt Lake City, and Minneapolis 

; AIRLINES 
* Jet/Prop Electra II’s to Phoenix, San Diego, Long Beach, Las Vegas, Oakland 
e Luxury Champagne Flights, Hunt Breakfast Flights, and thrifty Aircoach, too 
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MAINLAND FACILITIES 
~ PLUS ISLAND ENCHANTMENT 


. FEY Business and pleasure mix beautifully at Sheraton’s four Hawaiian 

23] BL, | Hotels: the Royal Hawaiian, the Princess Kaiulani, the Moana, and 
MEETING HOUSE a the SurfRider. Each has function rooms which can seat groups of 
all sizes. The Royal Hawaiian, for instance, can accommodate 3500 for a meeting, 2000 
for a banquet. Sheraton’s new air-conditioned Meeting House, custom-designed 
for conventions, seats 1000 or divides to accommodate 5 smaller groups in complete 
sound-proof privacy. The Meeting House — with the latest in public-address and other 
equipment — 1s ideal for your convention or sales meeting. When your convention 
day is done, the fun begins. All four Sheraton Hotels are right at the beach of Waikiki, so 
you’re only seconds away from 70° swimming and surfboard-riding. There are nightly 
dances, luaus, and parties at each of the hotels. (Guests at one Sheraton Hotel have priv- 
ileges at all four.) There’s sight-seeing, boat trips, island-exploring—everything to make 
your stay perfect. For further information, write to Sheraton’s convention experts: 
Russell Schmidt, Sales Director for Sheraton in Hawaii; or Paul Mangan, National Con- 
vention Headquarters, 2206 Connecticut Avenue, Washington, D. C. 


By jet: S hours from the West Coast, 10 hours from the East By ship: 4% luxurious days via Matson Lines 


SHERATON HOTELS IN HAWAII 


rc 
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Meeting and Show News 


PLAN U.S. EXHIBIT SHIP 


New York City—Surplus aircraft 
carrier is under conversion to make 
exhibit space available on its flight 
deck and lower hangar level. Project 
belongs to American International 
Tradeship, Inc., here, sponsors of a 
year-long floating trade fair. Voyage 
is to begin in December, 1962. A 
pnuematic shelter is to cover exhibits 
on the flight deck in case of foul 
weather. Other facilities to be offered 
include an auditorium, offices, con- 
ference rooms, technical and business 
library, photographic shop and _ ac- 
commodations for crew and exhibitors. 

Route schedule for voyage includes 
east and west coast of Africa in the 
winter and spring of 1963. Euro- 
pean ports will be visited in late 
spring and early summer, according 
to the plan. India, Far East, and 
west coast of South America are other 
points of call. Sponsors estimate a 
total of 210 days will be provided to 
exhibit. Lay-overs of three to eight 
days will be arrannged for each port, 
depending on the market. Visits are 
to be promoted by advance publicity, 
official reception, cultural exhibits and 
chartered transportation for inland 
buyers to the ship, says the company. 


TRIENNIAL SHOWS IN ‘62 


New York City—Two shows in allied 
fields, held every three years, are both 
scheduled for the fall of 1962, but in 
different cities. The 5th International 
Food Congress and Exhibition will 
be held for the first time in the U-S. 
at New York Coliseum, Sept. 8-16, 
1962. Booth space is priced at five 
dollars a square foot. Previous shows 
were held in Paris (1950); Ostende, 
Belgium (1953); Rome (1956); Lou- 
sanne, Switzerland (1959). 

In Chicago, Master Brewers Asso- 
ciation. of America will hold its In- 
ternational Brewing Industries Expo- 
sition one month later. To open in 
McCormick Place, Oct. 9-12, 1962, ex- 
hibit space will cost $3.75 a square 
foot. 


“GARDEN” OVER PRR 


New York City — Plans to build a 
$75-million sports and entertainment 
center over top Pennsylvania Station 


SEPTEMBER 15, 1961 


in Manhattan were recently an- 
nounced jointly by Graham-Paige 
Corp. and Pennsylvania Railroad. 
Center is to include 25,000-seat Madi- 
son Square Garden sports arena, a 
4,000-seat auxiliary area, a 34-story 
commercial building, and a 750-room 
hotel. Center itself will cost about 
$60 million. Another $15 million will 
be spent to build the supporting col- 
umns for the large cement slab on 
which the center will be constructed. 


ACCORD ON LABOR RULES 


Detroit—Accord between city, ma- 
jor labor unions, and American 
Foundrymen’s Society here may point 
the way for improved labor conditions 
for the trade shows in the future. All 
three jointly signed an agreement of 
basic rules for installation, operation 
and demolition of the AFS Show at 
Cobo Hall, May 7-11, 1962. Ground 
rules will automatically become part 
of the contract between Cobo Hall 
and the Society, reports the Society. 

Under the agreement, each craft 
engaged in the show is allowed one 
steward and one business agent. Busi- 
ness agent may settle minor disputes. 
Steward or business agent are to call 
alleged infractions to exhibitor’s at- 
tention as well as register complaint 
with city representatives. Exhibitors 
report their complaints to city men 
as well. No exhibitor or contractor is 
allowed to engage labor on a stand- 
by basis. Work assignments are to 
be assigned only to labor poll of the 
proper classification. An extended 
dock area is to be reserved by show 
management. 

Any exhibitor is permitted to drive 
his own or company-owned vericle 
into dock area. Exhibitors may carry 
any items normally carried by hand 
into their booths. Railway and Air 
Express carriers are to unload at dock 
area and wait their turn in line with 
other carriers. Materials and supplies 
owned by city may be delivered in 
city vehicles and unloaded by city em- 
ploves. Light objects may be un- 
packed and placed in exhibit by the 
exhibitor provided no tools are used. 
Rearrangement of merchandise may 
be done by exhibitor under same pro- 
vision. Display firms of the city may 
errect and dismantle exhibits built in 


their shops. Exhibitors may perform 


JACKSONVILLE’S 
MOST DISTINGUISHED 
ADDRESS... 


The South’s Finest 
Commercial- 
Convention 


a the Perfect 


Family Hotel 
> 1 


located in 
the heart of the 
downtown 
area Now the 
Robert Meyer 
has an exciting new 
Rooftop Pool & Cabana 
Deck...a glamorous sun-and- 
fun area 6 floors above street-levgl 
— free to all guests! 


You'll find the food superb... the 
rates most reasonable. . . the location 
perfect — it’s a Meyer hotel! 


Drive-in registration — elevators 
to rooms 
550 outside rooms, each with 
individually controlled temperature, 
radio, TV, Hi-Fi 
Bali Hai cocktail lounge — dancing 
nightly 
Free inside garage for 250 cars 
A Complete Convention Center! 
e Meeting and banquet rooms for 
25 to 1100 
e A willing, experienced convention staff 
e Huge ballroom and exhibit area 
e Theater lighting; closed-circuit TV 
..@ unique, one-floor convention 
headquarters! 


Write today for full information, rates and 
availabilities — or call Jacksonville, 
Elgin 5-4411 


William E. Stubbs, Jr., 
Vice President- 
General Manager 


eve 


HOTEL ROBERT MEYER 
Jacksonville 

HOTEL EMERSON e Baltimore 
HOTEL SIR WALTER e Raleigh 


FORT GARRY 


OTTAWA » ne: 


>BOR IUGH 


sskaroa 


10 CANADIAN NATIONAL HOTELS 
OFFER YOU THE FINEST CONVENTION FACILITIES 


Your next convention can be the most successful ever. Plan to hold it in the colorful setting of a Canadian NATIONAL Hotel. Com- 
plete convention facilities and utmost in planning flexibility can meet your requirements for all business and social functions. For il- 
lustrated literature, floor plans, etc., write: Stanley E. Chambers, General Manager, Canadian Na- 


tional Hotels, Montreal, Canada. 
Queen Elizabeth— Montreal, a CNR Hotel Hotel Vancouver—Vancouver under joint management of 
perated by Hiltor 3 


yf Canada Ltd Canadian National Railways and Canadian Pacific Railway Company. 


Travel relaxed... take the train — NATIONAL HOTELS 
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Meeting and Show News 


(continued) 


(Minor 
as work not taking longer 
minutes.) Safety 
observed by all 


minor repairs. repairs are 
classified 
than 15 


crafts are to be 


rules for 


parties. 


NEW MEETING-SHOW FIRM 


St. Louis—Grosch-Tucker, Inc. an- 
nounced the creation of an associate 
exhibit house. Chester Wells, for- 
merly exposition manager for Ameri- 
for Metals, was recently 
named president of the new organiza- 
tion. Organization is to be known as 
Associated Exhibition 


can Society 


Management, 
Inc., planners and producers of con- 
ventions and exhibits. 


QUITS N.Y. FAIR 
Flushing Meadow Park—Food con- 


Restaurant Association, 
Inc., canceled its 15 food stand loca- 
tions in the New York World’s Fair, 
1964-65. Riff developed when food 
concern wanted to sell sign space over 
its counters. Fair officials nixed the 
plan. Brass Rail Food Services Or- 
ganization is the other stand conces- 
in the fair, with 14 locations. 

Other recent fair development is 
that over half of the World’s 
buildings will be air 


cessionaire 


sionaire 


conditioned by 
gas, according to Brooklyn Union Gas 


Co. Brooklyn gas utility will supply 


Plans make fair 
grounds the largest gas air-condition- 
ing concentration in the U.S., accord- 
ing to President John E. 


Hevke. 


all gas for the fair. 


compan\ 


FAIR TO BE ANNUAL 


Chicago—Nine-man board of di- 
voted recently to make it 
fourth Chicago International Fair an 
annual event. 
after this year’s 17-day show pulled 
over 600,000 people to its exhibits. 
Show will be held in McCormick 
Place again in 1962. 


rectors 


Decision was reached 


BABY SHOW FOR L.A. 


Los Angeles — First 
Baby Life Show, to stimulate mass 
consumer interest in the 


International 


baby infant 
market, is set to open at the Sports 
Arena, May 22-27. Between 200 and 
250 manufacturers and supplies are 
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Fair 


expected by the producers to exhibit 


According to the pro- 
industry has never been 
Amer- 


at the show. 
ducers, the 
showcased as an entity to the 
ican consumer public. 


MORE EXHIBITS FOR “21” 


Seattle—Century 21 officials continue 
to plod along to fair’s opening in 
spring. They have made some prog- 
ress, too. General Motors Corp. re- 
cently announced its participation, ac- 
cording to William S. Street, 
man of the exposition. Exhibit is to 
be a series of displays to portray cars, 


chair- 


highwavs and controls of the next cen- 
One feature will be an experi- 
mental vehicle designed to operate on 


tury. 


electronically controlled highways. 

I. duPont de Nemours & Co. al- 
so joined the ranks of exhibitors. 
Plans call for a fashion exhibit which 
will that 
they best- 
dressed in the century ahead. Fashion 
pavilion will feature four daily show- 


reassure American women 


will remain the world’s 


ings of women’s apparel by leading 


manufacturers. Another exhibitor is 
Revlon Inc., manufacturers 
Company intends to offer the 


“Fountains of 


of cos- 
metics. 
public Fragrance,” 
where it will introduce its new per- 

Exhibit will take the form of 
a giant perfume pool. 

Recent 
tional 
Spain 


fumes. 


exhibitors on the interma- 
level West 


Latin 


include Germany, 


and _ five American na- 
tions—all formally agreed to partici- 
pate. Seven new countries to partici- 
Brazil, Chile, 
and Guatamala. Another 
exhibit from a distant land is India, 
to occupy 5,000 sq. ft. in the World 


of Commerce 


pate also include Peru, 


Venezuela 


fair. To service foreign exhibits, 
R E A Express, New York City, has 
been appointed official customs house 
broker for the exposition. 


U.S. ACTIVITY ABROAD 


Washington, D. C.—Current agenda 
for U.S. Government exhibits abroad 
in the near future: Industries Fair in 
New Delhi (Nov. 14-Jan. 1); US. 
Trade Exhibition, Accra, Ghana (Nov. 
24-Dec. 24); Trade Fair in Zagreb, 
Yugoslavia (Sept. 9-24); and the In- 
ternational Trade Fair at 
nisia (Oct. 13-29). 


Tunis, Tu- 


and Industry area of the 


DELLS 


a araie ( )anyulis 


ALONG THE pypso™ 


ere, in one of New York State’s 
most beautiful sylvan settings, is 


a quadrangle of comfort and convenience 
with both perfect atmosphere and com- 
plete facilities for your next conference 
of 10 to 100. 


Your choice of several meeting rooms in 
several buildings to meet your am 
requirements and assure 


privacy. 


And, at 


your service a staff 4 
that knows how to 
help make meetings, 
conferences and sem- 
inars successful. 


»* Country estate size guest rooms 

»* Gourmet quality food and drink 

»* Charming cocktail lounge 

* Outstanding 18 hole golf course 

»* Beautiful Olympic pool 

* 3 Fast clay Tennis Courts 

* Direct telephone wire to 
Manhattan 

* Complete hotel-resort services 


ONLY 45 MINUTES 
FROM MID-MANHATTAN 
Convenient via New York Thruway, 
Palisades Parkway and 

Public Transportation. 

(10 minutes from Exit 13) 


Interested ? 


Just write or call for illus- 

trated brochures, rates and 
avauabilities. Or, better yet, 

call to arrange a tour of N.J. 
inspection, 


ae 


Fes Civ, i. ¥. 

Telephone: New City —4-4626 
New York—LOrraine 2-7575 
JOHN E. STRAUB, General Manager 


Let’s make it a really big convention 


ie ay ip « 
ys 


Eastern can help make your convention attendance travel is our specialty. And we are sure you will be well 
greater than ever. How? By planning a special pre- or satisfied, both with the increased convention attendance 
post-convention tour for your group to such favorite and with your Eastern convention tour. 
vacation lands as Florida, Mexico, Canada, Bermuda, Call your local Eastern Air Lines office or write: 
Puerto Rico or the Caribbean. Conventions Sales Department, Eastern Air Lines, 10 

Let us plan your convention tour today. Group Rockefeller Plaza, New York 20, N. Y. 


EASTERN A/R LINES 


DEPENDABILITY...FROM THE GROUND UP 


FOR YOUR 
NEXT CONVENTION- 4% TO-END-ALL-CONVENTIONS... 
PNEW ORLEANS ca euarantce ena 


every delegate of every convention will 

have a time in New Orleans he’ll never forget. 

There’s a disadvantage to New Orleans con- 

ventions, however —there’s so much night life to 

enjoy, so much superb food to eat, so many things to do, 

so many places to go and see — there’s never enough time. 

For the best convention you’ve ever had, schedule it in 

New Orleans’ Jung Hotel, the South’s largest convention 

" York. MU 8-0123 host. 1100 guest rooms, 10 superb meeting rooms, Char- 
fais ' : Y : 2-648) coal Room and Cocktail Lounge, every facility, every 
Chicaeo. MO 4-5100 a Be service and everything that any convention could 
se A pearany need is in the fabulous Jung. Come pre- 
ee os ‘ See atia pared for the time of your life 

eigen ae J : — RE gs 5S , in New Orleans, 


See you at 


THE 


eae 5 % . ae - . re nee | oe ce 7 oar a . = weg meg meres Lae rae - . i | 
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THIS IS THE PLACE FOR GROUP 1 MEETINGS! 


E chee a 
THE COMPLETE HOTEL AND COUNTRY pn 


Perfect for CONVENTIONS—the wonderful world of the DIPLOMAT! 

You'll accomplish more, enjoy more in this complete-in-itself convention 

world! More flexible space — 31,000 square feet in our new Convention Hall 

alone, seating over 2,000...plus a variety of other meeting rooms that can easily 

seat from 150 to 1,414! Ail have the latest sound and lighting innovations; all are 
climate-controlied; all are supremely comfortable —and there’s a special exhibition hall, 

with convenient ramps, totaling 13,000 square feet! Luxury accommodations — 700 deluxe 
guest rooms in three delightful places: Diplomat East; Diplomat West; the new Diplomat 
Inn, adjoining our two private golf courses. Complete fun and sports facilities — a Country 
_ Club all your own, with Free Golf on an 18-hole PGA course or a new 9-hole course...Free 
Tennis on & clay courts...deep-sea fishing from our own dockage...swimming in 5S pools 
or from our 1200-foot ocean beach. Worid-famed food and service— dining in 6 celebrated 
restaurants on award-winning cuisine; service as it should be; expert assistance and planning 
from the top Diplomat convention staff! Ideal location — in the heart of the exciting 
Florida Gold Coast...minutes from Miami Beach, Hollywood, horse and dog racing, jai alai. 


No other place can offer you so much for business and pleasure! 


HOLLYWOOD BY-THE-SEA, FLORIDA 
IRVING TILLIS JOHN MONAHAN 


Director of Sales Sales Manager 


SAMUEL FRIEDLAND JEAN S. SUITS ; IRVING COWAN 
Ownership Managing Director 9° Vice President 


Teletype: HOLLYWOOD 351 Phone: WAbash 3-8111 
New York * Cl 7-7750 * Teletype NY 1-425 / Chicago * 467-6082 * Teletype CG 1264 / Detroit» WO 1-7765 « Teletype DE 1480 
Philadelphia * LO 3-8820 / Atlanta * JA 4-3486 * Teletype AT 752 / Washington, D.C. * FE 8-8782 * Teletype WA 279 
Boston * AS 7-8948 / Toronto * RU 2-2752 / Montreal * HU 6-7777 / San Francisco * EX 7-2717 
Represented nationally by LEONARD HICKS, JR. & ASSOCIATES 


LOOKING FOR A MEMORABLE CONVENTION SITE? LOOK TO 
CANADIAN PACIFIC HOTELS FOR THE FINEST FACILITIES! 


Get more done, have more fun at CANADIAN PACIFIC hotels 
... located all across Canada. For information and reserva- 
tions write: Convention Traffic Department, Canadian Pa- 
cific Railway Company, Windsor Station, Montreal, Québec. 


¥ 
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THE ROYAL YORK, Toronto, Ontario. The largest and most 
luxurious hotel in Canada. There’s a new 400-room wing, bring- 
ing the total to 1,600 rooms. And every one has radio and TV! 
Convention facilities include: the new Canadian Room accom- 
modating 2,200. Seating capacity 7,500 in public rooms. New 
lounges, dining rooms. Serving capacity of 10,000 at any one 
mealtime! Complete public address systems—35 and 16mm pro- 
jector equipment. 400-car garage with registration facilities, and 
connecting overpass to hotel. The Royal York is located in the 
heart of metropolitan Toronto—just one night away from key 
U.S. cities! Open year-round 


CHATEAU FRONTENAC, Québec. World-famous hotel overlook- 
ing colorful Québec and the mighty St. Lawrence. Convention 
features: 660 rooms, meeting and exhibition rooms, private din- 
ing rooms, sound projectors. Superb food, thoughtful service. For 
after-convention hours: snow sports, golf, sight-seeing, shopping 
on quaint, winding streets. In French we call it a succés fou! In 
any language: an unforgettable convention! Open year-round. 
DIGBY PINES, Digby, Nova Scotia. Unique fishing town inn. 175 
rooms, 31 cottages. Convention facilities. Golf, fishing, tennis, 
swimming. Superb seafood. Open June 24 to September 3. 
CORNWALLIS INN, Kentville, Nova Scotia. Set in the peaceful 
orchards of the lush Annapolis Valley. Facilities for 150, ideal 
for small gatherings. Fishing, golf nearby. Open year-round. 


ALGONQUIN, St. Andrews-by-the-Sea, New Brunswick. Wonder- 
ful Old English atmosphere, fine food and service. Accommodates 
350. For after-meeting hours: golf, swimming, tennis, fishing, 
shuffleboard, sailing. Open June 10 to September 7. 


ROYAL ALEXANDRA, Winnipeg, Manitoba. 450 well-furnished 
rooms. Dining room, coffee shop. Selkirk Lounge. Many conven- 
tion facilities. Open year-round. 


THE SASKATCHEWAN, Regina, Sask. 270 rooms with radio, 
some with TV. Comfortable accommodations. Good food and 
service. Ranch dining room, coffee shop. Open year-round. 


THE PALLISER, Calgary, Alberta. 487 rooms. Radio, TV avail- 
able. Dining room, coffee shop. Range Room, Penthouse Lounge. 
Centrally located. Open year-round. 


BANFF SPRINGS, Banff, Alberta. Baronial retreat mile-high in 
the Canadian Rockies. Spectacular view of snow-capped peaks, 
sunny mountain trails. 600 rooms, every convention facility. 
Cocktail lounges. For fun: swimming, shuffleboard, riding, golf, 
dancing. Scenic tours. Planned entertainment. Open May 26 to 
September 15. 


CHATEAU LAKE Louise, Lake Louise, Alberta. Just 40 miles 
west of Banff. A majestic mountain retreat and world-famous 
resort. Every window reflects the calm and might of ageless peaks. 
400 rooms. Adequate convention facilities. Cocktail Lounge. All 
Alpine sports. Boating, riding, swimming, dancing, concerts 
nightly. Open June 12 to September 4. 


EMPRESS HOTEL, Victoria, B. C. Located on Vancouver Island, 
evergreen playspot of the Pacific Northwest Coast. 570 rooms. 
Meeting, exhibition, private dining rooms. Coronet Lounge. For 
relaxation: hunting, golf, riding, fishing, swimming in famous 
Crystal Gardens. Mild climate. Open year-round. 


Canadian Cacific 
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As the Editors See It 


No Change 


IT WORKED! Enough people screamed loudly 
enough to penetrate the normally deafened ears 
of Internal Revenue Service. While the fears 
were weil founded, you can relax. Your meet- 
ings will not be taxed out of existence. The 
law with regard to allowable tax deductions has 
not changed. 


Statements eminating out of Washington made 
almost any kind of meeting suspect for one 
reason or another as far as tax men were con- 
cerned. If there was any leisure involved, the 
meeting was questionable. If sessions were in 
a resort, watch out! 


Sheer stupidity of some of the proposals and 
interpretations built up into a frightening night- 
mare. Were all those proposals foisted onto our 
economy, we'd be on a fast slide to ruin. 


Some of the ill effects of the irrational talk in 
Washington worried some top executives in 
industry to the point that they forbid any com- 
pany meeting anywhere that had a golf course 
within a mile — for fear that this might be con- 
sidered a non-business meeting. 


But the clamor by business interests finally 
was heard. 


Traditionally, IRS shies away from blanket 
statements. It prefers not to give a general 
opinion. Rather, tax men want to rule on just 
a specific case. 


But because so much furor was caused 
throughout industry, IRS had a change of heart. 
When confronted with the concern by industry 
as to whether, under existing law, legitimate 
expense deductions, particularly those for con- 
ventions and sales meetings, are being dis- 
allowed because the business activity takes place 
at a resort area, IRS Commission Mortimer M. 
Caplin, has stated (and in writing): 


“There is no reason for such concern. While 
it is true that we have intensified our audit in 
the travel and entertainment expense area, there 
has been no change in the concept of what 
constitutes a deductible expense. Those expenses 


SEPTEMB 


in Tax Law! 


which are clearly shown to be for business 
purposes will continue to be allowable under 
existing law.” 

Caplin says that an analysis of a large group 
of cases from all parts of the country that in- 
volved a variety of travel and entertainment 
expenses did not reveal that any expenses were 
disallowed merely because of a site of the con- 
vention or meeting. Disallowances were proper- 
ly made to eliminate wives and children’s ex- 
penses, expenses of side trips and for lack 
substantiation of expenses incurred. (Of course, 
if a wife is active in a business, her expenses are 
still deductible as would any employe’s.) 

“In order to curb abuses in the travel and en- 
tertainment expense area, our examiners must 
continue to take a good hard look at such deduc- 
tions,” says Caplin. “At the same time they must 
bear in mind that in the absence of a legislative 
change, the tests for deductibility of these ex- 
penses remain the same.” 


What's the major criterion for allowability of 
meeting expenses? The meeting's objective! If 
your meeting has a valuable business purpose, 
the leisure time used at a resort’s facilities is no 
bar to legitimate deduction for your meeting. 
On the other hand, if you promote the conven- 
tion as a vacation, stress all the sports and 
pleasure available and throw in a business ses- 
sion as incidental to the main purpose — 
tion — be prepared to pay. 


a VaCa- 


Make sure your promotional material and 
printed programs reflect the business aspects of 
your meeting. This is part of the material Uncle 
Sam looks for when you try to substantiate meet- 
.- expenses. 


», plan your meetings well. Keep records 
of a your plans. Stage your meetings wherever 
you find facilities and atmosphere that will give 
you results you want—it’s okay with Uncle Sam. 
But, be sure you have proof on hand when 
asked about your meetings. Although Uncle 
Sam’s eyesight ran get a little hazy, generally 
it’s 20-20 when he looks at substantiating evi- 
dence for a tax report. 


PHILADELPHIA, PENNSYLVANIA ; 
300 guest rooms * 9 meeting rooms * Grand Ball- 
room, capacity 700 * TEnnyson 9-6000 a Se 


Marriott 


MOTOR HOTELS 
Pioneers of New Business Meeting Concepts 


Marriott — surname of four great motor hotels—symbolizing lux- 
ury and comfort to business executives everywhere. 


Marriott — introducing new standards of excellence for business 
meetings and conventions. Every Marriott Motor Hotel Offers — 


Ultra-modern guest rooms and executive suites/each with individually- 
controlled air-conditioning, TV, hi-fi radio, dial-a-phone. 


Flexible, functional meeting and banquet rooms/ air-conditioned/fully 
equipped with modern meeting aids. 


Specialty restaurants/dining room/coffee house — Marriott-owned and 
Marriott-operated. 


ALL hotel services/motor hotel conveniences/resort pleasures. 
Fine location/close to downtown/convenient to airport and major highways. 
Seasoned management/experienced staff. 


Swimming Pool and Patio. 


For a complete kit of literature and floor plans, write: 
General Sales Manager, Marriott Motor Hotels, U.S. 1, Washington 1, D.C, 


New York Representative: 

Sumner A. Baye, Inc., 681 Fifth Avenue * Plaza 1-5885 

Chicago Representative: 

Leonard Hicks, Jr., Inc., 505 North Michigan Avenue * MOhawk 4-5100 


WASHINGTON, D.C. / KEY BRIDGE : DALLAS, TEXAS 
225 guest rooms * 8 meeting rooms * Georgetown 300 guest rooms * 11 meeting rooms * Sundown 
Room, capacity 300 * JAckson 4-6400 Room, capacity 1000 * Riverside 8-7511 
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How To Be 


A Clever 
Show-Goer 


By ED GREIF* 


IF YOU are scheduling a visit to an 
important industrial exposition, you 
will find it profitable to plan your 
visit. 

An industrial exposition literally 
sparkles with ideas you can use — 
thousands upon thousands of them. 
No matter how diligent you are, you 
will not be able to do justice to all 
of them. 

Some exhibits will contain products 
so new they are not yet in produc- 
tion. Some will show staple products 
on the market for years but whose 
application has now broadened so 
considerably that the story they pre- 
sent is entirely new. 

In many instances, you will see an 
old product which you rejected years 
ago because of some limitation it had. 
But it is in a new model now, with 
all the bugs gone. 

New, old, or remodeled, products 
in an exhibit have a story for you. It 


*General Partner, Banner & Greif, Public 
Relations, New York City 


is easy to miss the idea behind the 
exhibit unless you take the time to 
examine it carefully. 

If you spent only five minutes at 
each of three to four hundred booths, 
you wouldn't have time to get past 
half of them. And there are sure 
to be some where you'll want to 
spend substantial time. 

This treasure house of ideas, how- 
ever, is something too good to miss. 
You can get the most out of it if 
vou follow some simple rules: 


1. Plan your visit! Spend a_ half 
hour, or so, to jot down problems to 
which you want answers. You'll find 
that a list will help you focus your 
attention on a display which comes 
up with the answer. Consult your list 
frequently during the show to make 
haven't missed 


certain vou some 


answers. 


2. Don't try to do it all in one day. 
A big show covers acres and acres. 
Biggest mistake of most visitors is 
that they fail to allow sufficient time. 


3. Don’t try to do it all yourself. 


Co, 
' mn, 
iv. Mcal Con 


Bigger firms send teams of 10 and 20 
engineers to study a show. Each man 
is assigned a particular area of in- 
terest. Most of the men spend the 
entire four or five days at the show. 
They 


night, so that overlapping interests 


discuss their findings each 
mav be covered. Each man then ren- 
ders his report at staff meetings when 
he returns to the plant. You may not 
have a big enough staff for that, but 
even one additional person will be a 
big help 


4. Bring some of your younger 
men to the show. Only at a show does 
a man get a realization of the breadth 
of the field and the many sources ot 
information. 


5. Handle the products. Big ad- 
vantage of a show is its three dimen- 
sional quality. See how the product 
is machined. Test the quality of the 
material. Try to break it down. Work 
the controls. 


6. Compare! Most sales talks are 
pretty While it’s still 
fresh in vour mind, walk over to the 
next aisle and talk to the competition 
about it. Then come back, and hear 
the rebuttal. Only at a show, can 
you get all the answers so quickly. 


convincing. 


7. Take advantage of the experts. 
Most companies send some of their 
top experts to answer all questions 
expertly. They know the answers, if 


(continued on page 135) 


DARNDEST thing I ever saw happened last week. 
It was at a sales meeting — like of which you probably 
haven't seen either. 

Before the 24 salesmen who attended this meeting 
had a chance to settle down and listen to a speaker 
(there wasn’t one), they found themselves hard at 
work. They struggled with one problem after another. 

Problems that were thrown at them were built 
around typical events that occur during an average 
week. Salesmen had to make decisions on such things 
as calls from headquarters, customer complaints, re- 
ports, emergency meetings, price changes, etc. 

Simultaneously, each man received one piece of 
paper after another. Each piece of paper described 
a phone call, sales call or other situation. Each man 
had to write down what action he would take on 
each item and explain why. 

Next thing that happened was that the 24 men 
were divided into three groups of eight. Each man 
in the small group had to describe the actions he 
took on the “paper” problems and explain his deci- 
sions to the others around the table. Then each table 
agreed upon a group solution to each problem. Based 
on the group solution, each man graded himself and 
announced his grade to the group. 

Cases they dealt with were close to real life. They 
were based on real problems salesmen had sent in, 
plus problems cooked up for them by management. 


Principle of Calculated Neglect 


After salesmen had exhausted each other on this 
exchange of decisions on all the events of the hypo- 
thetical week, the sales manager got up. He used 
some slides to develop a practical planning method 
called “Principle of Calculated Neglect.” At this point 
the boys were ready to admit that they didn’t have 
all the answers and that they obviously did not make 
the best possible use of their time during the course 
of the “week.” This new principle was a method to 
get more out of the week —to use less time and less 
energy. (A welcome idea!) 

After this explanation the men went back into 
those groups of eight, this time to talk about how 
they could apply this “solution in principle” to the 
real-life situations on the job. 


How Management Could Help 


All the foregoing happened during the first day of 
the three-day meeting. Around the end of the first 
afternoon, the total group developed a lively discus- 
sion on how management and various staff and tech- 
nical people could help salesmen on many kinds of 
problems. Problems had been turned up through 
this exercise and in discussions about how to apply 
the Principles of Calculated Neglect. Since salesmen 
were dealing with a series of situations that they 
all had just “experienced,” it was possible for staff 


, 


By CHARLES E. KING 


people (who apparently had had a chance to think 
beforehand about some of the possible questions that 
would arise) to come in with some real help, in terms 
of specific suggestions. 

Next morning began with a series of experiments 
and excercises on the subject of salesmen-customer 
communications. The sales manager used a series of 
visual aids and props to help him explain this com- 
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plex process in a fascinating way. He got a lot of 
audience participation into it as salesmen tried to 
figure out optical illusions and problems in perception. 

Then salesmen were divided up into groups of 
three men. Each trio was given a selling case situa- 
tion and each man was briefed to take a point of 
view of a customer, of a salesman, or be an observer. 
Each group went to a hotel room with a tape re- 
corder which they were instructed to use to record 
their playing out of the selling situation. 

As two men played out the selling situation in 


room, the observer recorded it. Then the total 
group reconvened and one of the recordings was 
played back for the whole group to hear. The sales- 
men were instructed in how to listen to the tape 
in terms of the atmosphere developed by the sales- 
man, his problem-solving approach, the way the cus- 
tomer reacted, etc. When they had learned how 
to listen to the tape, the trios went back to their 
rooms to play back the recording they had made. 


Learn How to Listen 


After that they had another selling situation which 
they played and recorded again, and so on throughout 
the day. Each situation took a different selling 
situation which had been developed through some 
interviews with salesmen beforehand. And for each 
situation they were instructed to play back and 
listen to it in a slightly different way. For example, 
when it came to listening to how the salesmen closed 
a sale, their whole attention was directed to the 
“structure” developed by the salesmen for communi- 
cating his story effectively and persuasively. 

Impressive thing here was that nobody was getting 
judged or being made uncomfortable as so often 
happens with role-playing in front of a large group. 
It was real practice selling, but it got below all the 
obvious stuff of the old formula approach. There 
was a great deal of interest in listening to “attitudes,” 
“values,” “talk patterns,” “perceptions,” “problem- 
solving approaches” and so forth. Through the use 
of repetition they were able to learn how to observe 
their own presentations and to get feedback to im- 
prove their approaches. 

At the end of the afternoon, the same three groups 
of eight that had been meeting the day before, met 
again to compare notes on what they had learned 
and to feedback further requests for help to the 
staff, in an “open” session. 

Final day really produced the climax of the three 
days. At this point the men already had thoroughly 
worked over their approaches to personal planning, 
their communication with and_ relationship with 
management and staff in their organization, and use 
of resources. They also had quite a bit of selling 
practice. Now they were put to the test in the use 
of all these skills. 


Teams in Competition 

The three teams of eight salesmen now went into 
direct competition. Though having worked together 
over these three days, each group had become an 


effective working team and had unconsciously become 


very competitive with the other two groups. Now 
the job was to develop a selling presentation to a 
big customer—one of those deals into which most 
selling organization run. It takes quite a bit of tech- 
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an all-time high 
in my book.” 


MEETINGS/Part | SALES MANAGEMENT 


Stages Biggest Intro 


Sound effects and variety of visuals builds emotion impact 


for three-day meeting. Regional, district managers get their 


first look at 1962 cars. Each session is complex production. 


CHEERS, SHOUTS, whistles, thunderous applause 
erupted as curtains parted and rose, lights dazzled 
and flashed, billows of smoke cleared, and there in 
the center of the stage revolved a brand new auto- 
mobile, sparkling under powerful spotlights and full 
stage illumination. 

Regional and district managers of Chrysler-Plym- 
outh Div., Chrysler Corp., saw the 1962 Plymouth 
for the first time. It was at their annual sales meeting 
last month to introduce the new line. While the 
entire “reveal” of the new car took just short of two 
minutes — including the two complete revolutions of 
the car on a turntable — this bit of stage business kept 
professional stage craftsmen up for hours the night 
before. 

Without question, this Chrysler meeting was the 
most complex and involved event you can find. Three 
advertising agencies, theatrical production company, 
sound effects company, script organization, plus 
dozens of Chrysler executives and two professional 
actors were combined into three days of swift moving 
presentations. Its fast pace was no accident. Re- 
hearsals each evening were cutting sessions as well. 
Chunks of speeches, slides and stage business were 
ruthlessly slashed to tighten the program and give 
each segment full impact on the audience. 

“We're in an emotional business,” points out a 
Chrysler executive. And Chrysler-Plymouth “Pocono 
Pow Wow” was jammed with emotion-producing ele- 
ments. 

Having selected Tamiment, in Pennsylvania’s Po- 
cono Mountains, as site for this meeting, Chry sler tied 
everything into an Indian theme. A cartooned face of 
an Indian appeared on everything — program book, 
large badge, hat badge, signs. Signs decorated almost 
every wall in sight. These banners proclaimed such 
things as: “On the Sales Warpath,” “Sitting Bulls 
Make Nickels — Running Deer Make Doe! (and have 
more fawn).” 

Logistics for this meeting were tricky. Men came 
from 160 cities. One third of the 650 came from 


SEPTEMBER 15 1961 


within driving distance. The balance were flown into 
Allentown, Pa. (about 60 miles from Tamiment) and 
were met by buses. United Air Lines planned the 
itineraries which included five charter flights — three 
out of Detroit, two out of New York City. Men flew 
into these “collecting” points to meet the charters. 
(Cost for transportation was roughly $75,000.) 

When regional and district managers arrived a 
Tamiment, they were greeted by an Indian_ in fall 
regalia and waved on to the headquarte rs building 
to register for the meeting. There, each man received 
a packet of material — program, badge, golf tourna- 
ment schedule, map of the resort and room key. Next 
he moved to a table to pick out a visor cap (blue for 
home-office men, tan for field sales and gray for 
service people). 

Next stop was the fishing license counter. Awaiting 
those who indicated in advance that they wanted to 
fish, were fishing licenses (five-day tourist license, 
$3.40 each paid by Chrysler). 

Everyone arrived Sunday evening. Everyone was 
told about the 7 a.m. breakfast and 8 a.m. meeting. 
Nobody took it seriously Sunday night at the cocktail 
party and sumptuous dinner. But, next morning. . . 

On the dot 6 a.m. a station wagon equipped with 
two loud loud-speakers blasted everyone out of bed 
with frenzied music and a recording of the most sour 
reveille bugle this side of Fort Dix. By 7 a.m. every- 
one was on hand for breakfast. Waiters were decked 
out with Indian headdresses (imported from Detroit). 
By 8 a.m. everyone was se vated in the Tamiment 
theater while peppy “walk in” music blared over the 
p.a. system. 

The theater, designed for summer stock shows, 
offered basic facilities that allowed Music Corp. of 
America (which handled the staging) to install a full 
complement of curtains, added lights and special 
properties. The stage was built up about a foot 
higher to accommodate the turntable for new cars. 

Monday morning’s session covered the introduction 
of 62 C hry sler and Imperial cars. Chrysler is a firm 
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REGISTRATION for field force is apart from hotel’s regular 
check-in desk. Room is set up to allow district and regional 


believer in the value of good sound for its meetings 
and it had a specialist from Sound FX, New York 
City, to put music and sound under each speaker. 
Each live talk was over special music and sound 
effects to add impact to every word. Cues were 
voluminous, timing was split second. 

Eight tape recorders were used for the meeting. 
About three were called into play for each segment. 
Drum rolls, fanfares, zooming sounds, and all sorts 
of effects punctuated every important statement of 
company officials. 

This split-second timing required hours of re- 
hearsal. Afternoon and night before a session, agency 
pe rsonnel (from N. W Aver & Son, Inc., for Plymouth- 
Valiant, and Young & Rubicam, Inc., for Chrysler- 
Imperial) were on hand to handle their advertising 
stories. Ross Roy, Inc., men produced many of the 
training film segments and had a large part of behind 
the scenes planning and operations. Tom Marker & 
Co., creator of scripts for Chrysler-Imperial, was on 
the scene, too. 

Chrysler executives and the new cars, particularly, 
were stars of the meeting. 


Combined Forces—Biggest Meeting 


Just a few weeks before the pow wow, the com- 
plete integration of Chrysler and Plymouth Divisions 
was accomplished. This was the first time that the 
field forces were joined. Thus this was the company’s 


biggest meeting 


managers to pick up meeting kit and badge, golf schedule, 
room key, hat, and fishing license within minutes. 


Claire E. Briggs, corporate v-p and general man- 
ager of Chrysler-Plymouth Division, reveals that this 
meeting had the biggest budget. As for the impact 
of the sessions, says Briggs, “It was an all-time high 
in my book. I've never seen it like this, and I've sat 
through a lot of these,” he said after the first morn- 
ing’s session. 

Many of the films shown — some only in part — are 
to be used for introduction meetings for dealers. 
Dealer meetings are being held in 18 regions during 
Sept. 12-21. When the Pocono Pow Wow was planned, 
dealer introduction meetings were considered so that 
material could serve dual functions. 

For instance, a film segment narrated by Chet 
Huntley and Dave Brinkley, TV personalities, was 
designed to be used as an introduction of regional 
managers at their dealer meetings. Chet Huntley, 
in the film, talked about the automotive industry 
and introduced the regional manager for the dealer 
session. (Huntley and Brinkley made 18 separate 
introductions on film so that each dealer meeting had 
a “personalized” introduction for the regional man- 
ager who acted as chairman for the session.) 

Separate introduction meetings were held for the 
press (aboard a ship that sailed from Detroit to 
Cleveland) Sept. 6-8. Members of the press were 
driven to the ship and right onto it in 61 cars. Then 
the 62 cars were unveiled as they headed for Cleve- 
land. When they reached port, they had a chance 
to drive the new cars and attended a gala banquet. 

From Tamiment, regional managers participated 
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in a press interview via telephone. Regional p.r. men 
lined up five media men — local financial editors and 
TV newsmen — in their cities. Newsmen were alerted 
to receive calls from the regional manager from 
Tamiment during the initial introduction meeting. 

Arrangements were made with the telephone com- 
pany to place the long-distance calls for the 18 
regional managers during one afternoon. These 
telephone interviews right from the spot where the 
cars were unveiled first had added urgency and 
impact. 


Regional Managers Are Busy 


Regional managers were busy men at this meeting. 
In addition to the telephone interviews they had to 
rehearse the two-way conversation with the film of 
Huntley-Brinkley. On film, Huntley would ask a 
question, and the regional manager had to answer 
“live.” Then Huntley would ask another and pause 
for an answer. Unless the managers were well re- 
hearsed, the film segment would lose its punch as an 
actual discussion. 


Humor was woven into this Huntley-manager ex- 
change. For instance, Huntley asked about fins. The 
regional manager doesn’t answer but puts on a dis- 
turbed expression. When Huntley asks why the 
manager doesn’t answer, the manager responds: “I'm 
waiting for a question I like.” (Incidentally, fins will 
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cease to be a subject of discussion in ’62 since Chrysler 
has given up fins on its new line.) 

Dozens of film techniques were used in the meet- 
ings. Slides, strip films, Cellomatic projection, and 
motion pictures showed ingenuity. 

On Tuesday morning when Plymouth and Valiant 
were introduced, combination live and film sequence 
was used. Story line concerned a young woman who 
won a baking contest and her prize was any two cars 
she wanted. She and her husband were to go to 
Detroit to pick them. The actors, live on stage, 
explained the situation in little vignettes which led 
into a film sequence in which “Mrs. Barton” learns 
about the new cars from a Chrysler engineer. In the 
film, the camera becomes Mrs. Barton’s “eyes.” The 
“engineer” talks directly to the camera as he addresses 
Mrs. Barton. Later he takes her for a trial spin in 
a new car. 


Three Sets of Actors 


You see only Mrs. Barton’s hands on the wheel 
or her foot on the accelerator in this sequence. Reason 
for this is that three sets of live actors will be used 
for this meeting segment at dealer introduction ses- 
sions. Live actors will travel to cover all 18 regional 
meetings and play the Bartons. 

The film of Mrs. Barton’s trip to the Chrysler prov- 
ing grounds stops and the actors reappear live to 
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further the plot. Then the film comes on again. 

At the Pocono Pow Wow, during one break in the 
film sequence, the new Plymouth was unveiled. Be- 
cause it was completely new (in size, weight and 
design) for 62, it was greeted with unusual enthu- 
siasm. 

To cover the advertising program planned for the 
new Plymouth, Cellomatic projection was used. This 
is the projector that flashes on the rear of a screen 
and offers animation effects, produces wipes and dis- 
solves and can change iris openings of the lens. This 
projector is based on the overhead projector princi- 
ple. However, Cellomatic uses two light sources and 
includes attachments that make crawls and other 
effects possible. 

With as complex a meeting as that staged by 
Chrysler, you might expect months and months of 
preparation. But that wasn't the case. Only about 
10 weeks were used to put the entire program to- 
gether. 

Reason little time is used to plan for this meeting 
is that programs and policies for the new marketing 
season are not set until almost introduction time. 
(For instance, the price of the car is not set until a few 
days before it goes on sale.) Almost daily, 
sions are made. 
afforded 

To overcome this obstacle of short time for a com- 
plex meeting, professional organizations are a must. 
The “pros”can do in days what others might take 
weeks or months to accomplish. They have access to 
any talent or equipment required. 


new deci- 
Hence, no long planning period is 


Right up until hours before actual sessions were 
staged for regional managers, changes were being 
made in scripts and presentation plans. Actually 
performance went as smoothly as though the meeting 
had been planned more than a year and rehearsed 
for months 


To get “stars” for the show is a touch and go 


business. The “stars” are the new cars, and because 
they must be on hand before assembly lines start to 
turn them out, they are practically handmade. If 
canvass-covered cars are rushed to the meeting site 
just in time, so are many other things. 

Several of the MCA-made motion-picture films 
were still being processed the day before they were 
to be shown. One short film didn’t arrive until mid- 
night before the 8 a.m. session. One problem with 
films, of course, is the last-minute availability of cars 
to photograph. 

Heavy emotional play that enters into the program 
is relieved with bits of humor. When the advertising 
program was introduced, the ad manager explained 
that a survey was made to determine what salesmen 
thought of the men who created the advertising. 
“Answers” were shown on color slides. “Where do 
ad men get ideas?” was answered with a picture of 
four Madison-Ave. types slumped over a bar. “Do 
they work hard?” was answered with a color slide 
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of 'an ad man reading a magazine with a blonde in 
his lap. 

Since Pocono Pow Wow brought together Chrys- 
ler’s field force that accounts for 67% of its passenger 
car sales (Dodge meets separately), much rides on 
its success. The meeting is big and expensive. Its 
size set a record for the airport at Allentown for the 
number of passengers to land within an eight-hour 
period. 

Regional and district managers at this meeting had 
afternoons off to unwind from the emotion buildup 
of product introductions. Those who golfed had 
plenty of caddies. For a full week, Chrysler adver- 
tised in local papers and on local radio to round 
up enough caddies for 275 golfers. Each foursome 
was given eight minutes to tee off. A mimeographed 
schedule was prepared so that golfers would know 
exactly what time they were due to go. 

Fishermen among the managers could take their 
good old time —as is the way with fishermen. They 
were supplied with boat and bait and could stay on 
the lake that fronts Tamiment as long as they liked. 

First two days of the meeting were for product 
introductions and the third morning was given over 

» “Operational Programs and Objectives.” 

All meetings were staged in Tamiment’s theater. 
Cars were displayed in the ballroom. Two large tents 
were erected on the grounds. One served to store 
(hide) cars and the other was used for coffee breaks. 
One cocktail party was on the lakefront terrace under 
the stars. 

Every effort was made to present facts to these 
veteran managers in a new way. Rather than tell 
about product features in ordinary technical detail, 
movies were used with story lines. One featured a 
comedian in the role of service station owner who 
lamented the evaporation of his business since the 
62 Plymouth arrived. He no longer sells as much oil, 
nor grease jobs, nor brake adjustments, etc. In his 
pity-seeking dialogue he not only enumerates his 
woes but points out the features of the new Plymouth. 
Of course, this film ends with the service station 
operator getting into his new Plymouth with a if-you- 
can’t-lick-em-join-em remark. 

After the Pocono Pow Wow, district and regional 
managers went home. However, service managers 
flew to Detroit for two more days of meetings (to 
learn about service for new line). 

Some 20,000 car dealers and their salesmen were 
expected at 18 regional meetings this year. By the 
time they attend, Chrysler will have had time to 
put even more refinements into the program since 
much of it was previewed for field managers. 

What stands out in Chrysler meetings? Painstaking 
“reveals” of each new car; clever and smooth mesh- 
ing of sound and music with live talks; dramatic 
staging; flawless timing that involves hundreds of 
cues; enthusiasm of executives who “sell” with every 
word and gesture. # 
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INTERNATIONAL CONVENTIONS HELD ANNUALLY 


’— 8% INTERNATIONAL CONVENTIONS HELD IN U.S. 


Why Intl. Groups Shun U.S. 


With only 8% of international meetings held in U. S. although 


we have world’s best facilities, something must be wrong. Sur- 


vey shows foreigners pass up U.S. as site because they worry 


about costs and because we've never invited them—until now! 


UNITED STATES legitimately can boast of the finest 
meeting facilities in the world, a network of trans- 
portation unequalled, a pleasant variety of climates 
in resort areas, an industrial capacity revered the 
world over, and scientific and technological know- 
how long applauded. Yet, less than 8% of interna- 
tional meetings are held in the U.S. 

Percentage is one of the findings from a study 
Sales Meetings conducted among international asso- 
ciations to find out how much of the world-wide 
meeting “pie” the U.S. receives. Then, too, we wished 
to determine how big a chunk could reasonably come 
this way if a concerted bid were made. Here is what 
was found: 

U,S. played host to 130 international meetings in 
1960 as opposed to 1,344 held in Europe. Interna- 
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tional associations which have not met in the U.S. 
say they have not for these reasons: (1) cost of trans- 
portation; (2) cost of accommodations; (3) lack of 
interest on the part of the U.S. These notions must 
be overcome if the U.S. is to have this meeting 
market which logically could produce $78 million in 
meeting business for the U.S. 

Potential figure includes a safety margin in an 
attempt to find a realistic market value. In 1960 there 
were 1,899 international meetings held. Few inter- 
national associations hold conclaves more than once 
a year. Some hold meetings every two years. For 
the most part, the 1,899 international meetings rep- 
resent the total number of international associations 
there are. Naturally not all of these groups would 
consider meeting in the U.S. 


For the study, 769 international associations (every 
association that has U.S. representation) were picked 
to query. 

In addition to a market in dollars and cents, the 
study turned up some interesting facets about inter- 
national associations. Top on the list is that inter- 
national associations like to be asked to hold their 
meeting in a country. An official invitation from the 
U.S. membership of the association as well as a city, 
state or federal (depending on the importance of the 
group) overture goes a long way. Association replies 
showed a number of organizations would not con- 
sider a U.S. meeting until an official invitation were 
extended. International associations tend to interpret 
the meager number of invitations they have received 
as lack of interest on the part of the U.S. 


Language No Big Problem 


International meetings held in the U.S. should not 
encounter any major language problem. The so-called 
language barrier is practically non-existant in most 
international associations. Survey showed most dele- 
gates to international meetings can get by with their 
knowledge of English. In meetings themselves the 
language barrier is small (70% of international asso- 
ciations surveyed use English as an official language 
of the association in meetings). 

High cost of travel to the U.S. is a popular notion 
abroad among international associations. However, 
cost should not be the barrier it once was. Airlines 
have cut rates and will again in the future to stimu- 
late trans-Atlantic business. Charter flights are more 
readily available at lower prices. A comparison of 
travel costs show that costs are higher within the 
European continent, on a mile for mile basis. 

Replies indicate a number of international associa- 
tions considered the U.S. too far for their members 
to travel. In order to accumulate the facts, a depth 
study on this aspect was conducted. Some interesting 
data came to light. 

Memberships often consist of more members from 
vutside continental Europe than from within. Mem- 
bers from Australia, Japan and South America could 
in most cases travel to the U.S. less expensively than 
to Europe. A meeting in the U.S. would be to their 
advantage both in money and time. In addition, 
members from the U.S. and Canada would benefit, 
too, even more so. 


Survey revealed some concern over currency re- 


strictions by foreign governments on their people 
traveling to the U.S. While this is especially true 
of individual travelers from abroad, foreign govern- 
ments have shown more leniency in their cash curfew 
for citizens who travel for business, educational or 
scientific purposes. However, currency restriction is 
a problem. 


Just what is the international meeting market for 
the U.S. in terms of numbers? Of the 769 associa- 


tions polled, 349 (45.4%) associations have held at 
least one meeting in the U.S. These organizations 
have already set a precedent for possible future inter- 
national meetings here. 

As for the future, 223 (29%) plan to hold interna- 
tional meetings here in the next few years. To this 
add 130 (17%) which have indicated they are con- 
sidering meetings here. Of this group, half have held 
meetings here before. Combined total of 353 meet- 
ings represents a ready market for possible U.S. 
meetings. 


72 Headquartered in U.S. 


When it comes to contacting international associa- 
tions, the U.S. has some advantages. Associations 
that maintain headquarters in the U.S. number 72. 
In addition, 93 associations maintain representatives 
at the United Nations — an obvious asset. 

Study also showed that France, Belgium, Germany 
and Italy all hold representation in more international 
associations than the U.S. (U.S. is represented in 
62% of international groups.) France is the highest 
joiner with representation in 88% of all international 
associations. 

Big plus for U.S. in its bid for international .meet- 
ings is the great number of large professional and 
teclinical conventions and industrial shows staged 
here. U.S. leads all other countries in number of 
conventions and trade shows. By combining big 
national events with international groups, more inter- 
national conclaves might be stimulated. 

Another factor of importance is that the U.S. Gov- 
ernment has become an active partner in travel 
promotion to the U.S. in recent months. Department 
of Commerce has received an appropriation to pro- 
mote travel this way. 


Value of International Groups 


Value of international congresses to U.S. is great. 
First, it brings in revenue to offset our gold imbalance. 
Second, members of international associations are in 
the best economic position to travel. Third, these 
foreign visitors are influential in their own countries, 
and it’s to our advantage to expose them to our 
country. 

Recent study of international groups is the first 
known probe of the international-meetings market for 
U.S. So far, this area of meeting activity has re- 
mained relatively unexplored on this side of the 
Atlantic. But the tide is changing. 

Both governmental interest and business interest 
in international meetings is growing. With promotion 
by city, state and hotel interests, coupled by a new 
push by airlines, international conventions should 
grow in the U.S. Uncle Sam is taking special interest 
in this field of international conclaves as part of its 
new foreign tourist promotion. All signs point to more 
convention business in U.S. in the future. ® 
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Association Convention Planners 


PLAN BACKWARDS 


Sure method to plan a good meeting: start with the result you 


want. Planning-backwards method works for entire meeting and 


for each part—registration, handouts, seating, introductions. 


By CHARLES LOUIS SCHAFER 


DOES planning meetings backwards sound a bit 
hipped to you? 

Conference experts here and abroad seriously sug- 
gest it as a sure method to plan a good meeting. They 
are merely saying that objectives come first. 

To plan backwards, the most important questions 
you can ask, according to Dr. Warren H. Schmidt, 
conference consultant, are from the standpoint of 
a member of your audience. They are: 

e What am I going to get out of the meeting? 

¢ Why should I attend? 

¢ What's supposed to be different about my point 
of view, my store of information, my attitudes towards 
problems afterwards? 
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e Will I increase my skills and my techniques in 
handling people? 

¢ What should be the outcome of the meeting? 

In some associations, planning backwards (self- 
examining technique) should include the whole plan- 
ning committee. For example, at the planning meet- 
ing of a governor's committee on mental health, Dr. 
Schmidt discovered that the group’s conference plan- 
ning committee had set up a four-day meeting with 
no real idea what it was attempting to accomplish. 
By asking committee members, “What are some of 
the hoped-for outcomes?” and reducing their ideas 
to statements on a blackboard, he helped them to 
clarify their objectives so that they scrapped previous 
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92 Holiday Inns, all with meeting room 
facilities, are at your service for region- 
al, local or simultaneous national meet- 
ings. Easily reached by car or plane, 
Holiday Inns have everything you want 
under one roof—complete dining rooms, 
bedrooms, suites, studio rooms. All rooms 
are air conditioned. Holiday Inn meet- 
ing rooms were built just for that 
purpose—they’re clean, modern, well- 
lighted and beautifully appointed with 
comfortable chairs, desks, tables. No 
matter how small or large your meeting 


problem, let Holiday Inns help you solve 
it. For additional information and for a 
complete Holiday Inn directory showing 
all locations, write: Holiday Inns of 
America, Inc., Sales Dept., 3736 Lamar 
Avenue, Memphis 18, Tennessee. 


Your Business Host From Coast To Coast 


NEARLY 200 NOW IN 32 STATES AND CANADA 
A WEW HOLIDAY INN OPENS ALMOST EVERY WEEK 
Alabama Kansas North Carolina 
Arizona Kentucky h 
Ark as Louisiana klahoma 
Maryland Pennsylvania 
Michiga South Carolina 


Tennessee 


Please send me without cost or obligation the latest 
Holiday 5 ©6Directory giving locations, addresses 
facilities, rates, phone and teletype number of all Holiday 

5 now perat Write to: Holiday Inns of America 
3736 Lamar Ave., Memphis 18. Tenn 


, Holiday Inns of Americu, J ne. 
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plans and started to work on a completely different 
program. 

Another way to look at the planning-backwards 
method is to fancy yourself a motion picture pro- 
ducer, as does a well-known ‘jae conference 
planner, A. Cronheim of the Holland Organizing 
Center, The Hague. Plan your meeting step-by-step, 
picture-by-picture, he advises, and then establish the 
proper chronology of events by mentally running the 
film backwards. This puts objectives first and alerts 
you to numberless details to be completed if the 
meeting is to be resultful. 

Simple as this sounds, it is hard to plan meetings 
backwards. But the sheer effort of thinking through 
a meeting step-by-step in the abstract does pay off. 
Let’s consider the proof in the following examples 
of the planning-backwards method (PBM) from actual 
meetings. 


1. PMB applied to registration 
GOAL: No-hitch operation 
SOLUTION: Role playing 


Officers of one association wanted to make certain 
that volunteer registration clerks understood proce- 
dures and that they themselves had anticipated all 
stumbling blocks and trouble spots. They expected 
an attendance of over 1,000 and faced the problem 
of volunteers’ handling both pre-registrations and on- 
the-spot registrations simultaneously during the first 
three hours of an all-day meeting. Entire registration 
crew role-played procedures. They took their actual 
stations and performed their duties. Five manned 
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cashier tables to accept on-the-spot registrations and 
prepare badges. Eight manned tables arranged to 
accommodate prepaid registrants according to alpha- 
betical arrangement of names. An additional six 
manned special tables to register alumni for the 
various class reunions. 

Other members of the association acted as arriving 
alumni, lined up at tables, had badges prepared for 
themselves, presented checks or large bills to com- 
plicate money handling, and asked every question 
they could think of that might throw a volunteer 
clerk for a loop during an actual registration. 

During the role playing it was decided that five 
additional volunteers would greatly speed operations: 
these five would provide a roving information service, 
“working the lines” to make sure people were waiting 
in the right lines and volunteering to help in any 
way they could. Besides finding this loophole in 
their system, they discovered that the advance dry 
run measurably boosted morale: everyone involved 
in registration knew what he was doing and felt more 
secure in how he was handling his job. 

Role playing was particularly helpful to uncover 
poor traffic patterns and needlessly complicated reg- 
istration procedures. It also exposed the need for 
special handling techniques for honored guests, 
speakers, and association officials whose credentials 
entitled them to courtesies. It pointed up the need 
for extreme care in accounting and ticket audits. 


2. PBM applied to hotel staffs 
GOAL: Complete cooperation from hotel staff 
during conference 
SOLUTION: Friendly, face-to-face meeting 
with staff to explain problems 


When 4,000 members of the Air Force and asso- 
ciated organizations hold their annual 
Panorama, they use many hotels. 
in 1960, they filled Aerospace officials needed 
instant recognition from key staff personnel in all 
these hotels and they wanted these staffs to under- 
stand what they wanted in service for the functions 
they would be holding in each hotel. 

According to Bob Strobell, exhibits and displays 
manager, a week before their convention and Pano- 
rama, officials of AFA got together with key staff 
personnel of each of the 21 hotels. In each hotel, 
they met in one room the top managers as well as 
floor “mothers,” housekeepers, bell captains — every- 
body who would serve their association in any way 
during the convention. They introduced the mselves 
and explained their whole problem. 

They made a point of getting to know the staff on 
a first-name basis because they have found that this 
type of personal communication before the conven- 
tion begins, 


Aerospace 
In San Francisco 


saves them many misunderstandings 
later, secures unusual cooperation, and reduces the 
pressure for gratuities. 


(continued on next page) 


Let these tested guides show you... 3. PBM applied to head table 
seating 


How to make your meetings GOAL: To seat guests in the 


right place at one time 


more resultful... profitable! still, tien ante oneihed 


to seating chart 


MAKING YOUR SALES MEETINGS The association executive who 


plans backwards visualizes how the 
SELL members of the head table will enter 
waa the meeting room, file behind chairs 
at the head table and find themselves 


in front of seats they are to occupy. 
He knows that placecards will not 


— , accomplish this. To do the trick 
ne forty years of personal experience Ed lanning and running meetin: writi , 
a has packed into this book will help oom talks, — & re gn p Soong neatly, he gets all members of the 
you urn a routine meetin into a é i i i i 
Ah sn stration materials, getting the audience on head table together for pre-banquet 
for any sales manager, sales trainer, or OUT oe, ans Cees Bae omy Cae 6 introducti and a briefin Prefer- 
salesman who must inform, instruct, and clear idea of what you want them to do. - a _— et g 
inspire others on the sales team Here» are methods that have worked in ably he holds this get-together in a 
Whether you’re working with a vast sales sparking thousands of successful, productive ; 
organization | or 2 1. men, youll meetings . . . ideas you can put to work room separate from the meeting room 
ind hundreds of ideas and techniques on tomorrow morning fo start sales climbing! : ; 

. siete and free from interruptions from 


other guests. 
Traditionally, he offers guests a 


HOW TO RUN drink along with a review of §last- 
Then, with the 


minute _ strategy. 


group formed up in the order in 
BETTER MEETINGS which they will be seated at table, 
he escorts them to the meeting room 


By EDWARD J. HEGARTY and to the table. This method makes 
312 pages, 6 x 9, illustrated, $4.95 certain that all head table guests are 


i‘. on hand at the same time, that guests 
Go into the next meeting you run armed with the hard-hitting am- . : 
munition this expert “meeting manager” gives you. Whether you're are acquainted with each other and 


called upon to hold a conference, plan a luncheon, fund-raising, , 7 barr. i 
or any other type of meeting, this concise, practical manual that there will be no em assing 


will help you win more acclaim—and get more results. pect i i . 
Everything you need to know about meetings is covered—from s acle of musical chairs. Sales Ex 
sending out invitations . . . to the rap of the gavel for adjournment. ecutives Club of New York handles 

; Saving you countless hours and headaches, this book enables you P ° 
to keep ahead of every problem that’s likely to arise . . . brings to such pre-banquet assemblies with 

your attention all the details that determine the success or failure of a meeting . . . gives you F 

the added confidence that comes with being fully prepared for any occasion. superb skill. 

Follow this expert’s advice on how to: assure full attendance—get interesting guest speakers— 

Start the meeting off with a bang—introduce speakers effectively—keep the meeting moving— 

check the “time problem”’ at meetings—end the meeting on just the right note—put yourself . 

and your ideas over to the group! 4. PBM applied to panels 


GOAL: To get panelists to re- 
spond “spontaneously” 


SUCCESSFUL CONFERENCE AND SOLUTION: Rehearsal with de- 


tailed cue sheets 


DISCUSSION TECHNIQUES In more than a score of cities, 


By EDWARD J. HEGARTY 


Sales and Business Consultant 


303 pages, 5'/2 x 8, illustrated, $4.50 


By HAROLD P. ZELKO James tT. Watkins IV, Stanford Uni- 
versity, during the 1960 Alumni As- 
sociation Conferences led a panel en- 


titled “What’s in the Cards (1960- 


This basic guidebook shows you how to use discussion or conference with the poise of a 7())?” > ‘ i i 
conference and discussions as a working person who knows he can consti to and 1970): A self-admitted ham, Watkins 


tool in all types of organizations—business, conduct an efficient and profitable meeting. devised a cue sheet and script to as- 


Professor of Speech, The Pennsylvania State University 
264 pages, 534 x 8!/4, illustrated, $5.00 


industrial, professional, educational, etc. It The material is invaluable not only to busi- 
analyses, the group process... shows the ness and sales executives and supervisors, sure an orderly presentation of the 

: Cl- but also to persons who participate in meet- as : i 
pants in all types of meetings—from the : : P eee ane ‘ , , @ P 
private personal interview ;  Geoush the ings in their social or recreational life. The pene! * 7 inchenen - er vt 


sales conference to the public forum 00k covers specific group situations, group rector of admissions; vice-president 
conducted according to parliamentary pro- 4malysis, conference patterns, planning, - 
cedure leadership, participation, evaluation, and for finance; head yell leader; assistant 


With these techniques you can approach any more. dean. School of Humanities and 
Sciences; assistant director of athlet- 
Sunih check’ til ates ta ics; a trustee; and president, Alumni 
Association. The script presented the 
. ' 

Sales Meetings’ Book Department order in which Watkins called on 
1212 Chestnut St., Philadelphia 7, Pa. panelists for reports and contained 
only cues and key subjects leading 

into each panelist’s remarks. 
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YW wows 


grvdayed 
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FOR EXECUTIVES IN INDUSTRY 

Any sensible plan to exhibit at trade or industrial shows 
should start with Exhibits Schedule. It is the only 
source of facts on every exhibiting opportunity avail- 
able. It covers every industry and country where indus- 
trial shows are held. — 

With Exhibits Schedule you can discover when and 
where every show in your industry or allied fields is 
planned years in advance. Even if you don’t know the 
correct name of a show, you can find it easily in 
Exhibits Schedule. It’s three-way breakdown of events 
makes it simple to find what you want. 


FOR ADVERTISING AGENCIES 
No advertising agency can give its clients a complete 
marketing picture without a rundown on exhibit oppor- 
tunities. For most ad agencies, Exhibits Schedule is the 
index used to spot show possibilities for clients. In 
seconds, agency personnel can extract potential exhib- 
iting opportunities for any client. No more hours and 
days of wasted time to write or call for show facts. 
With Exhibits Schedule, all essential facts on all exhib- 
its are right before you. Exhibits Schedule is a refer- 
‘ence book that repays for itself in time saved every 
week. It’s the perfect place to start when a client has 
a new product to launch. 


FOR SUPPLIERS IN EXPOSITION FIELD 
Exhibits Schedule is the customer and prospect list for 
every supplier to the exposition field. It tells when and 
where business opportunities exist. As a mailing list, 
Exhibits Schedule offers complete names, titles and 
addresses. It provides all the basic facts to make an 
intelligent mail campaign to show managements and 
sponsoring groups. Exhibits Schedule is a vital cal- 


endar for exhibit builders. It helps to set deadlines and : 


plan long in advance for business peaks. 
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New for 62 


\\ EXHIBITS © TRADE SHOWS 


© INDUSTRIAL SHOWS 

© TRADE FAIRS 

\ © PUBLIC EXPOSITIONS 
\ © STATE FAIRS 
\ Anywhere in the 
World 


Published Annually in September 
Supplement Issued in April 


Exhibits Schedule is your reference to every 
exhibit event in United States and foreign coun- 
tries. It tells when and where exhibitions are 
scheduled. It tells how many people are ex- 
pected to attend and in what auditorium or 
hotel the exhibit will be held. Exhibits Schedule 
gives you the names of exhibit sponsoring 
organizations, executives in charge and their 
addresses. It even tells how much exhibit space 
will be used at each show. 


Only show guide of its kind—Exhibits Schedule 
reports 4,000 events annually and is fully in- 
dexed by industry, show location and date. 


Exhibits listed under 85 major 
professional categories 


FREE TRIAL OFFER: 

10-day free trial. Put Exhibits Schedule to work. Ifit 
doesn't give you the facts you want, return with no 
charge to you. 


industry and 


EXHIBITS SCHEDULE 
} 1212 Chestnut St., Philadelphia 7, Pa. 


4 ' 
; Please enter my subscription to Exhibits Schedule (which includes | 
' supplement in the Spring) at $25 a year. | understand | may return : 
} within 10 days for full refund if | am not satisfied. 

' 

| Name.... 


‘ 
DED . six d.comccmmibenkwaessmiins . 


EL ee are nn ae er 


For example, the script led off with seen the aluensed, do you think you'd 
the title and time and place of the rather always remain an under- 
conference, listed participants by full graduate? 
name and title, and immediately 
plunged into business Kartozian: How the alumni look to 

me. 
Watkins: INTRODUCTION 

The Alumni and the Conferences. Watkins: Most will agree that there 

The Panel; its place in the confer- is a case for the alumni. The as- 

ence program sociation president will tell us: 

Introduction of panel members . what they are 

Mr. Kartozian first ... What they do 

ALUMNI (key subject how they serve the University 

Mr. Kartozian, now that you've 


BES Tin THe WEST 


for your convention! 


Shrine. THE LARGEST AND FINEST, NEW, PRIVATE 
CONVENTION HALL AND AUDITORIUM IN THE WEST! 


*> i 
“E 


1° 


MOST MODERN AND COMPLETELY EQUIPPED IN AMERICA... 
A MILLION-DOLLAR MIRACLE! 


19,000 square feet ‘‘Projectioneered" to SEAT 3300 PEOPLE theater-style, 
and 2200 PEOPLE banquet-style, with stage and speakers unobstructed in 
sight and sound from any part of the auditorium. 


For smaller groups, the auditorium can be partitioned into 3 or 4 more areas, 
EACH WITH ITS OWN STAGE, by means of soundproof movable walls. 
These stages and speakers’ platforms are the most modern and superbly- 
equipped in the West. 


11 magnificent meeting rooms, seating from 200 to 3300 people, Plus 20 
committee and hospitality rooms for 30 or more people. 


FOR EXHIBITION PURPOSES, THE AUDITORIUM WILL ACCOMMODATE 
200 BOOTHS, INCLUDING AMPLE AISLE SPACE. 

Specially-designed over-head sliding doors have been engineered WIDE 
ENOUGH TO ACCOMMODATE ANY SIZE TRUCK OR TRAILER DIRECTLY 
ON CONVENTION FLOOR FOR LOADING AND UNLOADING PURPOSES. 
The perfect setting for your convention, LARGE OR SMALL! 


AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 


FOR COMPLETE INFORMATION. Write. Wire or Phone 
DON WILKINS tor of Sales The FABULOUS FLAMINGO 
LAS VEGAS, NEVADA | Phone: REgent 5-8111 | | Phone: REgent 5-8111 | 5-8111 


Paedoss Honing 


CONVENTION SHOWPLACE OF THE NATION 


Teague: Alumni, etc. 


Script was carefully worked out 
with the seating plan for the panel 
so that Watkins called first on a 
speaker seated to his right and second 
on a speaker seated to his left. It 
wasn't possible to anticipate which 
panelist would rise next. Script al- 
lowed Watkins to parade his own 
flamboyant personality and lard the 
presentation with jokes in a most 
amusing manner. 

Rresulting panel appeared to be 
spontaneous and unrehearsed and 
very good “theatre.” Also, by its ex- 
tremely smooth timing and efficient 
operation, the panel communicated to 
the audience that the alumni associa- 
tion was calling conferences to give 
the membership a thorough briefing 
on a job it could do for Stanford. Cue 
sheets were silent evidence of the 
careful and detailed PBM necessary 
to stage a “spontaneous” panel. 


5. PBM applied to rele definition 
GOAL: To make certain mem- 
bers are thinking about the same 
things 


The WANDERER 


on 
Fabulous JEKYLL ISLAND 


Former Playground 
of Millionaires 
on the Golden Isles 
of GEORGIA 


600 Air-Conditioned Rooms 


Meeting rooms from 


20 to 2500 


NEW CONVENTION HALL 
Seating Capacity — 2500 
On the Atlantic Ocean 


LARGEST INDOOR POOL 
in the Southeast 


Championship GOLF COURSES 


Experienced Convention 
Know How 


Write or Call: 
JOHN ASTARITA 
The Wanderer 


Jekyll Isiand, Georgia 
NEptune 5-2211 
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SOLUTION: Review of the rea- 
son for the meeting at the open- 
ing session 


At the beginning of a meeting, as- 
sociation officers should make certain 
that conferees understand their role— 
why they are there, what they are 
expected to learn, what solutions they 
may find to problems, and what will 
happen to them during the meeting. 

This is why it is important to re- 
cap. If 50 people attend the meeting, 
they probably have 50 different ex- 
pectations of what the meeting will 
do for them. Some of them will have 
read pre-meeting publications and 
notices word for word and have well- 
defined expectations. Some will have 
read these materials only in part and 
will have a different idea. Some will 
have read the material and not be- 
lieved it. Some will not have read 
anv pre-meeting publications or have 
ignored them. Some will not expect 
the announcement program to accom- 
plish its objectives. Some will be in- 
terested in entirely different program 
subjects 


So, at the beginning of a meeting, 


plan a keynote speech to orient par- 
ticipants to those goals that are most 
important for this particular group 
to reach. Keynote speech could out- 
line: “We have this problem. We are 
going to try to solve it in a number 
of ways. This is why you are in- 
volved. This is the part you will play. 
And this is what we want to ac- 
complish.” This preview will give 
conferees a chance to see what meth- 
ods have been devised to outline the 
problem and to see why and how 


they are concerned. This is planning 
backwards! 


6. PBM applied to speech content 
GOAL: Speeches related to the 
program and the audience 
SOLUTION: Set up audience 
profile for speaker and preview 
his speech 


Many speakers have lost their audi- 


ences because they misunderstood 


meeting objectives or overlooked the 


hotel 
WEBSTER HALL 


“Big” facilities for the 
smaller meeting or 


For groups up to 1000 persons, Hotel Webster 
Hall provides unexcelled facilities for sales 
meetings, conventions and trade shows. A 
choice of 12 meeting rooms, flexible enough 
to meet virtually any need—a skilled staff to 
assist in all arrangements—and, of course, 
food and beverage service par excellence. 
Webster Hall offers all the advantages of a 
downtown hotel, without the distractions. 
500 air conditioned rooms, with TV and 
radio. 10 minutes from downtown Pittsburgh, 
easy access to all major highways and ex- 
pressways, limousine service to Greater Pitts- 
burgh Airport. Parking for 150 cars next to 
motor entrance. 


hotel, Webston Hall 


4415 Fifth Avenue Pittsburgh 13, Pa. 
MAyflower 1-7700 — Teletype PG 253 


THE MOST MODERN FUNCTIONAL 
HOTEL IN THE SOUTHWEST... 
DESIGNED FOR TODAY’S 
PROGRESSIVE BUSINESSMAN 


This shaft of sunlit mosaic beauty 


|| HOTEL /// 


VII7 


introduces a new concept of luxury living 
to Southwestern businessmen. Everything 
in your spacious luxury room is designed 
to help you rest and relax after a busy 
business day. Ice making compartments, 
AM-FM clock radios, thick, colorful 
carpets and contemporary furnishings 

are standard in every luxury room. All 
this in a hotel built to accommodate 
conventions and business meetings of any 
size ... from 10 to 2000 people! 
Discriminating businessmen have given 
their hearty approval to the new 
Sheraton-Dallas Hotel . . . located in the 


heart of Southwestern finance and industry. 


Cnoention Center of the Seulhweil 


TLL 
YL, 


TILL ALLL 


=~ gegsssssssces: 


Ctaattu Dallois, wore 


LOCATED IN EXCLUSIVE SOUTHLAND CENTER 


WERE SPROUTING WINGS! 


Two, to be exact. One new wing has 100 rooms, which brings 
our total room capacity to 319. The other new wing is a 
convention hall for 1,000. 


These new wings make us feel pretty angelic. Combined with 
our long experience with large conventions and all the serv- 
ices we offer, we can make your meeting just short of heaven. 


Corporations and associations that have tried our superior 
facilities agree that Cherry Hill Inn serves the best food in 
Delaware Valley. Why not schedule your next meeting here? 


TWX: Merchantville, N. J. 465 


Cherry HAL Suu 


Box 299, Haddonfield, N. J. e NOrmandy 2-7200 
Fred R. Clausen, General Manager 


CLOSE TO 
THE 
AIRPORT 


LAND AT 
OUR OWN 
HELIOPORT 


hold your 
next meeting 


at Jamaica’s 


most unusual luxury 
resort 


Where else can you find Caribbean-styled, air conditioned 

CARIB SUITES for as low as $28* daily (breakfast, lunch and dinner)! 
Each with private terrace, right-over-the-water view, living 

OCHO sea & room, bedroom, and private bath. Set amid towering trees, 


country tropical flowers of the Island's most historic garden—here’s 
RIOS club just the atmosphere for your meeting, secluded enough to 


get the job done—with a full agenda of services, sports and 
after-hours fun. 


Private beach, sulphur spa, swimming pool, all water sports 
Tennis, shuffleboard, putting green—golf course nearby 
One room seating for all meals, open-air terrace for cocktails 
Calypso beach parties. Native floorshows. Dancing nightly 


Don Bardowell, Vice President & Gen. Mgr. 


31% hours from New York, 
90 minutes from Miami! 


Suites for 200—at regular room rates! *Group rate Robert Reid Associates Inc. 
: $ ta per person, Representatives 
New Convention Hall with every facility! erga ares a a 610 Fifth Avenue, New York 20 « PL 7-2444 


Also Chicago * Hollywood * London * Miami * Toronto 


prejudices and dislikes of the associ- 
ations they addressed. 

Program chairman can prevent this 
by taking nothing for granted. He 
describes the audience for the speak- 
er and requests a copy of the speech 
that is to be delivered. The effective 
program chairman knows about the 
background and traditions of his 
group. He knows on what assump- 
tions his organization bases _ its 
thinking. 

It is important for a speaker to 
know beforehand what symbols a 
group particularly rejects. Lawyers, 
someone has pointed out, do not 
seem to like psychoanalysts. So any 
use of proof based on what a psycho- 
analyst might say or reference to 
psychoanalysts will only cause a 
group of lawyers to reject suggestions 


from this source. 


HOW 
TO 
MAKE 
‘EM 
REMEMBER 


YOU 
4 


When you tell ’em, they g forget. When you show 
em, they can’t forget! Actually seeing the product in use... 
holding it, handling it, using it builds a vivid, rock-solid 


Meeting planners will therefore in- image that will not be forgotten. By exhibiting your 


products, you strengthen your brand and company name 


crease the effectiveness of the mes- : . oa : 
<< thee die You build prestige . .. and sales! The moral of the story? 


sage speakers bring, hig ; 2 ae 
I ‘ Pig Simply this. When you show ’em .. . you sell ‘em! We're 
speakers the courtesy of a briefing ; : Rane 
hei , ‘ . | here to help you do just that . . . with 12,686 square feet 
ir organizi tine ob- 
on their organization, on meeting ob of show-off space, all on one floor. Plus every audio- 
jectives at which the speaker will 


appear, and on the role the speaker 
plavs in the whole program, if he is 


visual aid anyone has ever asked us for: from stages and 
spotlights to projectors and helping hands (we have lots 
of ’em, all experienced). Other convention facilities? 
only part of the program. This brief- We're big on them too! 17 cool and newly decorated 
ing will not only spare the speaker banquet and meeting rooms, all sizes. Plus change-of- 
embarrassment but will also give him pace places—the Town Room for good food. Cafe 
a chance to tailor his remarks to his Caprice or Bantam Bar for cocktails. The Motor Bar for 
audience “the works” . . . dinner, entertainment, a night cap. 
Remember us when you exhibit your products . . . and 


. i ’ your prospects will never forget you! Respectfully, the 
PBM applied to introductions 


GOAL: A straightforward intro- 
duction, not a booby trap 
SOLUTION: Pre-meeting hand- 


7 4 
out of introductorv remarks : 


‘S) 


Sheraton-Cadillac, Detroit’s largest, most modern hotel. 
For particulars, write Bill Goldsberry, Sheraton-Cadillac 
Hotel, 1114 Washington Boulevard, Detroit 31, Mich. 


Failure to plan backwards some- 
times creates ludicrous situations. An 
association luminary, once trusted 
with introducing a world-famous de- 
signer, himself launched into a 45- 
minute speech. During this unex- 
pected oration, he directed a number 


of questions to the great man who 
asserted the prerogative of the deaf 


and turned off his hearing aid. Be. | SIUC Sa Eat ue 


lieving that he was only being intro- FOR SALES MEETINGS, CONVENTIONS, CONFERENCES, EXHIBITS 

duced and being a prodigious talker a / 

himself, he was not taken aback by New, Beautiful A wonderful way to build added interest and attendance! 
- M.S, Sea Belle Nowhere else in the nation’s capital will you find this unique 

the long-winded preface to his own eieaities dit 4 setting . . . mimutes away from downtown Washington! Re- 

s seech — 4 200 to 2400 main at the pier or cruise the historic Potomac River. Facilities 

" passengers for dining, dancing, entertainment; complete sound equipment. 


Only vaguely aware of what was For further information, please write or phone. 


Ballroom, cocktail 
expected of him, the designer launch- lounge, meeting areas Maine Ave. & N St., S.W. WILSON LINE 
li | ; ; : ‘2 Close to the heart of EXecutive 3-83 Washi 

ed into his own speech that went far town; park at pier achington 2, D. C. 
afield without answering the ques- Experienced staff to 
: d . ; help with all details 
tions which the audience heard and 

; Choice dates now open 
possibly expected to hear answered. po 1961 Fall-Winter 

eason 

By the end of an hour, a great num- 


ber of people had left with the im- 
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pression that something was definitely 
out of kilter. The confusion would 
have been spared both audience and 
speaker if the introducer revealed his 
ntentions to the speaker before both 
f them mounted the platform. 

8. PBM applied to take-aways 
GOAL: The complete gift 
SOLUTION: 
imaginative packaging 

Here is 

importance of 
pac kage al 


hospital committee for an 


Considered and 


a classic example of the 
visualizing how to 
Local 


inter- 


carrv-awav item 


national conference being held in 
Hawaii, decided to give mangoes to 
Aloha luncheon. 
knew most of the recipients 


conferees at the 
They 
were leaving almost immediately after 
lunch for the mainland and wamed 
them that the mangoes would be con- 
fiscated by the health authorities if 
they attempted to take them home. 
Bevond this, they had not visualized 
how the conferees would react and 
missed an opportunity to make the 
gift of fruits a 
cultural experience. 


exotic memorable 


nvweS YOu 
TO THE 


| 
dl 


- Pick: NICOLLET 


MINNEAPOLIS 


Unsurpassed air-conditioned facilities for 
meetings and conventions in Minneapolis. 


Beautiful International Ballroom 
seats 1500...the Lakeland Room seats 
550...the Walnut Room 450. 

Many other rooms, including the 
Junior Ballroom, the Candlelight Room, 
the Hiawatha Room, that make 
perfect settings for parties, 

banquets, receptions. 

600 attractively furnished guest rooms 
and suites, the majority of which 

are air-conditioned. 

Unsurpassed dining facilities, including 
the Waikiki Room, serving authentic 
Polynesian food and beverages, the 
Mocha Room, the Jolly Miller. 


Located at Nicollet and Washington 
Avenue in Downtown Minneapolis. 


THOMAS P. RYAN, 


General Manager 


FOR FURTHER INFORMATION Ad 


Phone 


FEderal 3-3177 + Teletype: MP-33 


i 


Albert Pick Hotels and Motels...31 locations including: 


New York, Belmont Plaza + Chicago, Pick-Congress « Detroit, Pick-Fort Shelby « Cleveland, 
Pick-Carter « Minneapolis, Pick-Nicollet « Pittsburgh, Pick-Roosevelt 


GENERAL SALES OFFICE 
20 North Wacker Drive 


Telephone 


NEW YORK CITY 

», Cr 541 Lexington Avenue 
PLaza 5-1200 
Teletype: NY 1-3877 


WASHINGTON, D.C. 
1100 15th Street, N. W. 
Telephone: District 7-4800 
Teletype: WA-223 


n the tradition of over a century of hospitality by the Albert Pick family 


SALES 


The committee had gone to a great 
deal of trouble at the end of the sea- 
son to collect about 100 mangoes and 
arrange them on a long table at the 
entrance to the dining room where 
the last session of the conference was 
being held. Some of the fruit was 
big and rosy; other fruit was small 
and green. But no one told the in- 
nocents that the green were 
ripe, too! Hostesses did ask arriving 
guests not to take the fruit until the 
end of the luncheon. 

After the meeting—and a big lunch 
—more than three-fourths of the 
mangoes remained untouched on the 
table largely because of a lack 
of PBM. For example, no one asked 
how many in the group had ever 
tasted mangoes. No one explained 
what they taste like, how delicious 
they are, how the red and green 
varieties differ, how they are eaten 
out of hand or in fruit salads, how 
very juicy they are! No one had 
thought to provide paper bags, plastic 
knives and spoons to eat them with, 
or paper napkins and plates to catch 
the juice. 


ones 


The mangoes were very sticky and 
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in Washington , 
only the best 3 
fi 


meetings 
take place at 


Exccbve House? 


Newest, finest downtown hotel. 
Creative design makes a perfect 
setting for your conference. 


Meeting rooms accommodate up 
to 200. Drive-in parking. Fine 
restaurant, bar, coffee shop. And 
a very handy location! 


For details, write or call 
Jos. P. McGovern, General 
Manager. AD 2-7000. Or 
contact Utell Intl., 160 
Cent. Pk. So., N. Y. 19. 


At Scott Circle, N.W. 
WASHINGTON 5, D.C 


SALES MANAG 


could not be carried away without a 
mess. Extreme as this example is, it 
illustrates the care that has to be 
taken to explain the simplest give- 
away. The gift of mangoes was a very 
warm and generous gesture that was 
rejected because of misunderstand- 
ing, lack of knowledge and simple 
lack of imagination. Your give-aways 
may turn out to be mangoes, too, (1) 
if you don’t package them for easy 
acceptance and carrying away and 
(2) if you fail to describe their attrac- 
tions and value. 


9. PBM applied to distribution of 
materials 
GOAL: Rapid and unobtrusive 
distribution 
SOLUTION: Pre-assigned 
ushers with ample supplies 


To put something into the hands 
of every conferee during a meeting 
for him to carry away, or fill out and 
return, or read and vote on, presents 
a problem. Warren Deck, chairman 
of the program committee for the 8th 
annual convention of 
Writers’ Association, has 


Technical 
described 


Where 


BUSINESS 
MEETINGS 


GENUINE 
PLEASURE! 


DUDE RANCH & 
COUNTRY CLUB 
Ocean Springs, Miss. 
Keep your group together . . . 
for business and pleasure. So 
secluded folks can’t stray from 
| meetings, yet complete facili- 


m= eee offer wonderful fun be- 
tween meetings and after hours. 
18-hole golf course, deep sea 
and fresh water fishing, pool, 
horseback riding, tennis, 
shuffleboard, other lawn and 


water sports . . . plus wonder- 
ful meals . . . all included in 
one low rate, $13 to $16 per 
person. 

Write or phone for complete information on 

BUSINESS MEETING FACILITIES 


PHONE: Ocean Springs, TRinity 5-4211 
Chicago, NAtional 5-8200 
Dick & Gladys Waters, Proprietors 


The Pow Wow Room 


accommodates up to 200! 
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the problem of handling evaluation 
forms. 

He had his committee place forms 
on the speaker's table in each of the 
meeting rooms. Chairmen dutifully 
instructed members to fill out forms, 
but members felt chained to their 
seats by meeting protocol and few 
broke free to get to the pile of papers 
at the front of the room. As a result, 
only a fraction of the evaluation forms 
were filled out for the first meeting. 

Then Deck realized that forms 
needed to be placed on the seat of 
every chair before the meeting in 


order to facilitate their distribution 
and return. This worked. 

Meetings that are planned _back- 
wards foresee problems like this and 
appoint regular committee members 
to distribute literature. If there are 
500 conferees, 10 distributors with 
50 items a piece can be seated on 
outside aisles. At regular intervals, at 
a pre-arranged signal, they can dis- 
tribute their materials to their areas 
of the audience quietly and effi- 
ciently. 

To prevent disappointment and 
save embarrassment, plan to have 


Meeting rooms accommodate up to 1500 


22 excellent golf courses 


YHuways enypeyable. te yewr avout 


Phoenix 


Convention City 
of the Southwest 


There’s Everything Under the Sun to do 


and see. 


. . plus the finest of accommoda- 


tions .. . plus an experienced Convention 
Bureau that really helps your meeting to 
be successful. Finest of facilities in down- 
town, mid-town or resort locations for 
large or small groups. European or Amer- 
ican plan. We're at your service to help 
you plan your sales meetings, conferences 
or conventions. 


Convention Bureau 


Phoenix Chamber of Commerce 


805 North 2nd Street + 


Phoenix, Arizona 


in Anigonak Valley of the Sum | 


Convention and Sales 


- Meeting Facilities. 
in America! © 


GRAND BALLROOM 


Meeting capacity 1200 
1000 for Dining 


Lift from street for 
automobiles or heavy 
equipment 


COLONIAL BALLROOM 
Meetings 500 « Dining 375 


23 PRIVATE DINING 
& MEETING ROOMS 


FIVE RESTAURANTS 


100% Air-Conditioned 


Direct spacious tunnel 
to 1500-car Auditorium 
Plaza Garage and 
Municipal Auditorium 


REQUEST FACT SHEET No. 12 


1 
16 


LES. 
THAN 


ADJACE 
PARKING 


510% CARS 


alibiedl 


and MUEHLEBACH TOWERS 


Protel NM 


STREET AT BALTIMORE & WYANDOTTE 
KANSAS CITY 5, MISSOURI 
GRand 1-1400 Teletype KC53( 
M. F. LANDON, Sales Director 


Only 7 Minutes from Airport 


more than enough copies to cover the 
the 
because someone 


audience. Otherwise, man who 
doesn't get a cx py 
else took two copies will hold you 
responsible and make remarks about 
“planning ahead.” 

& So, the 
The 


plans backwards is not only thinking 


end is the beginning. 


. . 1 
association executive who 


of the end of his conference right at 


the beginning. He is constantly think- 


ing of the end re sult of each stage of 
the conference and of results of the 
methods he will use—from registra- 
tion to the final banquet. 

In this way, he is avoiding two of 
the major reasons why meetings fail: 


| B Goals or purposes are unclear. 


2. Inappropriate, unsuitable, or in- 
efficient methods are used to accom- 
plish the goals and purposes. od 


New Halls 


EXHIBITORS who tried to negotiate 
space in Dutch trade fairs and failed 
in the past, may find exhibiting a bit 
easier since the completion of two ex- 
halls in the Netherlands. 
Problem has been to find enough room 


hibition 


for anxious exhibitors, 


say the Dutch. 
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“EUROPAHAL” is largest (215,000 sq. ft.) hall in Amsterdam’s RAI building. 


in Holland 


These new buildings, one in Amster- 
dam and one in Utrecht, should re- 
duce the number of “sorry, no room” 
re je cts. 

Largest of the two buildings is the 
RAI Building in Amsterdam. Opened 
in February this year, the $4- million 
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Foran IDEAL 
CONVENTION 


on Texas’ Gulf Coast 


Now under construction is this extensive 


addition to the Robert Driscoll. Greatly 


expanded convention facilities include a 
larger grand ballroom, swimming pool 


and cabana rooms and suites. 


ROBERT 
DRISCROLL 


CORPUS 


CHRISTI HOT E L. 


== 


JOHN B. MILLS, 


Associated|QR§ Federal Hotels 9 “i720 


Mercantile Securities Bldg., Dallas 


ANNOUNCING CHICAGO'S . jquaeananngenene aE 
Newest Downtown Motel \ASAS4o4—ragnanrne yu: 


) a 
NOW (PE On Michigan Ave. i ran nl 
at 8th Street — ARISTOCRAT a 

Across from the Conrad Hilton ‘QaS8Steea.s 82353 0er.6 


All Airline Coaches Stop At Our Front Door 


Essex Inn was designed with the group meeting in 
mind. Most modern convention facilities—entire 
floor of soundproof meeting rooms, complete 
visual aids to dramatize your message with sight 
and sound. Features are: free parking on premises 
—swimming pool; complimentary TV and radio, 
wake up coffee, ice cubes, 24 hours switchboard. 
Excellent restaurants and cocktail parlour. Room 
service. Extra large guest rooms and suites, each 
with private bar at competitive rates—ideal for 
display, entertaining or the commercial traveler. 


Write or Phone for details:— 


Larry Licalzi, Director of Soles 
Aristocrat Inns of America 
920 So. Michigan Ave., Chicago, illinois 


Phone: HA 7-2967 . TWX CG 82 


Also operating in Chicago:— 


INN 


Michigan Ave. at 8th St 
AVENUE MOTEL ACRES MOTEL ASCOT MOTEL Chicago—WE 9-2800 
Michigan at 12th 5600 N. Lincoln Michigan at I Ith 

HA 7-8200 LO 1-7777 Open Fall 196! 

100 rooms 100 rooms 225 rooms 


Meeting rooms—Hospitality suites—Free parking—Swimming pools e. 


SEPTI 


An ideal 
setting for 


conferences of 
25 to 100 


Completely Air-Conditioned 
all guest rooms, restaurants 
and meeting rooms 


Conveniently Located 
between New York and 
Philadelphia 


Perfectly Situated 
adjoining Princeton University 
campus 


Excellent Facilities 


spacious private function rooms 


Experienced Staff 


to make meetings pleasant and 
productive 


Fine Accommodations 


125 rooms, Cocktail Lounge, 
two Restaurants 


Ample Recreation 


overlooking Princeton golf 
course. Tennis 


Gracious Atmosphere 
Authentic Early American 
appointments 


For information, write or call Sam Stewar1 
General Manager. Telephone W Alnut 4-520U 


Princeton, N. J. 


structure provides 430,560 sq. ft. of 
exhibit space. Building is constructed 
so that its four separate exhibition 
halls can be joined into one if re- 
quired. When divided, each hall has 
its own ticket offices, cloakrooms, rest 
rooms and offices. “Europahal” is the 
largest hall of the complex. Halls are 
spanned by a roof of curved, steel 
trusses which rest on concrete cross- 
beams. Including balconies on two 
sides, “Europahal” has a column-free 
area of 215,280 sq. ft. Parking fa- 
cilities around building will accom- 
modate 10,000 cars. 

Adjacent to the RAI Building, a 
“Congress Building” is presently un- 
der construction. When completed, it 
will small meetings, 
forums and conventions. The hall will 
have a capacity to seat 800 persons 
at tables, 1,200 in theater-style seat- 
ing, plus 250 in the balcony. A small- 
er hall will be able to seat about 330, 


accommodate 


sy 


—$ 


= 


\ 
Y 


while the six meeting rooms will have 
a 100-seat capacity each. Completion 
is scheduled for 1962. 

Utrecht’s new exposition hall is 
called the “Marijkehal,” completed re- 
cently at a cost of over $1 million. 
This 183,000 sq. ft. building contains 
a main hall with small wings on either 
side which house a 400-seat restau- 
rant, kitchen, rest rooms, cloakrooms 
and main entrances. Covering the 
steel frame work of the main hall are 
sheets of plate glass. Steel awnings 
composed of vertical blades are fitted 
on two sides. First floor of the main 
hall has a 41-ft. ceiling height, while 
the mezzanine floor has a 25-ft. 
height. 

A well has been created in the 
middle of the mezzanine for two 
escalators to transport 8,000 persons 
an hour. Two freight elevators, with 
a five-ton capacity each, run exhibit 
material to the upper level. @ 
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“Sorry, this exhibit supports combustion.” 
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...the most important reason for selecting 


colen & yacht club 


Eden Roc is not for every group. Quality is the reason Amer- 
ica’s most significant organizations and trade associations 
choose Eden Roc. This world famous hotel offers personal- 
ized service in a dignified setting designed to encourage a 
warm, fraternal feeling. Convention guests feel immediately 
at home — and they are accorded the same distinguished 
treatment enjoyed by our resort guests. Eden Roc is Miami 
Beach's most distinctive convention hotel! 


DELEGATE - DESIGNED CONVENTION PERFECTION! 
« 14 meeting rooms or combined facilities for meetings from 
24 to 1600 + Modern lighting and sound equipment + Superb 
cuisine served from an ultra-modern kitchen »« Underground 
parking garage « Yacht anchorage on Indian Creek « 30,000 sq. 
ft. of drive-in exhibit space at reasonable rates « 401 rooms 
and suites, plus 300 additional accommodations adjoining! 
SEND FOR COMPLETE CONVENTION BROCHURE... blueprinting details 
New York: PL 1-3460 «+ Atlanta: JA 4-3486 + St. Louis: GA 1-4081 
Chicago: WH 4-7568 «+ Detroit: WO 2-2700 + Washington: FE 8-6481 


JOHN E. LEISHMAN HARRY MUFSON GEORGE E. FOX 
Director of Sales President 


Managing Director 


to all 
Here’s All You Do: Doric Hotels & 


When you make your immediate confirmed reservations at Doric 


hotels and motor hotels in Los Angeles, Santa Monica and Motor Hotels 


Seattle, arrange to have the Doric Courtesy Car pick you up at a 

an appointed time, and take you directly to your Doric hotel. in Los An geles 
For confirmed reservations and pre-arranged Courtesy Car ’ 

transportation, write to Doric New Washington, Reservation Santa Monica 

Department, 2nd and Stewart, Seattle, Washington, or see your 

travel agent. 


In The West Depend On Doric and Seattle 


in Los Angeles—Doric Wilshire Motor Hotel from: Airport, Rail, 
in Santa Monica—Doric Surf Rider Inn 


° Bus and Steamship 
in Seattle—Doric New Washington Hotel * Doric Mayflower Hotel * Doric i 
Waldorf Hotel * Doric 6th Avenue Motor Motel * Doric Towne Motor Hotel ; Terminals 


l'] THE FIRST TIME in my life 
I've been asked about something | 
know about,” enthused the trim 
uusewife from Des Moines 

waded into a serious discussion 

the drudgery of ironing clothes 

She was reflecting similar thoughts 
dozens and dozens of women who 
ound conference tables at M« 


II's magazine 


il Congress on Bette 
iving. For four years McCall’s has 
brought together representative house 
ves from around the nation to dis- 
iss their experiences with appliances, 
cts for the home, cars, vacations 
problems of raising a famils 


McCall's fifth 
tress” will ypen at the Edgewater 


in a few days 


Beach Hotel, Chicago, to explore cur 
nt likes dislikes and 


t Ives 


ideas of 


the seven sessions tor hom«e 
there will be no idle chatte 
iddition to the unobtrusive guests 
background there will be 

| Manutacturers 


listening 


| } 


rit handising met 
retailers are anxious to 
these ladies have to 


re iothing if 


reated its congress as an 
otf Womens Congress on 
onvened in 1956 by the 


;overnment’s Housing and 


MecCall’s Gives 


McCALL’s editor, left, 
and _ salesman, in 
rear, take notes as 
meeting chairman 
Jeane Bonham di- 
rects her session at 
magazine’s Congress 
on Better Living. 


Home 


consumer § 


Finance Agency to get the 
viewpoints on home- 
making. Since that vear, McCall’s has 
convened a national conference an- 
nually in Washington. The meeting 
about to open sé pt. 24 is the first out- 
side the capital city. 

“As we enter a new decade, one 
in which we can ¢ xpect many changes 
in living and buying patterns of the 
American family, it is vitally import- 


ant to our tuture economy for manu- 


._.. Aa 


facturers and economists to know 
what is ahead and plan according,” 
says A. Edward Miller, McCall's pub- 
lisher, as he discusses Congress for 
Better Living. “This year, the con- 
gress will carry as its theme: The 
New American Family, which we feel 
will add another dimension to our 
findings and reflect vital merchandis- 
ing facts of interest to manufacturers, 
retailers and consumers.” 


On Convention Programs 


For its $60,000 (plus) investment 
in each congress, McCall’s can point 
to plenty of merchandising promotion 
and publicity value. Not only do con- 
gress participants produce reams of 
comments picked up by the press, 
these articulate ladies appear on 
dozens of convention programs under 
the aegis of McCall's. 

After each congress, McCall’s gets 
a bundle of requests from associations 
and companies to supply some of the 
congress delegates as panel members 
to discuss consumer attitudes toward 
products and services. Because these 
gals have had congress experience, 
thev have no hesitation to charge into 
a hot panel discussion—no holds bar- 
red—for the edification of the groups 


before whom they appear. 


? e 


EDITOR Elizabeth Herbert offers some help to delegates at congress. 
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onsumers a Voice... 


To fill requests for panels, McCall’s 
generally picks women who live near 
the site of the convention or sales 
meeting. This keeps travel expenses 
down for the meeting sponsor. The 
women get no pay. Joy of getting 
away from home for a trip, to star 
as an expert on a subject on which 
they are expert, is enough for these 
homemakers. 

Selection of congress delegates is 
one of the biggest jobs connected 
with the activity, according to Camile 
Davied, congress chairman and 
former executive editor of McCall’s 
(Most difficult task is to create an 
agenda she reveals. 

First delegates were made up of 
women who had entered a McCall’s 
contest in which women had to prod- 
use original ideas for a good living 
room, dining room, or dream home. 
From the entries to this contest, Miss 
Davied culled those that indicated 
they were the product of sharp minds. 
She devised a questionnaire to learn 
more about these women and soon 
came up with 100 that were represen- 
tative of American homemakers. 

Average age of the women is 
years. They have two or three child- 
ren with an avearge age around five 
years, and a median family income of 
$7,300. They own their own homes. 
Occupations of husbands vary from 
manufacturer to bus driver. “Our con- 
gress is a place where the banker's 
wife and the policeman’s wife can 
discuss common problems of home- 
making and raising a family,” says 


Miss Davied. 


Five-Page Questionnaire 


Questionnaire a potential congress 
delegate fills in is five pages. From 
thousands of questionnaires, about 60 
delegates were chosen for the upcom- 
ing congress. Questionnaire asks for 
basic facts—age, number of children, 
family income, value of house, appli- 
ances owned—and ends with this 
question: “What, in your opinion, will 
be the most important problem your 
family will face in the next five years?” 

Fact questions are designed to 
select women from a cross-section of 
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and do the girls jump at the chance to talk! 
Fifth congress for homemakers about to open in 
Chicago. Sessions produce good ideas for man- 


ufacturers, good promotion for the magazine. 


CAMILE DAVIED, congress chairman, looks over some delegates she has 
choosen for congress. Basis for selection is five-page questionnaire. 


PHOTOGRAPHS are used to elicit opinions on home design. 


incomes, geographical areas and ages. 
Opinion question is the means to spot 


Angling fer a potentially articulate and thought- 


ful homemakers. 

- 4 From her experience with hundreds 
better convertion af Pr ne of congress delegates, Miss Davied can 
pick good delegates from question- 
naire responses with uncanny ac- 
curacy. 

For its first congress, McCall took 


Then have it at the Golden Triangle . . . 
the South's newest Convention Center . . . 
where all the angles point to a better 
convention. i . , 
" ane —_ ~ the moderators of the government's 
cen: gp 10 fo 1,000 4 hs P housing congress. Since then, modera- 
ceesd-cecalt TY ent cy esi al , eepr? ; : tors are selected from the immediate 
Specially equipped sample display rooms rte past congress. Half the moderators 
— Hydraulic lift for massive displays. LY : have had the job in the last congress 
Finest guest facilities and services in the Oa { and the new ones are made up of 
South — 400 hotel and motel rooms, most former delegates who showed special 
with two double beds — Fully air-condi- aptitude in dealing with fellow de- 
tioned — Two restaurants — swimming legates. 
pool — free parking for 700 cars — 
family rates. 
Moderators Are Key 


The Golden Triangle is located in the heart of downtown Norfolk, Virginia Moderators, key to successful con- 
gresses, meet in advance of congress 
sessions. They get together at lunch 


on Sunday to learn how to get dis- 
GOLDEN TRIA NGLE cussions started, how to encourage 
convene CENTER the women to talk, and most import- 
Se ee Seen ant, how to get some to shut up. 

EDWARD T. DOTY, SALES MANAGER As a further aid toward upgrading 
moderators, McCall’s assigns hotel 
rooms on the basis of an experienced 
moderator sharing a room with a new 
moderator. Rooms for all delegates 
are assigned. About 10% of delegates 

have attended a previous congress. 

In addition to delegates McCall’s 
acquires, it accepts suggestions from 
“sponsors”. A sponsor (utility com- 
pany, manufacturer, retailer) may 
sponsor a delegate to the congress. 
Each sponsor is required to submit 
names of three potential delegates. 
McCall’s sends them questionnaires 
and picks the best one. Cost to spon- 
sor to participate is $300 (which is 
average transportation cost to the 
congress. ) 

Women come from all 50 states, 
represent just about every race, creed 
= and religion and all strata of our 
THE RE RW U DIANA economy. Young women (under 25) 

are mixed with older homemakers 
AIR CONDITIONED (over 40) with most in the 30-35 
Perfect location, right in the All sports close by. Finest Con- bracket. 
a Ss a ee preg ~ and oe cui- To 
. I ® e ° 
tee he rooms, plus ‘aa rate Pietra tn qualify can leave their homes for a 
tee rooms. Completesoundand limited hot and cold fresh water. four-day conference, McCall’s pays 
projection equipment. Swim- onan for baby sitters. 
ming pool, private Beach Club. CARROLL F. DOOLEY, Managing Director Delegates first meet each other at 


Under same Management: HARMONY HALL HOTEL in colorful Paget. breakfast where they are introduced 

For group meetings, conferences, small conventions. to each other. Actual sessions run 

ROBERT REID ASSOCIATES INC. Representatives from 9 a.m. to noon and from 2 p.m. 
610 Fifth Avenue, New York 20, PL 7-2444 : y : . 

qeniae chine « tates 2 eee until 4:30 p.m. At each luncheon 


there is a prominent speaker, usually 


make sure that those who 
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For Successful Meetings 


TWO GREAT HOTELS ON TIMES SQUARE 


Now under one management, the famous Hotel Astor and New 
York’s newest, Hotel Manhattan, offer the most flexible meeting 
facilities in this capital city of conventionland. Each is fully 
equipped—and teamed up as a combined convention headquarters, 


HOTEL MANHATTAN 
44th to 45th Sts. at Eighth Ave. 
JUdson 2-0300 
New York's newest hotel. 10 
luxurious meeting rooms for 
10 to 500 people. 1400 air 
conditioned rooms, each 
with radio and TV. Excellent 

garage facilities. 


Home of the Playbill 
Restaurant 
Erwin Schel, Mgr. 


HOTEL 


NEW YORK 
FRANK W. KRIDEL « 


they offer facilities unmatched anywhere. Air conditioning, su- 
perb staffs, comfortable guest rooms, modern equipment, fine 
restaurants, and ideal location, combine to make the Astor and 
the Manhattan wonderful choices for your next meeting. 


HOTEL ASTOR 
44th to 45th Sts. on Broadway 
JUdson 6-3000 

21 meeting rooms, for 15 to 
3000 people. Includes the 
largest ballroom in New 
York. 750 air conditioned 
rooms, each with radio and 
television. 


Anthony Rey, 
Vice Pres. & Gen. Mgr. 


EXECUTIVE VICE PRESIDENT 


“THE RESORT-}CONVENTION HOTEL 


OF 


MANY HAPPY RETURNS!” 


All our claims are so much extra 
icing on the cake. For the 

proof of the pudding, 

we proudly point to the many 
groups who keep coming 

back happily time after 
time — for fun and 
accomplishment. 


For full particulars about 
our matchless meeting and 
exhibit facilities, write: 


Convention Manager 


CENTER OF THE BOARDWALK 
ATLANTIC CITY, N. J. 


a national figure. Second night there 
is a banquet. 


Typical sessions opens with a 

EN | O N “throw away” question, explains Miss 
Davied. It is a question which each 

| delegate can talk about without hesi- 

tation. (For instance, “What time do 


you usually start breakfast?”) Throw 
away question is simply to get every- 
one to speak around the table and es- 
tablish the informal discussion that 
takes place between the eight dele- 
gates. Each table of eight meets 
around the same table for all seven 
sessions. 

In addition to delegates around the 
table, there is the moderator, a 
McCall’s editor and stenotypist. Job 
of the stenotypist is to record every 


word. Moderator’s job is to ask ques- 
tions and direct conversation. Editor’s 
job is to take notes on major areas of 
agreement and interesting comment. 
(And to help the moderator if she 
runs into any difficulty.) 


Daily Press Conference 


Editors’ notes are important be- 
cause a press conference is staged 


M ) S S | S s | p =) |. each afternoon at 4:30. At this meet- 


ing with the press, editors reveal what 


The South's Most Complete Convention » City paconagrontnes: 4 panmpeleodeng tenet 
jects discussed. These opinions invari- 
re vention like a convention 2,200 guest accommodations Meet able 
Meeting and entertainment ing rooms for 10 to 1,800 Hotel exhibit pe . . 
iain arctan he 1rea — 10,000 sq. ft. Hotel Heidelberg: [V coverage, and often show up in 
cali a 5 ; 9,000 sq. ft. King Edward Hotel All business paper features. 
warm spirit o on pa} 
facilities fully air-conditioned Banquet 
facilities for 200 to 1,400 ONew Munic : aa 
cipal Auditorium and Music Hall seating tables (to get a good mixture). To 
3,000 (New State Fair Coliseum, 10,000 make sure that questions will produce 
seats, arena; available spring '62 


» get wide newspaper, radio and 
Delegates are assigned to their 


active discussion, they are tested. Miss 
ry Davied gets questions from all 

Convention and Tourist Bureau _ [| §75 Milner Building McCall’s editors. These cover subjects 
Nallace J. Ot res, | Jackson, Mississippi about which editors would like cur- 
reenend S-aare rent opinion among average women. 

Miss Davied then designs an agenda. 
She takes careful pains to keep ques- 
tions from being slanted (and thereby 
force answers along a particular 


whee EXPERIENCE 


oes EXPERIENCE (evan 


with the Claridge’s meeting experience (and a AS LOW AS 9¢ EACH 
excellent facilities) a top notch sales meeting i} 


When your company’s sales experience joins 


is assured. That’s why INTERNATIONAL 
HARVESTER, GOODYEAR, RALSTON MEMPHIS ORCHIDS OF HAWAII — 
PURINA, and many others return to the Clar- 305 7th Ave. N.Y. 1, NY. "i OR 5-6500 
idge year after year. May we add your name HOME OF THE FAMOUS Branches 

to our growing list of satisfied clients? BELL TAVERN * 2ae2l Serteans he Lomita A ‘cal OA5.0381, 
SCOTT J. STEWART, Managing Director 


@& ORCHAWAII 
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route). Rather than: “What problems 
do you have with automatic washing 
machines?” Miss Davied might ask: 
“What experience do you have with 
your washing machines?” 


Questions Tested 


To test agenda questions, Miss 
Davied stages a small congress in the 
home office (in Manhattan). At this 
session, the magazine’s salesmen’s 
wives often become delegates. From 
their reactions and responses to ques- 
tions, Miss Davied discovers what 
subjects stimulate the most interest 
and what questions might be worded 
better. 

In past vears, all congress dele- 
gates sat around tables in a large 
room. However, the babble of voices 
couldn't be lowered to acceptable 
levels. So this vear, each table will be 
set up in a separate room. 

Visitors (McCall’s salesmen, adver- 
tisers and sponsors) visit from one 
table to another to pick up ideas as 
bandied about by the serious-minded 
delegates. As soon as word spreads 
that one table is particularly “hot” on 
a subject, visitors flock to get an on- 
the-spot account. Visitors (while lim- 
ited) don’t interfere with delegates. 
The latter become so immersed in 
discussion, they are oblivious to “out- 
side” activity. 

Only break in discussion comes at 
mid-morning and mid-afternoon when 
coffee or soft drinks are served. 

Each session covers a particular 
subject. Moderators judge what ques- 
tions stimulate most interest and 
quickly ask new questions when dis- 
cussion lags. While they try to ask all 
the questions planned, they don’t race 
through the whole list if delegates 


Mr. Meeting Executive ... 
We can help you 
__ be certain of 


|| op SN, 

Clawxrcy 

. call, write or wire the 
BETTER 


BUSINESS } specialists! 
MEETING \ 


ALAN M. FISHBURN 


Productions 


333 NORTH MICHIGAN AVENUE 
CHICAGO 1, ILLINOIS DEorborn 2.0657 


‘eo 
(ahh 


AIR TEMPERATUR, 


74° 


> 
: ATER TEMPERATUR; 


Winter Scene at Waikiki 


World's Finest Convention Spot 


A Great Sales Incentive Package 


5000 Modern Hotel Rooms 
Ample Auditorium Facilities 


Write for information to HAWAII VISITORS BUREAU 


2051 Kalakaua Ave., Honolulu; 212 Stockton St., San Francisco; Wrigley Bldg., Chicago; 609 Sth Ave., N.Y.C 


putiH ERTZ 


in your convention plans 


Hertz rents new Chevrolets and other 
fine cars, trucks and special equipment — ; 
anywhere in the world. 


For further information write: 
Mr. W. J. Jann, The Hertz Corporation, 
660 Madison Avenue, N. Y. 21, N. Y. 


this is the floor plan 
of the 


LARGEST BALLROOM 
ON LONG ISLAND! 


the popular 


GEORGIAN ROOM 


at the 
HOTEL GARDEN CITY & “> 
yr? 


ANA 
TAY ; _ : 
initia — = 
“NA Sm IK} tras An! ‘y— 


With a capacity of 1200 at banquets, 1500 at meetings, Garden City Hotel, on its own wooded 22-acre estate. is 
this versatile function room is eminently suited for easily reached by LIRR or expressway from New York 


: : ag City. A complete refurbishment program provides 
large-scale dinner-dances, company meetings or civic freshly redecorated, air conditioned guest rooms and 
affairs. It (a) divides readily into two separate areas modern baths. For added pleasure, there is a brand- 


(b) is fully air conditioned (c) is equipped with a mod- — ue pool and eee aeanen 
ern PA system. Outstanding food and beverage service Weite or call far Heer plans and 


illustrated brochure, to: 
is available. AMPLE FREE PARKING L. W. Osterstock, General Manager 


There are 9 other function rooms, of varying size and Hotel Garden City 


capacity—for private dinners or executive sessions of Garden City, L. 1., N.Y. 
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as few as 12; or group meetings of 400. Tel.: Ploneer 6-0700 © Teletype: NY 1-138 


Ndeally Rusted. ee 


Vothing comes belwcon 
you and the Atttaistic 


FORT LAUDERDALE’S 


LARGEST OCEAN FRONT 
CONVENTION HOTEL 


~~ Galt 
Ocean 


* 


Complete convention facilities . . . audio-visual aids . . . Meet- 
ing rooms for any size group from committee to full convention 
250 rooms ... For brochure and complete details, write 


Convention Dept., Galt Ocean Mile Hotel, 3200 Galt Ocean Drive, 
Fort Lauderdale, Fla. 


Fred A. Muller, General Manager 
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have much to say about one particular 
subject. 

Many new products reflect com- 
ments made at previous congresses. 
Soon after oven cleaning popped up 
as a disagreeable chore at round-table 
discussions, one manufacturer pro- 
duced a pull-out oven with special 
emphasis on easy-cleaning features. 
emphasis on easy-leaning features. 
Home builders are particularly sensi- 
tive to comments of delegates and 
many consider all suggestions care- 
fully in their plans. 


Sponsors Plan Events 


Because of wide press coverage, 
sponsors generally plan special events 
around “their” delegates. These 
women (all delegates, in fact) become 
local celebrities. They are asked to 
speak at many local functions. 

In the past McCall’s has had mod- 
erators stage small congresses in 
their hometowns. From these con- 
gresses, McCall’s has been able to re- 
cruit delegates to its national sessions. 
For local congresses, McCall’s supplies 
agenda and complete instructions for 
moderators. 

In addition to local appearances 
and panel chores at company sales 
meetings and association conventions, 
delegates sometimes find themselves 
with new careers. One became a 
kitchen planner, another became an 
interior decorator while still another 
discovered that compared to the rest 
of the delegates she had no aptitude 
at all as a homemaker and gave up 
homemaking to take an office job. 

Previous congresses have included 
about 100 delegates. The congress 
this month will have about 65. There 
will be eight editors in attendance 
and about 20 other McCall’s person- 
nel to handle registration chores, ar- 
rangements and other details. 

What does McCall’s get in return 
for its month of work and cash in- 
vestment: 


1. Transcripts: Every word ut- 
tered by delegates is taken by steno- 
typists. An outside organization has 
the job to digest comments into a 
complete report. Reports on each sub- 
ject then are available to advertisers 
and prospects. McCall’s salesmen use 
these reports in their contacts with 
prospects. 


2. Publicity: McCall’s name gets 


wide exposure in major media. In 
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KELLY GIRLS 

INTRODUCES 
NEW) 

SERVICES 


FOR CONVENTIONS AND 
TRADE SHOWS 


Need an e expe rienced hostess, receptionist or 
general “jack-of-all-trades” to handle your 
company e exhibit ? Just call Kelly Girl Service 

. the national organization that provides 
temporary help to modern firms everywhere! 


FOR DEMONSTRATIONS 


Looking for demonstrators to pass out 
cookies, paint pictures or hand out samples 
from coast to coast? Kelly Girl employees 
can do it all . . . whether the job requires 
one girl or fifty—in one city or fifty! 


FOR SURVEYS AND 
INTERVIEWS 

Want a crew of professional shoppers, sur- 
vey takers or telephone solicitors for a day, 
a week or a month? Simply get in touch 
with any one of the 138 Kelly Girl Service 
offices. There’s one near you. 


In addition to these new expanded services, KELLY GIRLS® is 
also America’s largest supplier of temporary female white-collar 
office personnel. Fully screened and tested. Bonded and insured. 
100% guaranteed to meet highest standards. 


Kem OIRLGE 


65 


Convention favorite 
of Middle America Hotel Savery in 
» D e. S MOINeS Soccer 


rooms; 11 meeting rooms @ Experi- 
enced convention staff ©@ Finest 
Food @ Closed-circuit TY @ 425 
guest rooms; air conditioned; radio and 
TV in all rooms. © Plenty of adja- 
cent off-street parking © Two blocks 
to Veterans Auditorium. 


You'll feel at home at the 


SAVERY 


- - + @ friendly Boss Hotel 


PAUL E. LEFTON 
General Manager 


CONVENTION __ siniescous 


256 miles’, 
MILWAUKEE 
362 miles 


OMAHA / 


o " 
1 140 miles 


j 
HQTEL FORT DES.MOINES ’ 
, Our outstanding accommodations—combined with Des Moines’s cén- 
tral iocation and complete facilities—assure you of a successful busi- 
ness convention or sales meeting. Iowa's leading, prestige hotel. 


425 attractive modern guest rooms 

All rooms air-conditioned 

Accommodations for.groups from 10 to 1,000 
Free TV and radio—closed circuit TV 
Unlimited parking space in conjunction 


KANSAS ciTy\Telephone CHerry 3-1161 . Teletype: DM 87 


ROBERT W. STANLEY, Soles ond Convention Manager 
JOSEPH E. WHALEN, General Manager ” 


ST. LOUIS 


363 miles\g@ 


Executives RRbumcaitmins 
Sales Meetings 
Conventions 
Incentives 


1000 Air Cond. 
Rooms, all with 


Consider the advantages of 
the Edison's newly decorated 
and magnificent Banquet 
Halls. No finer facilities any- 
where, sensible prices. ..con 

y located in midtown 


Accommodations: 20 to 1000 


> t | 
vations call New York's Newest. . 


EDISON 


46th to 47th Sts. 


Just West of Bway 


Charles W. Tierney 


Circle 6-5000 


A Personalized Hotel in the Heart of the 
Theatre District and Radio City 


Milton J. Kramer, Pres. 


Convention 
perfect 


SS Ne Soe % 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 
service. 


SPECIAL CONVENTION RATES: 


throughout season April 15 to Nov. 15. 
Write, wire or phone (Bedford 500) 


Bedford Springs 
HOTEL 
Bedford, Pennsylvania 
E. Harris Knight, Sales Manager 


WD) 


\ South’s Supreme 
~ Hotel with a 
Personal Touch 


Atlanta's largest Exhibition Hall—seating 
2500, located at ground level, no eleva- 
tors required and completely staffed and 
equipped. 

Banquets—20 to 2000 

Twenty-four (24) meeting rooms 

adjacent. 

Five (5) restaurants in latest vogue. 
Nation's finest floor of meeting rooms. 
Fabulous Empire Room with dining, danc- 
ing and star entertainment. 

Arcade Shops of latest decoration. 

Suites furnished in imported fabrics and 
collectors’ items. 

Summer Garden dining and dancing. Rain- 
bow mystic lighting surrounds you. Glam- 


orous swimming pool and exotic Polyne- 
sian Lounge. 


A small city, within 
itself, with Southern 
hospitality flowering. 


atlanta Biltmore 
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addition, such programs as Art Link- 
letter’s daytime TV segment has made 
regular use of congress delegates as 
panels to discuss all manner of sub- 
jects. 


3. Meetings: McCall's makes fav- 
orable impression on its advertisers’ 
and prospects’ salesmen at their sales 
meetings—via delegate panels. “We're 
happy to get these women before 
sales meetings,” says a McCall's pro- 
motion man. “Not only do we become 
associated with a lively segment of 
the meeting, we have a chance to 
reach salesmen who are an important 
influence in advertising.” 


4. Background: Notes from con- 
gresses supply up-to-the-minute data 
on homemaker wants, needs and ideas 
for editors. Comments by delegates 


spark many ideas for future features. 
While editors are in the field con- 
stantly in contact with trend makers, 
the concentrated dose of ideas and 
over the years in plans and staging of 
opinions at a congress is invaluable. 


Changes Over the Years 


Many changes have been made 
over the years in plans and staging of 
congresses. Some have been small, 
but all important. Confesses Miss 
Davied, “Once we used a 39-page 
questionnaire” to survey potential 
delegates. Since, she has been able 
to spot enough pertinent questions in 
five pages. (Reading 39-page ques- 
tionnaires from thousands of women 
is too big a chore for even a methodi- 
cal conference planner as is Miss 
Davied.) @ 


Popular Reprints 


Here are reprints of some of the most popular articles that have appeared 
in Sales Meetings. Single copy prices are shown. To order, simply check 
the reprints desired and mail with remittance to: Readers’ Service Dept., 
Sales Meetings, 1212 Chestnut St., Philadelphia 7, Pa. 


|] How to Be a Clever Conventioneer — By E. D. Parrish 
Here are 12 “musts” to help you get the most out 
of any convention you attend 


For the Modern Meeting Planner: Guide to Styles, 
Groups, Methods — by Hugh A. Gyllenhaal 


Executive Cue Sheet for Planning a Meeting 
A guide to elements to consider when you plan 


any type of meeting 


Obsession With New Techniques Detroys Meeting 
Effectiveness — by Hugh A. Gyllenhaal 


Here’s a problem — solvin 


plan sound conferences 


guide to help you 


Role-Playing: Do-It-Yourself Technique — 


by Richard Beckhard 


‘Ad-lib’ script is multi-purpose tool for training meeting 


The Great Training Robbery — by John H. Zenger 
How you run your training meetings may 
account for salesmen turnover, loss of status 
for sales function, loss of sales skills 


To Pick Best Hotel (for you) Ask Questions — 


by David Marshall 


Here is a sample of what to ask and how 
it helps you to choose a convention hotel 
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AMERICA’S 
MOST COMPLETE 
RESORT HOTEL 


FEATURING 

Summer Rates—June through September 
American or European Plan 

560 Large, Comfortable Rooms and Suites 
100% Air-Conditioned 

Two Championship PGA Golf Courses 
Twin Cascade Mountainside Pools 
Skiing, Boating and Water Sports 

Fishing in nearby lakes and streams 
Hiking and Horseback Riding 

Dancing, Night Clubbing, Entertainment 
American and Continental Cuisine 
Spacious Ballroom and Dining Facilities 
Modern Decor by Dorothy Draper 
Centrally located, Nationally 

Easy to reach by plane, train or bus 


” aa 


PLUS THE 
WORLD-FAMOUS THERMAL BATHS 
7 
HOST TO SELECT GROUPS 
JUNE THROUGH JANUAR) 

a You will be more than 
gee : = pleased with the service and 
id Fr special attention your meet- 
So ing will receive at the 
Arlington. Reasonable prices, comfort- 
able modem guest rooms, spacious, 
well-equipped meeting rooms, superb 
cuisine and unlimited fun and enter- 
tainment facilities make the Arlington 
your ideal convention site. For a smooth- 
running, pleasant meeting, choose 
America’s most complete resort hotel, 
the Arlington. 


WRITE OR WIRE 
EDGAR A. MAY, Manager 
THE 


U 


100 FOUNTAIN AVENUE 


HOT SPRINGS NAT'L PARK 


* ARKANSAS: 


Z * } | F a 
“TAKE your picture, Mister?” Portrait is key to crowds at Eastman Kodak booth at Chicago's 
National Premium Buyers’ Exposition. Booth personnel show products as visitors wait their turn. 


Photo Card Is New ‘Stopper’ 


Photo taken for business card is new stunt to attract show 


visitors 


to exhibit. 


Kodak uses 


“triple-threat”’ 


sales ap- 


proach at Premium Buyers’ Show; boosts results of exhibit. 


By DON LEWIS 


Assistant Director Sales Promotion, Eastman Kodak Company 


SIMPLE traffic 


stopper that any company could use 


take-your photo, 
inexpensively gave us a triple-threat 
sales “attack” at the recent ( April 10- 
13) Premium Buyers’ Exposition in 
Chicago 

With some 375 exhibitors com- 
peting for the attention of an esti 
mated convention crowd of 5,500 at 
the mile long Navy Pier, we needed 
a way to stop convention traffic at 
the Kodak booth, introduce those 
stopped to the Kodak line of pre- 
mium cameras, and get names for 
future sales follow-up. 

We did all three with a simple 


photog iphic setup in our booth. 


Color photos shot at booth are later 
used to make sample calling cards. 


ES MEET 


In three-and-one-half days, a girl 
from our Chicago office took 375 
color photographs of Kodak booth 
visitors for their possible future use 
on a photographic color business 
card. Those who had their pictures 
taken were told that within a few 
weeks they would receive a sample 
business card in color. Using the en- 
closed negative, they could then 
order a quantity of color calling cards 
through their usual source of photo- 
graphic supplies. 

About two weeks after the con- 
vention, the sample business cards 
were in the mail along with our latest 
premium catalog. Potential sales 
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A complete TV studio—plus theater screening equip- 
ment—goes on a multi-city tour. 


Mayflower simplifies even 
the most complicated moves 


America’s Most Recommended Mover 


@ Color television cameras, transmission and receiver consoles, monitors, lighting 
and projection equipment—a half-million dollars worth of delicate units for Smith, 
Kline & French’s elaborate closed circuit TV telecast demonstrations—has been 
“touring by Mayflower” for the past several years. 

Moved from city to city in one of Mayflower’s new special tandem-axle “soft 
ride” Mayflower vans, every show was televised on schedule. Every piece of equip- 
ment was delivered undamaged for each different city’s performance. 

It will pay you to call your Mayflower agent for your next moves of high value 
equipment or exhibits. Write now for “17 Reasons Why” an illustrated booklet 
particularly helpful for exhibit managers. 


AERO MAYFLOWER TRANSIT COMPANY, INC. « INDIANAPOLIS, INDIANA 
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value in the post-convention windfall 
ot names, addresses and business affi- 
liations is obvious. Not so obvious, 
however, was the value of the photo 
setup during the actual progress of 


the convention 


Traffic Increased 


As word got around about the 
photo setup, traffic increased to the 
point where there were usually three 
or four persons waiting to have their 
pictures taken during peak viewing 
hours. Rather than simply stand in 
line after they were through signing 
the guest register, visitors—more often 
than not—spent several minutes to 
browse through the Kodak exhibit. A 
question on the color calling card 
invariably led to a question on, say, 
the Hawkeye Flashfun camera, Ko- 
dak’s newest entry in the premium 
field. Or, perhaps, the question 
turned on which of our products were 
available as “self liquidators” or “ex- 
ecutive gifts.’ 

Conversations between booth visi- 
tors and Kodak staffers were often in- 
terrupted as the visitors’ turn in the 
picture-taking line came up. With 
their interest thus whetted, many 
returned to complete their tours of 
the exhibit and hear the rest of the 
amera premium story. Some of the 

tured attendees even accompanied 

dak Special Markets representa 

into the enclosed conference 

irea for more detailed discussions on 
specific premium programs 

All in all, we found the Kodacolo1 
business card setup ideal. Not only 
vas it ine xpensive one camera, one 
girl, one stool, one visible numbering 
system, one set of lights, one guest 
register and a few square feet of the 
exhibit area. The setup was also a 
sure and successful crowd puller. And 
this without being so offbeat as to 
detract from the exhibit itself. Also, 
with all the recent publicity about 
calling cards in color, this approach 
is currently a “hot” one 

Even before the initial exposure of 
this technique at the Premium Show, 
Kodak had had well over a thousand 
inquiries from companies and _indi- 
viduals interested in more informa- 
tion on business cards in color. Re- 
action at the show supported this 
indication of interest, with many of 
those pictured making pointed in- 
quiries about quantities and price. 
Several indicated that they would 


like to outfit their entire sales staffs 
with color calling cards. So, the in- 
terest is there — and running high. 

To set up to stop convention traffic 
with a color business card photo offer 
is relatively easy and actually quite 
inexpensive. Our first step was to 
decide upon the minimum area re- 
quired to do the picture-taking job 
effectively. 

For example, using a Kodak Retina 
Reflex II] Camera with an 85mm 
lens, the approximate distance be- 
tween film and subject necessary to 
give the ideal image on the negative 
is six feet. If you have less room in 
which to work, you could use the 
same camera with a 50mm lens, and 
about four feet between subject and 
camera. (It is desirable that a “single 
lens reflex camera” be used since with 
this type of camera the photographer 
sees through the viewfinder precisely 
the same image that strikes the film. 
This means that no heads will be 
cut off.) 

We used two photoflood lights 
positioned as illustrated in the accom- 
pany photo. Film used was 35mm 
Kodacolor. 

An adjustable stool was also used 
for the subject to make sure that 
image on the negative was placed as 
close to the center of the negative 
area as possible. Subjects were also 
asked to look to their left, so they 
would be facing into rather than out 
of the finished sample calling card. 
In addition, a numbering system was 
devised using flip card numbers from 
001 to 375. These numbers corre- 
sponded with the numbers assigned 
to visitors as they signed the guest 
register in the booth. 


Use Local Girl 


We used a local Kodak girl from 
the Chicago office to take the pic- 
tures. All she really had to do was 
load the cameras, make sure the sub- 
ject was in the middle of the view- 
finder and in focus, and, finally, coax 
a smile out of the chronic frowners. 
(Some such phrase such as “Elephant 
Cheese” usually does the trick.) Fact 
that the girl was local also proved 
to be a publicity plus, as her picture 
was used in one of the Chicago news- 
papers. 

Of course, the convention or sales 
promotion manager contemplating a 
similar setup would not necessarily 
have to concern himself with all the 
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When you think 


of conventions, 
think first of 


HILTON HOTELS 
AND INNS 


NEW YORK 
The Waldorf-Astoria The Statler Hilton 
The Savoy Hilton 
CHICAGO 
The Conrad Hilton The Palmer House 
ALBUQUERQUE 
Hilton Hotel 
ATLANTA 
Hilton Inn (airport) 
AURORA, ILL. 
Hilton Inn (East-West Tollr 
BOSTON 
The Statler Hilton 
BUFFALO 
The Statler Hilton 
CINCINNATI 
The Netherland Hilton The Terrace 
CLEVELAND 
The Statler Hilton 
COLUMBUS 
The Deshler Hilton 
DALLAS 
he Statler Hilton 
DAYTON 
The Dayton Biltmore 
DENVER 
The Denver Hilton 
DETROIT 
The Statler Hilton 
EL PASO 
Hilton Hote Hilton Inn 
FORT WORTH 
Hilton Hotel 
HARTFORD 
The Statler Hilton 


HONOLULU, HAWAII 


F Hawaiian V e 

HOUSTON 

The Shamrock Hilton 
LOS ANGELES 

The Statler Hilton 
BEVERLY HILLS 

The Beverly H 
NEW ORLEANS 


H 


ton 


ton nn tise ort) 
PITTSBURGH 
The Pittsburgh Hilton 
SAN FRANCISCO 
Hilton Inn (airport) 
SEATTLE 
ton Inn (airport) 
ST. LOUIS 
The Statler Hilton 
TARRYTOWN, N. Y. 
Hilton Inn (N. Y. State Thruway) 
WASHINGTON, D. C. 
The er Hilton 
BERLIN, GERMANY 
The Berlin Hilton 
CAIRO, EGYPT, U.A.R. 
The Nile Hilton 
ISTANBUL, TURKEY 
The Istanbul Hilton 
MADRID, SPAIN 
The Castellana Hilton 
MEXICO CITY, MEXICO 
The Continental Hilton 
ACAPULCO, MEXICO 
Las Brisas Hilton 
MONTREAL, CANADA 
The Queen Elizabeth (A CNR Hotel) 
PANAMA, R. P. 
El Panama Hilton 
SAN JUAN, P. R. 
The Caribe Hilton 
ST. THOMAS, U.S. VIRGIN ISLANDS 
The Virgin Isle Hilton 
SANTIAGO, CHILE 
The Hotel Carrera 


ASSOCIATED HOTELS IN AUSTRALIA 
MELBOURNE 
The Chevron Hilton 
SURFERS PARADISE 
The Chevron Hilton 
SYDNEY 
The Chevron Hilton 


CHOOSE A HILTON INN... 


BECAUSE Hilton Inns have been spe- 
cially designed for meetings and con- 
ferences of every sort and size. Each 
Inn is furnished with a variety of 
meeting and banquet rooms, which 
can be used individually or together, 
and is equipped with every conference 
aid you could want. 


BECAUSE Hilton 


well away from city distractions yet 


Inns are situated 


are incredibly easy to get to. Five are 
located at airports. Two are on major 
expressways, one within easy reach of 
New York, the other convenient to 
Chicago. 

BECAUSE Hilton Inns offer the same 
standards of comfort and service as 
the world famous Hilton hotels—also 
extras such as swimming pools, free 
parking, and a restful, country setting. 


CONRAD N. HILTON, PRESIDENT 


Executive Office * The Conrad Hilton 


Chicago 5, 


Iilinois 


YOUR NEXT MOVE... 


for your next meeting 


LOCATION: 


Although 18 minutes from the heart 
of Miami over the famous Ricken- 
backer Causeway, the seclusion of 
The Key Biscayne and its many self- 
contained diversions assure unusually 
high attendance at all meetings. 


CUISINE: For anyone who enjoys 
fine food — and who doesn't — Key 
Biscayne is truly a gourmet's Para 
dise treating your appetite to the 
60-foot Buffet with its epicurean 
masterpieces enjoying a tid-bit 
in the Patic a refresher at the 
Island Bar or dinner-dancing in 
the Cape Florida Roon 


Sh Sy Liisayne 


701 Ocean Drive * Miami 49, Florida ¢ Tel. EMerson 1-5431 
Nationally represented by Robert F. Warner, Inc. 
New York ¢ Chicago * Washington © Boston © Toronto, Canada 


FACILITIES: 


inde | y 2et r¢ 

dea eting 

nent: Pitch tt colf 
nt; Pitch 'n Putt g 


JO’ Cc rse on tne 


SPECIAL FUNCTIONS: 


Beach parties and luncheons along 
the shores of the Atlantic at our new 
Chickee, “El Bohio”— professionally 
staged Water Shows — steak frys 
and lobster bakes — International 
Nights featuring exotic dishes, and 
many others. 


PERSONNEL: 


Our staff is widely known for 
experienced, capable pla 


handling of groups fron 


FLEX-SHO 


Costs 42 as much as the 
average exhibit! 


With FLEX-SHO 
you’re the boss! 
It does just what 


you want! 


Functional Accessories 


Available 


ae 


photographic mechanics. If planned 
well in advance, a deal could be 
made with a professional photogra- 
pher to do the job. Another alterna- 
tive would be to contact a_ local 
photofinisher, who would probably be 
glad to assist with the photographic, 
and later, the processing details. 

Follow-through after the promotion 
is, obviously, most important. This 
should all be planned out well in 
advance. An ample quantity of 
follow-up packets should be prepared 
and readily available at the point 
from which the sample photographic 
calling cards will be mailed. Covering 
letters to the calling card recipients 
could, possibly, be typed out in ad- 
vance. Then only names and ad- 
dresses would have to be added to 
complete the packet for mailing. 
Such advance preparation and plan- 
ning will give you a running start 
and make sure that you strike soon 
after the convention, while the iron 
is still glowing, so to speak. In other 
words, you will get more impact 
while your company product line, as 
shown in your exhibit, is fresh in the 
prospect’s mind. 

As simple and foolproof as pho- 
tography is today, nothing has yet 
been invented for the subject who 
blinks at precisely the wrong mo- 
ment. (If the sitter sees a red, not 
white or blue flash, his eyelids were 
closed.) Person who makes pictures 
at your exhibit should, in the majority 
of cases, be able to catch this. That 
is, he or she should take an extra 
insurance exposure if there is any 
reason to believe that an untimely 
blink has spoiled the shot. Even with 
these precautions, there are bound to 
be one or two or more “failures.” 
These failures, however, may turn out 
to be big successes, though, with the 
right follow-up. 

For instance, if the picture of the 


STICK-ON BADGES 


For MEETINGS and 
CONVENTIONS 


Name Badges, stick on any Gar- 
ment. No pins or buttons. 


ONLY 5c Each 
KEN MORRISON IMPRINTED 


FIRM MAME 
GOES HERE 


Write Milwaukee for Illustrated Brochure 1000 lots . . . less Ge each 


Tne => inch Circle, Square or 
HARTWIG DISPLAYS 


vs . ‘ . Triangle, 10 day service. 
e Simple Functional Designs / ” ; aa too » MEETING Send copy. Guaranteed. 
B — ~ - ant #1: - Van Buren St. 
e Smart Styling e Easy Set Up g: -. _ Milwaukee 2, Wis. FREE SAMPLES — Glad to send them 
¢ Flexible Panel Arrangements ~/ — al pe = 
Offices: D.C. and Hollywood, Cal. 


Order from Frank D. Jackson, 
¢ Adequate Lighting JACK-BILT, 906 Central St., Phone VI 2-5068 
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Kansas City, Mo. 


purchasing agent for the XYZ Com- 
pany turns out badly, send one of 
your salesmen in on a special trip to 
take several color photos of the un- 
fortunate subject. While he’s there 
or when he comes back with a sample 
business card, there’s no reason why 
he couldn’t pick up the sales thread 
where it was left off at the convention 
exhibit. 

This brings up another possibility. 
The manufacturer of higher priced 
equipment who can afford somewhat 
higher personal selling costs might 
consider the possibility of actually 
sending his salesmen in with the 
completed sample business cards. 
This personal delivery of calling cards 
to leading prospects would be an ex- 
cellent way of breaking the traditional 
“cold call” ice. Chances are, too, that 
the prospect will be able to find time 
for a few minutes with this bearer 
of good photo tidings. 

Promotional trimmings that may 
get even more merchandising mileage 
include the possibility of dressing the 
photographer up in some sort of cos- 
tume. Costume should be relevant 
to the exhibiting company, its prod- 
ucts, advertising, or the central theme 
of the exhibit itself. For example, we 
dressed our picture-taking girl in the 
Kodak “Summer Girl” costume. In 
addition, we hired a local profes- 
sional photographer from the Chicago 
area to take some publicity pictures. 

When, for instance, a top level 
executive for a major food company 
stopped by to have his picture taken 
for a sample color calling card, we 
also took a picture of him having his 
picture made. It sounds complicated. 
But it isn’t. Resulting picture-taking 
pictures were then captioned and 
sent to the person pictured for clear- 
ance. 

A suggestion was also included that 
the subject might want to submit the 
photo to his own house organ. Many 
did. And, once we got back the 
cleared photos plus captions, these 
were sent to appropriate trade publi- 
cations — a food magazine or house- 
wares publication, for example, de- 
pending on the nature of the sub- 
ject’s business. We feel that this re- 
sulted in considerable plus publicity 
for our premium sales business. 

But such promotional trimmings 
aren't necessary to do the basic job. 
The simple color business card setup 
can stop convention traffic, keep them 
at your booth for a while, and give 
you names for future follow-up. 
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THE BEST TRADE SHOWS COME 
To tHe Vow Ufork 


TRADE SHOW 
BUILDING 


When an industry puts its best 
foot forward, they come to the 
New York Trade Show Building. 
It makes all the difference 

in the world. 


The country’s leading trade 
shows and conventions have 
been quick to recognize the 
obvious advantages and 
features of this outstanding 
show center: 

@ the finest in exhibit facilities 

@ the ultimate in service 

@ the central location 

® the greatest economy 

If you are interested in selling 
more—more effectively, you'll 
be sold on the merits of the 
New York Trade Show Building. 


For very complete information 

without obligation 

WRITE, PHONE or WIRE to: 

Mr. Duane W. Carlton, President 

NEW YORK TRADE SHOW BUILDING 
500 Eighth Avenue, corner 35th Street 
New York 1, N. Y. ¢ LOngacre 4-4100 
4000 Fine Hotel Rooms located nearby 


COMPLETELY AIR-CONDITIONED 


"Teo Vhoy Bato Erk Facilitios 


*. £OLW mMopa4 FF 


bebell « bebell * 


COLOR LABORATORIES 
- 


film strips * = GIANT PHOTOS , 
& Transparencies 
any size, any style 
from art, transparencies & negatives 


masters - duplicates 


from art, transparencies & negatives 


full color, b. & w., diazo-color 
slides 
any size, any mount * 
from art, transparencies & negatives 


write, phone, wire * 
ask for NEW 
price list wall chart M9? 
OF COMPLETE PHOTO SERVICES 


WAtkins 4-8573 108 W. 24th St... New York 3} 


Cables: Labsbebet!, N.Vv. 


peseeeses 
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Fine Art of Being Host 


Your hospitality suite at a convention or show can be important 


—if you use it right. Here are tips on how to handle invita- 


tions, liquor purchase, hostesses, introductions, your person- 


nel, wives—and how to make the expenses pay off in results. 


YOUR hospitality suite is as impor- 
tant as your exhibit display area at a 
onvention — if it is used effectively. 

As the Internal 


tight ns up on 


Revenue Service 


business expenses, 
we'll have to show something besides 
empty liquor bottles to justify their 
cost as business expense. Here is the 
way to increase the effectiveness of 
the hospitality suite and keep Uncle 
Sam's minions happy, too 

First step is to invite selected cus- 
tomers and prospects to your suite. 
Invite them all 


good advertisement. You rarely can 


a good crowd is a 


learn the number of a reserved suite 
In advance 
them to get the “key” to the suite 
at your exhibit booth 
papel key with the 


rubbe1 stamped on it. 


(It can be a 


room number 


let your invitation advise 


Have your 


By JAMES P. KENNEDY 


Vice-President, Merchandising Advertisers 


advertising manager design a neat 
printed invitation in good social stvle, 
to invite the recipient to a “friendly 
with the executives 
and engineers of the firm.” 


social meeting 


In Good Taste 


Do not use trick gimmicks or sexy 
illustrations that might reflect upon 
vour firm’s good taste. Mail the in- 
vitations at least two weeks in ad- 
vance of the convention. They should 
be hand addressed even if you have 
to hire the wives of vour office staff. 
Use a commemorative postage stamp 
for the added attention it will draw. 

The suite is as important as the 
exhibit booth and should be prepared 
with the same care. Get the biggest 
one you can afford with two adjacent 


CALPEE + 
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bedrooms, if possible. Have the hotel 
install extra chairs and ash trays. If 
vou have to buy the hotel’s booze or 
pay a “corkage” charge, suffer the 
overcharge for liquor and go along 
with it to insure the other services 
that are essential (set-ups, ice, glasses, 
pretzels, cheese and crackers). 

Order an ample supply if the hotel 
offers the privilege of return of un- 
opened bottles. The smart host never 
runs out of supplies late in the eve- 
ning when it may be difficult to re- 
plenish the larder. 

Next step is to get a neat, hard- 
covered guest book, with the proper 
lines on each page for name title, firm 
name and address. This is very im- 
portant. If Uncle’s boys insist on 
knowing who drank the Scotch, you'll 
have a written record. It is also the 
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THE BIOGRAPHY OF NOBILITY: SCOTLAND’S PRINCE 
OF WHISKIES: BORN IN THE ANCIENT TOWN OF KEITH 
AND CRADLED IN SHERRY-TOUCHED OAK WOOD; 
GENTLED BY THE ROLLING MISTS OF THE RIVER ISLA 
-»* NOURISHED BY THE RARE MYSTERIES OF STRATH- 
ISLA SPRING WATERS, CHIVAS REGAL ATTAINS FULL 
MATURITY WHEN 12 YEARS OF AGE: DISCOVER ITS 
GRACIOUS FLAVOR FOR YOURSELF: CHIVAS REGAL: 
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1) Aram ‘on 


This private resort estate of 625 scenic acres is at your service for convention 
and business meeting groups. Famed for efficient convention planning; 
superior accommodations; gracious, attentive service and gourmet food. The 
new and versatile Starlight Room comfortably accommodates 600. All resort 
facilities are right on the grounds: private Beach and Cabana Club, tempera- 
ture-controlled Pool, Har-tru Tennis Courts, Cocktail Lounge. 


And Where Else in Florida Will You Find 
TWO SUPERB CHAMPIONSHIP 18 HOLE GOLF COURSES AT YOUR DOOR! 
The Belleview - Biltmore is pleased to report that the 


following distinguished organizations were recently here: 


Travelers Ins. Co., New York Life, John Hancock Life, Textile Bag Assn., Nat'l. Lumber 
Mfg. Assn., Waxed Paper Inst., Inc., Chemical Spec. Mfg. Assn., Northwestern Mutual 
Life, Aetna Life, Manufacturers Life, Mass. Mutual Life, and American Inst. of C.P.A.'s. 


Pld Wltinxe 


BELLEAIR, CLEARWATER, FLORIDA 
Bernard F. Powell, President * Donald E. Church, Manager 


— 


Ingredients for 
Conference 
Success 


COMFORT, 
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CONVENIENCE 


and CALM 


Halfway between 
New York and Philadelphia 


Three essential ingredients, and Nassau Inn has them all... the 
comfort of a fine, 120-room hotel, the convenience of a location 
midway between the two largest cities in the east, and the calm 
of an eighteenth century inn. Conference success? Assured! 


» Easy to reach by car, train or plane + 9 conference rooms for 10 to 200 
* 3 fine dining rooms including the new Coach Room 

* Fully air conditioned + Relaxed, undisturbed atmosphere 

° ienaprces guest rooms * No traffic or parking problems 


| 3 ew conference center and swimming pool ready early 1962 


| NASSAU INN 


means of a follow-up mailing of a 
“thank you for coming note” that 
makes a wonderful impression after 
a convention. 

There is no rule against exhibiting 
merchandise in the hospitality suite. 
This is the place to show cut-away 
models and panels of parts exploded 
in the style of illustrations used in 
military technical manuals. If you 
have a part, fairly small, that can be 
gold plated and imbedded in clear 
plastic with the plastic cut as if it 
were a real jewel, it can be the center 
of interest with colored lights to il- 
luminate it from below. If it just 
happens to be the millionth part of 
that type you have made, invite re- 
porters and their photographers in to 
see it — with perhaps a pretty model 
to hold it. 

Use of models, or hostesses, must 
be handled with the utmost good 
taste and discretion. Some wives of 
executives rather sensitive about 
such things. 

Hire attractive 25 to 28-year-old 
models from a reputable local agency. 
They should be married women, who 
know how to jolly customers along 
without getting too personal and not 
likely to get upset over a few ribald 
stories. Ask that they wear dark 
formal evening attire; a deep “V” neck 
line is about as sexy as you dare get. 
Hire two or more, never one! 


are 


Not for Wives 


Do not attempt to use the boss’ 
wife or the wife of any other official 
of vour firm. The days of putting the 
the expense account, as 
went out with the present 


wives on 
hostesses, 
administration. 

Technique of handling guests sets 
the stage for a good hospitality suite. 
Choose the salesman from your staff 
with the most extroverted character 
and pleasing personality as the official 
greeter to meet everyone at the door. 
However, he must not allow himself 
to get “stuck” with one customer. 

First step in the routine is to intro- 
duce the guest to the hostess who 
serves the refreshments to get a drink 
in his hand. At this point, the other 
hostess presents the guest book. She 
can use this opportunity to provide 


: lest INN ol a souvenir ball-point pen for the guest 
———— to keep, after signing the book. 

The girl with the guest book, or 
another hostess if you have three or 


should introduce the guest to 


PALAITER SQUARE* PRINCETON *N.J. 


checklist and full details contact George Washko, 
Nassau Inn, Palmer Square, Princeton, N. J. WAlnut 1-7500. 


55 7 5 1 7 8S 8S 85 SS TS OS OS 8S CS OS CIS CHS EHS BIS WTS THO OS OS WS OHS WHOS 


SALES 


For conference 
Manager, 


more, 
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SINESS 
MEETINGS 


RATE 


TOP 
ATTENDANTS 


A FUNDAMENTAL AT EVERY 
INTERCONTINENTAL HOTEL 


Getting out a big crowd, and sparking 
them with a big smile—that takes 
people! And we've got ‘em! A whole 
crew of wonder-workers who can wrap 
up every arrangement before the first 
rap of the gavel. A staff that loves to be 
leaned on, every step of the way! Big 
meetings, small meetings, Interconti- 
nental Hotels know the secrets of suc- 
cess. With business efficiency for 
business hours. And a raft of fun for 
after hours. Plus all the local color a 
client could ask for—at any Interconti- 
nental Hotel around the world, 


Let Intercontinental Hotels help you 
with quick, courteous and understand- 
ing service to make your next group 
meeting an unqualified success. 


Tt Opening early 1962. * Opening Fall, 1961. 


y 


INTERCONTINENTAL 


HOTELS 


Familiar Comforts in Faraway Lands 


In New York, write: Chrysler Building 
135 East 42nd Street 
In Miami, write: Roper Building 
20 South East 3rd Avenue 


Curacao, Curacao, N.A 


Jaragua 
Dominican Republic 


r, 
oan alvador, 
E! Salvador 


OVERHEARD ON FIFTH AVENUE: 
“THE GOTHAM 


is my kind of hotel... 
for sales meetings!” 


5 individually decorated meeting 
rooms... fully air conditioned... 
absolute privacy... every bit 

as functional as they are elegant... 
ideal for groups up to 250. 


Conferences, sales or board 
meetings at The Gotham always 
bring favorable returns. 


\ 


Write for brochure or call: Sales Department 


TrHeEe GOTHANL 


Fifth Avenue at 55th Street * New York 19 © Ci 7-2200 


& ayia Stile 


EVELYN SHARP, PRESIDENT 


YOUR group will enjoy 
acres of pleasure at 


PIER 66 


MOTOR 
HOTEL 


be eg =a i 
Big ate bg SEI Ac 


ws -tOCCAem - 


Luxuriously furnished hotel rooms, suites. Beautiful 
Venetian Room seating up to 250 for meetings. All 
equipment furnished. 

e 9-HOLE PAR 3 GOLF COURSE ON GROUNDS ap nr neal Bee 
© 5 COCKTAIL LOUNGES © 2 POOLS meeting, wire, or write 


e 4 DINING ROOMS e YACHT RENTALS FOR CRUISING, FISHING hgh + A 


17th St. Causeway - Fort Lauderdale, Florida 


DAN SHAW, Sales Mgr., 
backed by a qualified 
staff, is on hand day and 
night to attend to all your 
requirements. For help 


the top-ranking official of your firm. 
He in turn must be coached to pass 
the guest down the line to a vice- 
president or sales manager, so as to 
be available for other guests. They 
should escort the guests to the ex- 
hibits on display, where your sles- 
men should be ready to take over. 

This routine must be clear to all 
your personnel. They must be alert 
to step in where needed to explain 
the features of the product on dis- 
play and to find the guest a seat. If 
long discussions cannot be avoided, 
the salesman should invite the guest 
to one of the bedrooms that adjoin the 
hospitality room for private confer- 
ence. It is here that you can station 
top engineering talent to take over 
and relieve the salesman that he may 
return to meet new guests. 

There are a number of gimmicks 
that serve well to entertain customers. 
One of the newest of these is a 35mm 
slide projector with a “wireless” con- 
trol that is so new your customer will 
enjoy operating it. There should be 
a stock of slides to show your product 
being made and ‘or used. These slide 
projectors can be rented. (If your 
slides are too dull, vou can mix in a 
few that will pep up the show quite 
a bit.) 

There are no objections to taking 
orders in a hospitality suite. Let us 
not be naive about this thing. We 
are all business men and if it is con- 
venient for you and your customer 
to do business in this friendly en- 
vironment, it will be that much more 
evidence to the Internal Revenue 
Service that the expenses of the hos- 
pitality room were justified. How- 
ever, it is not the place for high- 
pressure selling. 

Do not embarrass your customers 


Mr. Meeting Executive ... 


We can help you 
make your show one-in-a- 


Million 


. call, write or wire the 
BETTER 
BUSINESS 
MEETING 


& ALAN M. FISHBURN 
i>? Productions 


333 NORTH MICHIGAN AVENUE 
CHICAGO 1, ILLINOIS DEarborn 2-0657 


specialists! 
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with a hard-sell pitch. This is the day 
of the warm sell where possibly your PLAN YOUR NEXT BUSINESS MEETING AFLOAT , 
personality is more responsible for a A $20,000,000, 30,029 ton, completely air conditioned, trans-atlantic 
sale than your product, that may dif- luxury liner, one of the 10 largest cruise ships afloat. Cruise capacity: 
fer little if any from a competitive 800 persons. 
product at the same price. If you 
can get your customer to like you 
and your firm better than he likes 
the other fellow, you've got it made. 
Above all, play the part of the host 
graciously, even if the stinker hasn’t 
paid his bill in the last 90 days. 


There are some pitfalls to watch: ON A LUXURIOUS TRANS-ATLANTIC LINER 


Do not invite company wives to the A $8,750,000, 20,000 ton, completely air conditioned, newest luxury 
hospitality room. They can goof things 


liner afloat. Cruise capacity: 450 persons. 
up beyond all redemption without a 


full knowledge of company policies. 
Do not invite junior engineers or de- 
partment heads. The hospitality room 
is a favorite hangout where they will 
monopolize the best chairs and guzzle 
the more expensive brands of Scotch 
and bourbon. They are not to be 


relied upon to say the right things SAILING FROM YOUR NEAREST EAST COAST PORT 


to customers and can undo a lot of A $10,000,000, 18,750 ion, completely air conditioned, round-the- 


promotional work with a few careless world cruise ship. Cruise capacity: 550 persons. 
words. The order to keep them out 


must come from the top executive. 
Anv one in a lower eschelon of com- 
mand will be strongly resented for 
such an order and likely will find the 
going rough back at the plant. No 
junior employe will object to an order 
from the big boss — unless he has a 


new job lined up. | 3 T0 7 DAYS ALL EXPENSE FARES FROM $85 UP 


Last night of a convention should 


Permitting calls at exotic Nassau, Bermuda, Jamaica, Haiti, St. Thomas, Virgin 
find the hospitality room closed. Open Islands, or San Juan, P. R. Fabulous convention facilities aboard these specially 

: a, selected cruise ships. For example: 11 convention halls for simultaneous meet- 
the night before a convention, if vou “ ings, huge auditorium, theatre, well equipped stages, several orchestras without 
charge, six meals a day, convention staff to aid you, ship as hotel throughout. 
you are, but close up on the final : / Our ships cater to groups from 50 to 1,000 persons. Guaranteed better 
. ‘ \ accommodations and more room because we limit cabin capacity to almost 
evening when everyone is tired and half of normal occupancy. Your convention gets more attendance and gets 
more done because no one wanders away. Still some bookings open for 
One last admonition: Alwavs have 1961, it’s not too early to book for ‘62, ‘63, ‘64. 


someone in the room during the con- 


can can let customers know where 


wants to go home. 


World’s Largest Planners of Business Meetings Atloat 
vention. True hospitality accommo- 


; e Y e 
dates the guests at all hours. 8a (lard beawe Cmuse wees 


Keep an accurate record of all ex- Luxury Living Aboard Luxurious Liners 
penses. If your firm is in a 52% tax 


7’ Southern Bidg., Washington 5,D. C. -  STerling 3-8181 
bracket, Uncle wants to know what John E. Smith, Jr., President 
you did with his share of the profits. ® 


NEXT BEST THING TO YOUR OWN ISLAND 


44(SLANDIARDX 


" 


‘ ° hotel - restaurant 
enviles you 
‘ Choose San Diego’s newest and finest luxury hotel and For reservations and 
to consider 


restaurant for your next meeting! 120 beautifully- complete information, 
appointed rooms, banquet facilities for 35 to 250. Each write, wire or phone: 
THE 450-SEAT BALLROOM room with its own view of dramatic Mission Bay. Free Gene Morgan, 

TV and radio, courtesy coffee in every room. Heated General Manager 

at the pool, pitch and putt golf, shuffleboard. Slippage for islendi 
150 boats. Deep sea sportsfishing, boat rentals avail- re 
IC K- 0 0 S FV F LT able on grounds. Two coffee shops, International Res- 1441 Geivira Re. 

taurant with marine view. San Diego 9, California 
PITTSBURGH 


ACademy 4-3541 
Adjacent to new Gateway Center SPECIAL YEAR-ROUND GROUP RATES TWX—SD-6268 
Telephone AT 1-3700 « Teletype PG-356 
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MODELS are coached hour before show opens to operate nine circuit panels. 
if visitor completes circuits correctly, mechanical toys are set in motion. 


MODELS catch engineers’ eyes, but circuit puzzle keen them at booth. Study 
of semiconductor specifications permit visitors to complete the circuits. 


G-G-G With a Twist 
Nab, Holds Engineers 


Girls-gimmicks-giveaways combined by Sperry-Rand to attract 
and hold electronic engineers at exhibit booth. Contest keeps 


booth busy; requires thought rather than luck to win certificate. 


ENGINEERS are bright guys, and in 
their own field you can’t fool them. 
A lot of hokus-pokus and stunts will 
not attract and hold their attention. 
Thus, it becomes a problem at highly 
technical shows to draw bleary-eyed, 
foot-weary technical intelligentsia to 
any given booth. 

At this year’s Institute of Radio 
Engineers show in New York City’s 
Coliseum hundreds of booths — four 
floors of them — vied for the attention 
of electronics men ranging from the 
student to the v-p with purchasing 
power. 

Sperry Semiconductor, Division of 
Sperry-Rand Corp., with the aid of 
its advertising agency, Armand-Rich- 
ards, Hackensack, N.J., met the 
problem with success. But Sperry did 
it by deviating slightly from the 
formula “girls- gimmicks - giveaways.” 
All three ingredients were there, but 
they were “educated.” 

As did many other large companies, 
Sperry had a large, three-booth space, 
tastefully and colorfully designed. 
The Semiconductor division was as- 
signed one-third of the space and 
told to display the product in keep- 
ing with the over-all booth. 

Problem became elementary: at- 
tract the passer’s eve, stop him to 
explain the product, give him some- 
thing that he will keep that will re- 
mind him of the product. 

Each electronic manufacturer and 
service faced this problem but few 
achieved its goal. 


Beauty and Brains 


Sperry Semiconductor handled the 
“attract-the-eye” problem with the 
tried-and-true solution of two lovely 
blondes with all the usual accoutre- 
ments — plus brains. 

Crowds stopped — but beauty alone 
wouldn't hold them. The “gimmick”? 
Sperry Semiconductor hit them in 
their own bailiwick and challenged 
each and every engineer to test his 
engineering skill by completing three 
pre-designed electronic circuits with 
Sperry semiconductors. Semiconduc- 
tors “third” of the Sperry booth was 
called “Freedomland” and carried for 
its theme the freedom of design 
flexibility using Sperry semiconduc- 
tors. 

If correctly completed, the three 
circuits activated and lit up a minia- 
ture ferris wheel and two other me- 
chanical toys. Panel behind the mod- 
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Burroughs Corporation exhibit 


effectively accents 
miniaturized computer systems 


Delicate, miniaturized computer systems, manu- 
factured by the Burroughs Corporation for guid- 
ing missiles, are dramatically displayed in this 


Customer reaction at its first showing in Wash- 
ington, D.C. proved that Gardner Displays has 
successfully produced a highly dramatic, func- 


exhibit designed and executed by Gardner Dis- 
plays (case file 3-104A-1). The small components 
are placed, jewel-like, on black velvet covered 
platforms that tilt forward for close inspection. 


tional, effective exhibit. Why not discuss your 
exhibit program with Gardner Displays . . . 
nobody has more experience. 


Burroughs’ thirty foot exhibit, designed in ten- 
foot modules for space flexibility, also incorpo- 
rates sound-motion films that project from the 
rear on two screens in automatic sequence. The 
gyroscopic display units, the wavy design of the 
backwall, the model of the missile soaring over 
the world and the dark colors combine to create 
the mood of space. 


See this Gardner-designed exhibit 
at the Association of United States Army show, 
Sheraton Park Hotel, Washington, D.C., 
September 6 to 8, 
and Air Force Association Aerospace Panorama, 
Convention Hall, Philadelphia, September 21 to 24. 


GARDNER DISPLAYS 


“FIRST NAME IN EXHIBIT SERVICES” 


PITTSBURGH 13, PA. 
477 Melwood Ave. 
MAyflower 1-9443 


CHICAGO 8, ILL. 
1937 W. Hastings St. 
TAylor 9-6600 


DETROIT, MICH. 
Box 142, Birmingham, Mich, 
Lincoln 4-2030 


NEW YORK 17, N.Y. 
41 East 42nd St. 
MUrrayhill 7-2621 


PHILADELPHIA 10, PA. 
830 Land Title Bldg, 
LOcust 8-5395 
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NEW YORK...and the HOTEL WJ3 7 YORKER 
They just naturally go together. 


In every way, this is Our Town's greatest hotel value: 


NEW AIR CONDITIONED ROOMS. 
Beautiful NEW Decor. TV & Radio. 


3 Famous Restaurants: 
* Lamp Post Corner x Golden Thread Cafe * Coffee House 


Close to Everything! 
* Air & Rail Terminals * Transatlantic Piers 
* World’s Largest Shopping Area * Theatres 


Meeting, Exhibit, and Sample Rooms 


Shes 4e8aen6 
awe ewnwee = 


* for every purpose * all air-conditioned 
CONVENIENT PARKING AVAILABLE 


Singles Doubles Suites 
from $11.50 from $26 


_ Iusther RECORD BREAKING YEAR! of BANQUET HALL 


at the $20,000,000 


@) EAUVILLE 


NO WONDER! LOOK AT THESE FEATURES! 


e CONVENTION HALL— 24,000 sa. ft. of unobstructed floor space 

Seating for 4,000 people (For smaller groups, the auditorium can be partitioned 
into 2 or 3 more areas with sound proof walls.) 

Banquet Facilities for 3,000 people in the Napoleon Room 

20 Ultramodern committee meeting rooms for 30 or more people AUDITORIUM 
20 Meeting Rooms for 200 to 4,000 people 

35,000 square feet of exhibit space 

Air conditioned — Sound conditioned — Light conditioned 

Super abundant display space — projectioneered for conventions 

Hydraulic lifts for heavy displays 

Numerous Press Rooms and work shops, complete with telephones and 
typewriters for press releases 

@ Projection Room with complete visual aid facilities 

@ Ultramodern luxurious hotel accommodations for 100 to 1200 guests 


ENTHUSIASTIC REACTIONS CAPITOL RECORDS, INC.—The best we ever had 
18M —Our convention—a tremendous success! — facilities and hotel cooperation! 
ADMIRAL TV—Our most successful in the SERVALL CO.—You PROVED a BIG point!... that 
Electronics Industry! a SMALL convention could be held at the Deauville! 
OPTIMIST INTERNATIONAL— Never have we DICTAPHONE CORP.-—Enjoyed the finest of all 
experienced such cooperation! the 18 annual Dictaphone Conventions! at EXHIBITORIUM 


and MANY, MANY MORE! 100°; AIR CONDITIONED 


PLANNED FOR PLEASURE Write or wire 
2 swimming pools, and 550 feet of private ocean . DICK ELTERMAN 


beach—the Cabana Colony, putting greens and sun _ Director of Sales 
decks for fun in the sun! 


2 magnificent night clubs, featuring great name 
bands and stars of Broadway and Hollywood! 


Miami Beach's only indoor ICE SKATING RINK 
one of the many DEAUVILLE pleasure exclusives! 


ON THE OCEAN AT 67th STREET ¢ MIAM! BEACH, FLORIDA 
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els contained nine circuits. When the 
game began, a random three of the 
circuits lit and a timer device began 
which allowed the engineer two min- 
utes to complete the circuits. 

The model handed each contestant 
a folder (giveaway #1) which de- 
scribed the characteristics of nine 
semiconductors, only one of which 
properly fitted in each circuit on dis- 
play. The contestant therefore had 
to study the specifications of each 
semiconductor (thus familiarizing 
himself with the capabilities of the 
Sperry product), choose one each for 
the three circuits offered, and hope 
to activate the three mechanical toys. 
Models were on hand to answer ques- 
tions and control the game. 


Problems Not Easy 


Circuitry problems were not kin- 
dergarten stuff. They were purpose- 
fully made difficult in order to bring 
the tired, wandering show-goer out 
of his hypnotic haze and get him to 
actually use his mind while indirectly; 
being indoctrinated to the product 
and its possibilities. 

If all three toys were activated 
within the given two minutes, the en- 
gineer received a certificate (giveaway 
#2) entitling him to “every consid- 
eration commensurate with the abili- 
ties of a toy starter” and suggested 
he was worthy of a raise. If a wrong 
selection was made, a “tilt” light went 
on, and if the two minutes ran out, 
a “time’s-up” flashed. 

Apparently asking visitors to think 
was a new approach, as at no time 
during the show was the crowd less 


than two deep around the booth 
(much to the dismay of surrounding 
booths). 

Engineers jumped in with both 
feet. However, out of the many hun- 
dreds of men who took the test, only 
some 100 got all three of the right 
answers. Thus, certificates took on 
value and returned with the men to 
the home company to be hung over 
their desks and drawing boards. The 
few who walked away with certifi- 
cates in turn dared friends and co- 
workers to “be so lucky” and compe- 
tition flourished throughout the show. 

Prior to the opening, Sperry Semi- 
conductor mailed the explanation 
folder which welcomed guests to the 
booth to their complete mailing list 
of prospective and active customers. 
During the show, publicity pictures of 
the models, crowds around the booth, 
and description of the offered chal- 
lenge were published in the daily 
show papers. Word-of-mouth, too, 
brought many directly to the booth. 

Of course, other literature was 
available for carry-away, and com- 
pany engineers and salesmen were on 
hand to fulfill the usual booth func- 
tions. 

As a follow-up, a flyer was pre- 
pared and mailed to all those who 
registered at the booth which pro- 
vided the correct answers to the cir- 
cuitry problems and again used the 
slogan “Sperry extra safety margin 
gives you freedom of design.” 

The show was a success and a 
worth-while investment for Sperry. It 
resulted in intelligent appraisal of the 
product as opposed to a passing in- 
terest. @ 


Artwork for Meeting Bulletins 


NEW BOOK, “How to Promote Meeting Attendance” ($12.50) is 
designed for the man who must prepare meeting announcements to 
stimulate attendance or interest in a meeting. Published by Ameri- 
can Marketing Services, Inc., (610 Newbury St., Boston 15) this handy 
volume contains dozens of ideas for direct mail pieces. Complete 
artwork, including color separations, are provided. 

Both special letterheads and jumbo postcards are included in this 
handbook. You can either reproduce the artwork or order the 
pieces already printed from the publisher. 

For anyone who has limited time and budget and must turn out 
meeting notices and announcements with a touch of professionalism, 
“How to Promote Meeting Attendance” is a bargain. First 20 pages 
of the handbook contains some basic facts on building attendance at 


meetings. 


Cyperienced 
Display 
Specialist 
for 
TRADE SHOWS 
SALES MEETINGS 
MODELS 
DIORAMAS 
ANIMATION 
PORTABLE 
EXHIBITS 


AUDIO-VISUAL “package” consists of screens (for front and rear pioj=ci'on) 
speakers lectern, RA-100 slide projector, and Dalto large-screen TV projector. 


“Package” Audio-Visual 


Center Unveiled 


Holiday Inns install units in 25 motels. “Centers” offer uniform 


facilities: TV and slide projectors, lecterns, loud-speakers and 


screens for both front and rear film projection. Unit is $10,000. 


PILOT installation of a new “Com- 
munications Center” has prompted 
Holiday Inns of America, Inc., to pur- 
chase 25 audio-visual “package” units 
produced by TelePrompTer Corp. 

The audio-visual equipment was 
unveiled last month in Gary, Ind., at 
a symposium for Midwest industrial 
leaders on “Successful Sales Meet- 
ings.” (Site was a new Holiday Inn 
about to open.) 


Rear Screen Projection 


Basically, the new communications 
center consists of three hinged panels 
with self-contained screens. Center 
panel is nine ft. high and nine ft. 
wide. Wing panels are four ft. wide. 


84 


A screen for rear projection is in the 
center panel. For TV programs, a 
second screen is pulled down for 
front projection. 


Random Slide Projector 


This audio-visual “package”  in- 
cludes a Dalto large-screen television 
projector which is portable. It also 
includes an RA-100 slide projector. 
Slide projector can handle 100 two- 
by-two slides in its drum which turns 
to provide random selection of any 
slide for viewing. Mirrors cut down 
on the space needed for the light 
throw of the slide projector on the 
rear screen. 

Kemmons Wilson, chairman of the 


board, Holiday Inns, says identical 
communications centers are to be in- 
stalled in 25 inns. The new concept 
is to be explained at a meeting in 
Memphis, Sept. 21-23, of Holiday Inn 
franchise holders in anticipation of 
expanding the network to motels 
throughout the country. Holiday now 
has about 200 owned or franchised 
motels. 


Closed or Open Circuit 


The TV projector can be used for 


both multi-city closed-circuit presen- 


tations and to take regularly sched- 
uled programs from the air. It pro- 
jects a picture to fill the four-ft.-by- 
six-ft. screen in the center panel. 

Additional equipment in the “com- 
munications center” includes loud- 
speakers and lectern. The audio- 
visual unit is mobile and can fit into 
any room at least nine-ft. high. Audi- 
ences up to 200 can be handled with 
this equipment, according to Tele- 
PrompTer. 


For Movies, Too 


In addition to slides and TV pro- 
jection, the communications center 
can be used for motion pictures. 

Purchase of 25 “centers” by Holi- 
day Inns reportedly is a $250,000 in- 
vestment. 


= 
SLIDE projector, located behind center 


panel, has mirror arrangement to re- 
duce light-throw distance to screen. 
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Get out from under! 
Let American Airlines Help Plan Your Sales Meeting 


Planning your sales meeting can be painless. If you let 
American Airlines sales representatives help you. 

Here’s how it works: Tell the man from American all about 
your sales meeting. He’ll help select the best site (taking 
into account hotels, auditorium, convenience). Work out the 
most economical way to get there (individual or chartered 
flight). Arrange ground transportation (cab, limousine or bus) 
to meet your flights. And finally, through its vast communi- 


cations system, American will coordinate all travel arrange- 
ments: they'll make reservations and mail the tickets to 
everybody attending. 

Whether your meeting is for ten or ten thousand, American 
will do all this for you. For further information, write Frank 
Svoboda, National Manager, Convention and Group 
Sales, American Airlines, Inc., 633 Third Avenue, New 
York 17, New York. 


AMERICAN s.200 20> 


Why Not Have 


Wives at Your 


Sales Meeting? 


A wife can make a man work harder, feel happier and 


do more. It’s psychologically sound to give her the 


tools to help her husband—and you. Define sales 


goals; watch how wives translate them into real help. 


By MARY HELENE FRETZ* 


MEET a revolution! Get those wives 
to come to your next sales convention 
before your best competitor beats 
you to it. Why? Because with women 
to back up your convention program 
vou really get men to sell more, pro- 
duce more, and make a greater profit 
tor you 

With every hotelman handing out 
special inducements and low rates fot 
women, you can get the gals to the 
convention on a budget shoestring 
And if you don't, some other smart 
firm will, because this is the latest and 
most successful new selling technique 
in the whole field of American busi- 
ness. It’s psychologically sound; it’s 
basically easy to do; it produces re- 
sults 

Forget the past. Just get those 
wives to your next sales meeting, tra- 
dition or no, and then spark them 
with ideas. You will only have them 
in your care a few short days. Give 
them compliments, and 
being wonderful wives. 
Please them. Plan with them. Help 
them. Humor them. Erase problems 
for them. Evaluate the future with 
them. But for heaven’s sake don’t 
put them on a bus and send them off 


corsages, 


prizes for 


* Consultant on women’s programs 
Newtown Pa 


sightseeing, or give them the old 
bridge-party deal. Don’t treat these 
modern women as children—or what's 
worse, as if they didn’t exist. 

Consideration is the answer. When 
vou consider the way a wife can talk 
directly into a man’s ear at home, 
and how a wife can wheedle, coax 
and win a man over to an idea, it’s 
a wonder we haven't thought seri- 
ously before this how important 
wives are in every sales transaction. 
A wife can make a man work harder, 
feel happier, strive more, do more. 
You should persuade these wives to 
persuade their husbands to do a bet- 
ter job for you. Opportunity knocks. 

First thing you should do is sweet- 
talk them—now. Start right in months 
before your big meeting. Send all 
these women letters. They love let- 
ters. Send them every few weeks. 
Tell them how glad you are that they 
can come to the convention. (After all, 
they are planning the impossible, get- 
ting baby sitters and grandparents to 
act in their absence, and even leaving 
the P.T.A. in the lurch!) Let them 
know what to wear where (dear to 
the heart of a traveling woman!); 
predict probable weather, forecast 
possible events. Above all, give them 
that long desired prestige. Make 
these wives feel important. They are 
important. 

Now coordinate your convention 
plans. You are going to get these 
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wives to give real and powerful as- 
sistance to their husbands for all the 
promotion-selling plans you have laid 
out for the coming year. This is ad- 
mittedly no easy dish, but it can be 
done, and done well. You will have 
to think. You will need, undoubtedly, 
professional and experienced help. 
You might well call in a convention 
counselor. In any event, be ready 
with a wow of a program for wives 
—and then sit back and watch the 
results you will gain in sales made 
by husbands. 


Learn from Each Other 


They arrive at the convention — 
proud husbands and pleased wives, 
full of anticipatory excitement. Start 
the show with a bang — and make a 
big fuss over these women. Give 
them a chance to get acquainted at 
a party. Give the whole thing a 
suave send-off. In the first place, you 
will find out how women inter-relate 
with other women in a most worth- 
while way. This is excellent. You 
can’t help but see that a woman 
learns a great deal from another 
woman, whether she’s 15 or 50, and 
it’s a fact that wives of your top 
executives are usually superior wom- 
en. So the young ones learn from 
the others. Civilization’s intangibles! 
The how-to-do-it, what-not-to-do, they 
observe. Later when your salesman 
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LOOK AHEAD TO 


January Ist, 1963, The New York Hilton at Rockefeller 
Center will open its doors. Convention and conference 
facilities will be the world’s largest and most modern. 
Meticulously planned to the last detail, over 130,000 square 
feet are available for meetings of 7,000 persons and more 
than 400 exhibit booths . . . all at the same time. 


Versatility is the keynote. The list of possible combinations 
is endless, but just for example: 


¢ Grand Ballroom seats 5,000 for a meeting, 4,000 for 
dinner. Has completely equipped professional-type stage, 
with four hydraulic lifts 


e Three other ballrooms on the same floor accommodate 
more than 2,000 


¢ All ballrooms and meeting rooms on two floors, directly 
above lobby 


¢ All ballrooms can be subdivided in several ways, to fill 
a great variety of meeting needs 


e Private entrances, escalators and elevators to convention 
floors—truck-lift elevator (35,000 lbs. capacity) to both 
convention floors 


¢ 31 private dining rooms on the mezzanine floor have 
folding sound-absorbent walls which can open and accom- 
modate meetings of more than 6,000 


¢ Combined ballroom and mezzanine facilities will accom- 
modate more than 12,000 persons simultaneously 


¢ A complete floor of 29 executive suites for business en- 
tertaining and smaller conferences—located just above the 
main meeting and exhibit areas—each seating 35-50 


¢ 2,150 air-conditioned guest rooms which, in combination, 
can provide 574 suites—another “first” in Hilton planning 


¢ Underground garage for 350 cars 


NOW BUILDING ... NEW YORK’S FINEST CONVENTION HOTEL, THE 


NEW YORK /HILTON 
= wt Rvclhgledles. Cant 


FOR THE FULL STORY, SEND FOR THE 
NEW YORK HILTON CONVENTION BOOK 


Communicate with Mr. Albert G. Cox, Director of Sales and Catering, The New York Hilton at 
Rockefeller Center, 1270 Avenue of the Americas, Suite 2214, New York 20, N. Y. Tel.: LT 1-0840 
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EVERYTHING WONDERFUL ABOUT 
A CONVENTION IN JAMAICA 
IS MORE SO AT THE ARAWAK 


Beautiful, charming, designed for complete 
relaxation, yes—but The Arawak knows how 
to get down to business, too. Its superb 
guest accommodations and perfect location in 
mid-Northshore Jamaica at Ocho Rios are 
matched only by its remarkably complete 
convention facilities and its staff of expe- 
rienced, competent convention experts. 7 dif- 
ferent meeting rooms for groups of 10 to 600. 
Complete equipment and special facilities, in- 
cluding: audio, display shop, lecterns, lighting 
equipment, projectors, screens, sign shop, etc. 


PLUS THE FAMOUS ARAWAK GUEST FACILITIES: 


* Air-conditioned ie. 
* Gourmet Meals * Limbo Supper Club 
* Cocktail Lounge © Pitch'n Putt Golf 


\ 
j 
* Olympic Swimming Pool " 
“~~ * Tennis Courts < 


o~ 


immediate 
comprehensive 


response to your : 
inquiry \ 


HOTEL 
ARAWAK P.0O., JAMAICA, W. |. 
Write to General Manager or 
Leonard Hicks, Jr., Inc 
New York * Chicago * Miami * Detroit 
Washington, D.C. * Atlanta * Toronto 


ey énviles you 


ZS. 


to consider 


THE 2000-SEAT GREAT HALL 
at the 


PiCK-CONGRESS 


CHICAGO 


1000 remodeled suites and rooms 
Telephone HA-7-3800 « Teletype CG-648 


entertains his best customer, his wife 
will be a credit to you, a hostess who 
knows the answers because you gave 
them to her. 

Now that the convention has open- 
ed, you are ready for action. You 
present two programs, one for wives, 
one for men — and you get the wives 
into your selling orbit as well as their 
husbands. The program for wives 
can be elaborate or simple, but it 
should incorporate three important 
ideas. 


1. You must in some way sell each 
woman on the theory that she is 
charming in her own right, and that 
if she feels deficient, you can help 
her here and now to remedy this 
wrong idea of herself, and so feel 
happier. A happy woman makes a 
happy husband, and it is a fact that 
happy men sell better. This can be 
done with lectures, shows and movies, 
arranged for her during the conven- 
tion and relating to poise, personality, 
beauty, clothes, interior decorating, 
books, gardening. 


2. Most importantly, you have a 


real obligation to give each wife a 
real evaluation of the history, struc- 
ture, and work involved in whatever 
business you are in, so that she, too, 
gets a glimpse of the reasons why her 
husband finds his working life so 
fascinating and interesting. A man’s 
work is very demanding today, and 
a well-informed wife should see the 
entire business story for what it is in 
realistic terms. This, too, can be done 
with lectures, skits, slides, pamphlets, 
even a morning newspaper about 
your company sent to every room. 


3. You must clearly define for 
wives your sales goals for their hus- 
bands, and perhaps even offer prizes 
and rewards for the couple who 
achieves the largest sales increase for 
the coming year. These definite goals, 
explained to wives in selling possi- 
bilities, should be in terms of dollars 
and she will translate them into liv- 
ing potentials. A woman will see 
that if she boosts her husband, and 
gives him her unqualified support — 
especially when he has those Monday 
blues — then the slumps will be fewer 
and the achievements greater. Once 


Sales are in his sights! This big 

Gun has selected the Marott for his 

base of business operation. Knows 

his safari of salesmen will be on the 
right track when they meet, eat or 
treat using any of the 12 Marott confer- 
ence rooms. There’s no roughing it. Just 
quiet comfort, convenience and business- 
like efficiency all along the trails to sales. 


CONTACT MR. NORMAN. H 


TICE, DIRECTOR OF SALES 


Two large parking areas on hotel premises. 


CALL 


US AT WALNUT 6-4571 


lp marott hotel 


CZ NORTH MERIDIAN ST. AT FALL CREEK BLVD 


INDIANAPOLIS, IND. 
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a woman understands how important 
it is for a man to feel like a winner, 
she will see a thousand ways to help 
him become that winner. With a 
woman’s intuition she may well solve 
some of your more delicate sales 
problems — without a bit of harass- 
ment to you, either. Cleverly, sweetly, 
with a touch you cannot duplicate, 
these wives will guide their salesmen- 
husbands to sell better than they ever 
have before. 


She'll Help Husband 


Now 
home 


Mrs. Incentivating will go 
from the convention, con- 
sciously proud of her husband, more 
knowledgeable, more sure of herself. 
She will also, through the lectures, 
skits, talks, entertainment and atmos- 
phere that you have provided and 
arranged for learn a lot that is 
useful to her about 
business and the excellence of 
your product. She will have a new 
sense of importance which makes a 
woman function better as a woman. 


her, 
extraordinarily 
your 


She will in turn “incentivise” her hus- 
band to a top performance. 

So check your results. The sales 
meeting with wives cannot help but 
be worth-while to you in eventual 
earned dollars. You will find that 
your sales may increase on a subtle 
up-curve as these wives swing into 
action. More than that — in a curious 
and almost subterranean way — you 
will hear from the men who work 
for you that there is a new family- 
feeling, an over-all sense of unity in 
your business never achieved before. 
This will be the way those wives will 
thank you. 

Your immediate rivals and all those 
men who compete with you so strongly 
for that business you will gain 
through the influence of wives, will 
probably shake their heads, and say 
sadly, “He has a flair for showman- 
ship and a natural instinct for sell- 
ing.” Who could have believed that 
women coming to a convention could 
make this difference? You see, the 
important thing is to take advantage 
of this new idea early in the game 
and be ahead of the rest. @ 


The Most Succeeshul Meetings 
are Held at Magnificent 


MON'TAU K 
MANOR 


MONTAUK POINT ¢ NEW YORK 


.and here are but a few of 
the reasons that will demon- 
strate why you will want to hold 
your next meeting here: 


BUSINESS-WISE: In addition 
to modern exhibit and meeting 
facilities in the hotel itself, the 
Montauk Manor Theatre pro- 
vides a functional convention 
Auditorium seating up to 1,000 
people ....an adjacent display 
area of equal size... plus 
private executive meeting and 
sales rooms. 


PLEASURE-WISE: A vast ar- 
ray of happy diversions, all self- 
contained in Montauk Manor’s 
5,000 acres: 18-hole champion- 
ship golf course, Surf and Ca- 
bana Club with 150 foot pool, 
clay tennis courts, world’s finest 
fishing, skeets and many others. 
ALL UNDER NEW MANAGEMENT 


Larry Borsten, Manager 


“Set'n be Damned’ 


...OR FILL YOUR DAYS WITH OUTDOOR FUN! 


“Set "N Be Damned” is a Bahamian saying 


going back to pirate days. It means a relaxed 
‘state of mind, yours to enjoy at this 2,000 acre 
‘British Isle’’ resort. You can be as lazy or active 
— day or night — as you wish... finest fishing 

. golf for players in any handicap... native 
calypso dancing... immense pool... bargain 
duty-free shopping . . . complete yacht marina. 

20 air min. from Palm Beach. The perfect prize for 
incentive programs. Complete modern convention 
facilities handle up to 600. Write U.S. Information 
Office, Dept. AA, 1522 Fulton Bank Bldg., Atlanta 3,Ga. 
or contact any Leonard Hicks Jr., Inc. office. 


GRAND BAHAMA 
“tick Jat recone HOTEL © With pereonetized attention t 


WEST~END, GRAND BAHAMA ISLAND, BAHAMAS good service and come-back-again 
\ - hospitality 
ye ; t \» @ 90 miles from Phila. & N. Y. C. 
For information call our offices in: 


N. Y.—LO 5-1115 « Phila.— Ki 6-1937 
or write: EDWARD C. JENKINS 


mm SKYLINE INN oxen 


MOUNT POCONO, PENNSYLVANIA 
at the Top of the Poconos 


at, 


For complete details and special 
American Plan rates contact R. D. 
Waterman, Convention Manager at 
MUrray Hill.2-5197. 


eel 


Glad to GREET you 

®@ With complete facilities that assure 
@ successful carefree meeting 

®@ With hotel or private cottage accom- 


modations, fine food, interesting 
sports facilities, etc. 


SEPTEMBER 15. 


ow Tax = 


“ 


en Hold 


Convention 


They plan years in advance; have program 


packed with sessions; encourage wives and 


families to attend; rely on thick manual and 


check list; select top resort or city hotels. 


WHEN the No. 1 tax executives in 
the United States and Canada hold 
their annual conference, they do what 
comes naturally: they work on tax 
problems 

They take time off to meet tax offi- 
cials that they have to deal with every 
day — this time, not in the office with 
ill its protocol, but on neutral ground, 
in a protected, relaxed atmosphere of 
off-the-record give and take 

Tax executives clear up their daily 
problems in industry largely by per- 
sonal discussion and man-to-man ne- 
gotiation, and spend anywhere from 
10% to 40% of their time personally 
contacting tax officials to work out 
interpretations of tax laws and get 
rulings 

For this reason, Tax Executives 


Institute annual conference, in effect, 


OUTGOING president, Wilford Young, (right) says, “TE! has 


extends the man-to-man contact of 
everyday business to include officials 
throughout the United States and 
from abroad and opens an “office 
away from home.” 

How do they do this? Many ele- 
ments play a part. Among these are: 


e Sixteen years of tradition 

e Topnotch national headquarters 
staff 
Large committees of dedicated 
volunteers who represent years 
of experience working on prior 
conferences 
Years-ahead planning with the 
help of a “Manual of Policy and 
Procedures” 


Twenty-eight active chapters 


forwarded to IRS tax suggestions regarding expense accounts.” 


@ Membership of 1,300 tax execu- 
tives of top corporations in 
United States and Canada 


Publications set-up that keeps 
the membership regularly in- 
formed 


Five-day TEI conference, August 
13-17, 1961, in San Francisco offered 
59 major events and over 80 activities 
including 15 technical sessions, two 
receptions, two banquets (one with a 
formal ball), 21 round table discus- 
sions, nine industry meetings, 12 
committee meetings, six sightseeing 
tours, four luncheons with major 
speakers, dozen breakfast and lunch- 
eon meetings for committees and a 
press conference. Conferees kept a 9 
a.m. to 6 p.m. daily schedule. 
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MR. ROBERT M. WOLETZ 


President 
Eastern Regional, Office Machine Dealers Assoc. 


EASTERN REGIONAL —_fritieictne 


166 W. 23rd St., New York 11, N.Y. CHelsea 3-1905 


President 

ROBERT M. WOLETZ 
C.B.S. Business Equip. Corp 
789 Main Street 
Hackensack, N.J. 


ist Vice President 
NICHOLAS H. FUCCI 
American Typewriter ( 
8 Engle St., 


Englewood, N.J. 


2nd Vice President 
GEORGE T. CARR 
Carr Business Mach., Inc 
536 Northern Blvd 


Great Neck L.L, N.Y 


Chairman of the Board 
NOEL G. GROVER 
Grover Typewriter Service 
11! Fairfield Ave 


Upper Darby, Pa 


Treasurer 


SAMUEL STEIN 
Quality Office Equip. ¢ 
166 W. 23rd St 

New York 11, N.Y 


Secretary 


ALBERTA B. EDWARDS 
Edwards Typewriter Exch 
$24 Penn Ave 

West Reading, Pa 


- 
/ 


Robért M. Woletz, 
President. 


has everything vintihtaapenace 
FOR YOUR CONVENTION convention brochure 
SALES MEETING + INCENTIVE OUTINGS and complete details 

sg > phone or write 

(OFC? RICHARD BRB. PRAINE 
DIRECTOR OF SALES 
CIrele 7-4915 
GROSSINGER, N.Y. NEW YORK OFFICE 


221 West 57th St., New York 19, N. 2 


IN CHICAGO Call 467-1578 IN WASHINGTON, D.C. Call FEderal 8-3292 


WHY ShYTOP? 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader. 
This scenic 5500- 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300. 


*% Private club atmosphere, dis- ye Outstanding cuisine — private din- 
tinguished service ing rooms 

% Easily accessible (only 100 mi. from * Superb facilities for relexetion and 

s recreation, including 18 hole cham- 
N. Y. and Phila.) : . 
pionship golf course 

Excellent meeting rooms, equipped y& Beautifully appointed acc d 
with all professional requirements tions 


Write for Conference Booklet and complete details 


SKYTOP CLUB High in the Poconos 


BOX 30, SKYTOP, PENNA. «© Wm. W. Malleson, Jr., Gen. Mer. 


You MEEHT 
with SUCCESS 


... when you choose a MASTER HOST 
Motor Hotel for your conventions or sales 
conferences. Check the Master Host 
in your area. Youll discover a new concept 
in convention catering .. . fine, modern 
facilities plus extra resort pleasures. 


Choose Udely... 
Choose a Whaster Aba: 


For complete information about Master Hosts in your area, 
write International Business Office, Rowan Bldg., 
6000 Camp Bowie Blvd., Fort Worth 16, Texas 


@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice water in every room. 


@ 2nd Floor expressly designed for your 
needs—especially equipped conference and 
dining rooms. 


@ Main ballroom capacity—Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250. 
Closed circuit telecast facilities available. 
Drum Room & bar featuring famous cuisine and 
entertainment. 

@ Ideal location in the heart of Kansas City. 
6 min. from Union Station & Municipal Airport. 
1 block from Municipal Auditorium. 

Garage & parking facilities adjacent. 


@ for illustrated brochure write: 
Convention & Catering Dept. 


President 


14th & Baltimore @ Kansas City, Mo. 


Tu every sence.... ERIE’S FINEST! 


Air Conditioning - Television - Radio 


If your convention attendance is diminishing—Con- 
sider Erie’s PLUS factors for creating NEW interest. 
Seven miles of sand beaches, Amusement Park, Out- 
door Theater Plays, Fishing, Lake Cruises, golfing, 
bowling—Mixed with 4000 rooms, banquet facilities 
to 2500 and our sincere desire to serve you—will 
lend the new look, guaranteeing a successful and 
pleasant convention. 


Complete Convention Facilities Phone GLendale 6-8871 


THE “NEW” LAWRENCE 


CHATTANOOGA'S 
LEADING 
CONVENTION HOTEL 


IN THE “SCENIC CITY 
OF THE SOUTH” 


400 Air Conditioned Rooms 
5 Distinctive Restaurants 
10 Meeting and Banquet Rooms 
1200 for Banquets, 1800 for Meetings 


(all on same floor) 
Closed Circuit TV, PA Systems, 


Meeting Aids 
Free Parking 


In and Out Privileges 


Foiel Puy TEN 


CHATTANOOGA, TENNESSEE 


Write John K. Williams 
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To cap it all, wives and families 
were warmly welcomed. 

“We blend our program continu- 
ously, keeping industry interests con- 
stantly in mind in order to have some- 
thing significant for everybody,” says 
John J. Gilbert, program chairman. 

Maximum attendance was the goal 
of TEI program strategy. By astute 
selection, balancing and scheduling of 
content, the program committee was 
able to offer conferees a package of 
subjects having both current and fu- 
ture usefulness to tax executives in 
their day-to-day work back home. 
Accordingly, TEI members had no 
difficulty demonstrating to their com- 
panies that attendance at this confer- 
ence had a practical value. 

To build a balanced program, Gil- 
bert relies not only on long experience 
as a national committeeman but also 
on intimate knowledge as a tax execu- 
tive. He sought additional suggestions 
from the TEI board of directors, na- 
tional office staff of the Institute, and 
various chapters. Topics were dis- 
tributed between industry problems 
and problems rising from federal, 
state, local and foreign taxes. “We 
even included sales, use and property 
tax problems,” says Gilbert, “because, 
although they are of minor interest to 
our members on the job, they never- 
theless fill an important niche.” 

Long before the conference, Gilbert 
discovered he had more discussion 
topics than could be scheduled on a 
five-day program, and he chose the 
expedient of running split sessions to 
accommodate all topics he felt should 
remain on the program. Thus, he 
gave conferees the option of deciding 
which subject to choose, without nar- 
rowing the over-all program. 


Concurrent Sessions 


“We recognized there is always a 
danger in concurrent sessions,” says 
Gilbert. “You always lose a certain 
number of conferees by attrition as 
soon as you split a group in two. And 
you lose something more: splitting 
sessions affects the general atmos- 
phere and disrupts unity of a confer- 
ence. It stimulates further fragmen- 
tation.” 

Balanced programming meant care- 
fully allocating time to business ses- 
sions, technical discussions, luncheons, 
dinners and social affairs. “We have a 
number of limitations around which 
we have to work,” Gilbert points out. 
“Banquets force us to end our tech- 
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In New Orleans — 


America’s Most Interesting City 


your convention business 
is a pleasure at the 


100% AIR-CONDITIONED THE YEAR ‘ROUND 


_ 14 comfortable meeting rooms, seating 25 to 2,250 
persons 

7 The center of business, civic and social activities 
in New Orleans 

3 Home of the famous Blue Room for dining and 
dancing and floor shows 

%* Also for your dining convenience The Coffee Shop, 
Fountain Lounge, Coffee House and Plantation 
Room. 


SEYMOUR WEISS 
President and Managing Director 


bs a ck A. C. BELLANDE 
x Manager 
Sut. moe. 


We Have The RIGHT CLIMATE 
For MONEY MAKING! 


Faint sun ne’er won fair conventioneers! At The Nassau Beach Hotel, 

the outlook for groups is positively brilliant: blue skies, sunny beach, 

cool waters. A sportin’ life! 

Indoors, our public and banquet halls, air conditioned and fully-equipped, 

comfortably accommodate 400 delegates at a sitting. Expert cuisine, 

native shows, entertainment. 

CONCLUSION: A steady all-year flow of sunny dispositioned groups . 
Robert M. Souers, Managing Director 


Represented by UTELL INTERNATIONAL 
New York: Essex House, PLaza 7-5436 
Boston + Chicago: Dallas * Miami + Philadelphia 
Montreal + Toronto 


nical sessions by 6 p.m. in order to 
give our members and their wives 
time to don formal dress for recep- 
tions and banquets. 

“In our master timetable, we have 
to work in Institute functions of a 
purely administrative nature—election 
of officers and committee meetings. 
We do this by scheduling Institute 
business the day before the formal 
program opens in order not to weaken 
attendance at big technical sessions. 

“In the scheduling of time, too, we 


have to watch to see whether we 


need to schedule two sessions between 
a 9 to 12 period in the morning. This 
would mean two sets of introductions, 
two set-ups and a very perceptible 
time lag just to accommodate a 
change in the program. Coffee breaks 
add further delays. 

“At a point in pre-conference plan- 
ning, we started to lose speakers or 
topics by attrition. You'll notice by 
reading our tentative program that 
we lost Luther Hodges, U.S. Secre- 
tary of Commerce, and Governor 
Brown of California. Then we began 


LOS ANGELES CHECK LIST 
for Convention, Trade Show 
and Sales Meeting Planners 


HOTEL SIZE: The largest hotel West of Chicago, The 
Biltmore has 1,500 king size modern rooms and suites. 


CONVENTION FACILITIES: Only the Biltmore offers 
99,500 sq. ft. of all new facilities — all under one roof. 


] YEAR 'ROUND COMFORT: Brand new, ultramodern AIR 
Individual tempera- 


CONDITIONING throughout the hotel 
ture control in every guest room. 


CONFERENCE ROOMS: The Biltmore offers one entire 
floor of ten conference rooms, with capacities up to 175 -- 


a total of 7,260 sq. ft. 


MEETING AND BANQUET ROOMS: Five rooms off the 
Galeria lobby (on same level) total 25,000 sq. ft. In addi- 
tion, the beautiful and all new Biltmore Bowl and Rex Room 


each are 16,500 sq. ft. 


DISPLAY ROOMS: A complete floor of 111 display rooms 


totals 40,000 sq. ft 


MODERN CONVENIENCE: A multi-million dollar modern- 
ization program is nearly complete. By the end of 1961 
every room will be new. Newly installed high speed ele- 
vators cut maximum waiting time to 39 seconds under peak 


loads, with 30 second average. 


AUTOMOBILE PARKING: Inside parking for 4,000 cars 


surrounds the Biltmore block 


TRANSPORTATION FACILITIES: The Biltmore Hotel is 
the downtown terminal for all airlines, a few minutes from 


rail and bus terminals 


CONVENIENT LOCATION: The Biltmore is located right 


in the heart of downtown Los Angeles’ activity 


DINING AND ENTERTAINMENT: Three dining rooms and 

ktail lounges in the hotel. Dancing from noon 
midnight in the famous Rendezvous Room... and scores 
clubs and restaurants within walking distance 


three ( 
til 
of theaters 


of the hotel 


CALL OR WIRE COLLECT: MAdison 4-1011.~ Los Angeles 13, Calif. 


Director 
1 Advertising 


Edward S. Bernard, V.P. & Managing 

Ben P. Gould, Director, Sales an 
REPRESENTATIVES 

Glen Fawcett Incorporated serving: 

San Francisco YUkon 2-6905 

Seattle MUtual 2-1981 

Portiand COmmerce 9899 

Vancouver, B.C ZEnith 6420 

Leonard Hicks, Jr. and Associates serving: 

MOhawk 4-5100 

WOodward 2-2700 

PLaza 4-1667 

Murray Hill 8-0123 

Washington, D.C FEderal 8-6481 


Att 


Affiliated with Hotel Adolphus, Dallas, Texas; Emerald Beach Hotel, Nassau, B.I. 


LOS ANGELES 


to get all kinds of suggestions for re- 
placements. 


Room Size Important 


“As the program took final shape, 
we began to study hotel facilities to 
see whether it was possible to sched- 
ule our events in the hotel in a con- 
tinuous series. We tried to work 
towards maximum attendance in each 
room we. picked. If the rooms were 
the wrong size or located too far 
apart, we juggled events to overcome 
this problem. 

“We wanted to start with a session 
that would bring everybody out,” Gil- 
“Just as much, we 
wanted to finish with an event that 
members would eagerly anticipate 
and want to stay to the end for—some- 
thing that would send them home 
pleased. In between, we wanted to 
offer a program that would satisfy at 
least one of the particular interests 
each conferee has. Program was built 


bert continues. 


with these things constantly in mind. 
Technical sessions were of primary 


importance. We interspersed them 


SKETCH 
PORTRAITS 


(This sketch: Joel Harnett, President, 
Sales Promotion Executives Assn.; Assist- 
ant to the Publisher, LOOK magazine.) 


16" x 20" black-and-white Conté crayon on 
grey or buff illustration board. Unframed, 
$50. Framed glass, $75. 
Prices include packing & shipping. Satis- 
faction guaranteed. Send 5" x 7" or 8" x 
10" photo. 


ELDON FRYE 


Box 475, Del Mar, Calif. 
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with a social program, spaced so that 
the social events did not compete but 
rather added to the conference. 
“Our aim is alw ays to get principal 
speakers from among those high in 
government,” says Gilbert, “men who 
will lend authority and stature to the 
conference. We are not interested in 
getting speakers who are controversial 
or about whom there is some ques- 
tion. We certainly wouldn't invite 
anyone from Castro’s regime in the 
tax field. We also try to distribute 
the appearance of our top speakers 
throughout the program.” 


IRS Cooperates 


To this, Robert C. Plumb, confer- 
ence chairman, adds, “Because we 
work on such a high level everywhere 
and avoid all semblance of pressure, 
it is possible for us to get excellent 
cooperation from Internal Revenue 
Service when we are making up the 
program for the conference.” 

In putting the conference program 
together, the TEI committee starts 
“Our 


with the federal government. 


NY 
NS. 
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Drive-In-Parking ¢ Restaurant and Lounge 
Private Meeting and Banquet Rooms 
Write for colorful brochure 


EXECUTIVE HOUSE 
Dept. SM, 71 £. Wacker Dr., Chicago 1, Ill. 
Financial 6-7100 


A. M. QUARLES, 
General Manager 
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negotiations with the Commissioner 
of the Internal Revenue Service has 
always been resultful,” says Plumb. 
“Commissioner Caplin accepted our 
invitation to be our principal speaker 
and made 12 IRS. sstafl 
available at the conference.” 
Federal government personnel pay 
their own way to TEI conferences. 
TEI, however, pays hotel, travel and 
incidental expenses for state tax ad- 
ministrators who attend the confer- 


members 


ence. TEI also pays expenses for 


honored foreign guests this year 


from Canada, Japan, the Philippines 
and Mexico. 

TEI tries to schedule tax practi- 
tioners on each program, too. There 
were six at the Miami conference — 
10 at the San Francisco meeting. 

“If we discover that the second or 
third man down in the tax adminis- 
tration of a state is very interesting 
and articulate, we don’t invite him 
unless we have a nod from the top 
man in the department,” comments 
Gilbert. “Naturally we are interested 
in getting the best speakers we can. 


tater 


PLAN YOUR NEXT CONVENTION AT 
MIAMI 


CONVENTION HALL = 


and AUDITORIUM 


Covering nearly 5 acres * Largest in the South * Completely air conditioned 


The new Miami Beach Convention Hall has an over-all floor area 
of 200,000 square feet and seats upto 15,000 people at one time 


¢ Centrally located ¢ Close to the world’s finest hotels, apart- 
ments, restaurants, shopping centers and recreation areas ¢ 
Parking for 3,500 Cars ¢ Expositions ¢ Conventions « Trade 
Shows ¢ Sales Meetings « Ice Shows « Announcement Showings 
e Automobile Shows ¢ Sports Events 


For further informat 
write or wire 
CLAUDE D. RITTER 
Auditorium and 
Convention Hall Manager 

or t 
THOMAS F. SMITH . 
Director Convention Bureau i 
1700 WASHINGTON AVENUE » 
MIAMI BEACH 39, FLORIDA - 
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tap the pro 
to plan your group travel! 


Whatever your needs—before or after your 
meeting, incentive awards, employee va- 
plans—let this pro handle all the 

s. Write or phone any of our offices 


or fast answers to group travel problems. 
ASK 
Mr. FOSTER 


Travel Service 
GROUP DEPARTMENT 


New York 20, N.Y. 
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6, Michigan 


Illinois 
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What's 

this? knight in Big D. And if 
you've never had one of those, you've 
missed some great knight life. Write or 
call us about your next meeting in Dallas’ 
popular knight-people’s convention hotel, 
where chivalry and manners are still en- 
thusiastically practiced. 


the 


Dollars 


N MOTOR LOBBY 


Members of our local chapters help 
us screen speakers until we find the 
ones we want to invite. 

“TEI attracts good speakers be- 
cause of its reputation. It holds the 
tax officials because tax 
executives affiliated to TEI are con- 
with tax 


respect of 


and 
have nothing to do with lobbying as 


a group. 


cerned administration 


“In extending invitations and set- 
ting up panels, TEI program commit- 
and 
‘Is there something 
tell us?’ Since all tax 
officials want to do a good job, they 


tee asks tax commissioners 


honored guests, 
you want to 
seem to welcome anv chance to con- 
tact taxpayers, especially since they 
are frequently getting into new areas 
of taxation and are feeling their way.” 

“To get started on the right foot,” 
Gilbert savs, “we schedule the Fed- 
eral first. Almost 
everyone is interested in this session 


Omnibus Session 
because it gives members an oppor- 
tunitv to meet and see Internal Reve- 
nue Service people and hear their 
answers to questions from members 
themselves. 
‘Almost all 
that follow in technical 
with local tax 
officials are off the record. This ap- 
peals to tax officials because they 
know that none of the audience will 
use their personal remarks later in 
a tax case. Conferees fully realize that 
any thing that tax officials say does 


these discussions and 
the 
and 


those 


sessions state 


not represent a ruling: it is only for 
information and any quotations of 
their remarks would have to be 
] with the official 


( leared involved. 


Industry Sessions 


“In order to give particular in- 
dustry groups an opportunity to dis- 
cuss their own problems,” Gilbert ex- 
plains, “we have embarked on a two- 
hour, multi-session seminar the day 
before the conference ends. This per- 
mits members in the same industries 
to meet in separate rooms, un- 
hampered by outsiders, and share ex- 
periences on subjects of specific inter- 
est to them. Here they can be blunt 
and get right down to their grass- 
roots problems.” 

Other than the natural person-to- 
person contact that takes place be- 
tween sessions, this is the only time 
TEI men at the conference have to 
discuss their own problems. At this 
time, the seminars specify major in- 
dustry groups for: mining, petroleum, 
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135 of the top 500° 


corporations in the nation 


meet at THE MORAINE! 


CHICAGOLAND'S ONLY LAKEFRONT RESORT 


-..a friendly, informal resort hotel on Lake 
Michigan, only 25 minutes to Chicago—20 min- 
utes via expressway to O'Hare jet airport . . . 
hosting 275 group meetings a year... completely 
keyed for group functions up to 350... fully 
equipped stage in Ballroom . . . excellent facili- 
ties for sales training schools . . . where peak 
workloads can be combined with pleasure for 
greatest efficiency . no big-city noise or dis- 
tractions (to compete with your program. 

*As listed by Fortune 


COMPLETELY REDECORATED and NEWLY 
FURNISHED FROM TOP to BOTTOM 


Hetel Mocaine 


ON-THE-LAKES 
HIGHLAND PARK, ILL. « IDiewood 2-4444 
200 Guest Rooms . 20 Meeting Rooms 
8 Private Dining Rooms 
BETTY GREEN JOHN R. CONNELLY 


Sales Manager Conference Director 
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HOTELS 


Plan your next 


CONFERENCE 
at this Distinguished Hotel 


BILTMORE |) 


43rd Street at Madison Avenue 
Private elevator from Grand Central 


@ Choice of 26 air-conditioned 
meeting rooms, for 10 to 1000. 
@ Staff of specialists in 
meeting arrangements. 


INFORMATION & RESERVATIONS 
Write or phone The Biltmore 

(MU 7-7000) or Service Representative 
Robert F. Warner, Inc. in New York, 
Boston, Washington, Chicago, Toronto; 
Gien W. Fawcett, Inc. in Dallas, 

San Diego, Los Angeles, Santa Barbara, 
San Francisco, Portland, Seattle. 


Private elevator from Grand Central 
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public utilities, transportation, retail 
trade, chemical, pharmaceutical, bank- 
ing, and construction. 

Whole emphasis of the conference 
is on subjects that tax executives have 
to grapple with every day and the 
people they have to deal with every 
day. 


$45,000 Budget 


The 1961 TEI conference had a 
budget of $45,000 to work with, ac- 
cording to one official. The very site 
on the West Coast, however, meant 
they would have to spend more on 
transportation and housing than if 
they had held the conference in the 
middle of the country or on the East 
Coast. This limited the number of 
people who could be invited as official 
participants. Finally 12 Internal 
Revenue Service people were invited, 
13 state tax administrators, 10 tax 
practitioners, and four men from 
abroad. 

“Next step in programming was to 
submit to the board of directors for 
its approval, the finalized list of 
topics, names of speakers, hotel ar- 
rangements and covering budget. 
National office then took over and 
issued invitations,” Gilbert adds. 

During the conference Gilbert con- 
sidered that his task as program chair- 
man included follow-up on program 
arrangements, session by session, to 
see that all the details were in order. 
He did this personally although the 
local host committee assigned one man 
to each room to make sure it was 
checked on in advance of meetings, 
that name cards were set up at head 
tables, that the hotel staff had fol- 
lowed instructions. Gilbert did not 
point a finger and expect things to 
happen automatically; he went around 
himself to survey arrangements and 
remained to see that the program 
was running smoothly before he 
moved on. 

On Wednesday of the conference 
week, the amphitheatre-like lobby of 
San Francisco’s Fairmont Hotel was 
alive with a hundred women stand- 
ing in a close-packed group. Their 
animated conversations filled the room 
with an unusually loud buzz and 
clatter—fragmenting their joy with 
the banquet the night before and 
their discoveries in the shopping and 
sightseeing adventures they were hav- 
ing. Snatches of amused opinion rose 
over Tuesday’s luncheon speaker, the 
colorful and ultra-sophisticated Count 
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Marco of the San Francisco Chronicle. 
They had not dignified with an open 
challenge his thesis that the man 
should be the firm head of the house! 

These wives whose presence at TEI 
conferences has been traditionally 
welcomed were waiting for buses to 
take them on a trip to local orchid 
gardens, redwood groves and an open 
iir luncheon where they would have 
i magnicificent view of San Fran 
cisco Bay. Many of them having at 
tended previous ¢ onterencé vith their 


husbands had alread mad friends 


with each other. Ornaments they were, 
if not tax deductible! 


Ladies Add Tone 


The ladies, according to Emmett 
V. Donovan of the local host group, 
add tone and dignity to conferences 
and all their functions and have the 
very important role of adding grace 
to the social machinery. Donovan 
smiles when he adds, “Wives literally 
serve a useful and necessary purpose, 
to use tax language, as it applies to 
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CONVENTIONS, CONTARER 
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Only New York Hotel 
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THE MODERN 550-SEAT BARBIZON-PLAZA THEATER 
IS FOR YOUR EXCLUSIVE USE RIGHT IN THE HOTEL! 


Overlooking beautiful Central Park—just 2 blocks from the Coliseum 
—the elegant Barbizon-Plaza is the only New York hotel offering a 
professionally equipped theater with 550 spring-cushioned seats plus 
adjoining exhibit space of 7000 square feet. 

Choose from 20 spacious meeting rooms with a capacity of 25 to 550 
people. Soundproof sliding doors permit expansion according to your 
needs. Closed circuit telecasts arranged. 

Catering facilities serving superb cuisine are available for business 
luncheons, banquets, cocktail parties. 

PLUS PERSONAL ACCOMMODATIONS. As our guest you will 
enjoy staying in one of 1200 rooms, each magnificently decorated for 
your pleasure . . . each noiselessly air-conditioned with individual 
thermostatic control. All with radio, TV, private bath. 

The owner-management of the BARBIZON-PLAZA guarantees 
exclusive personalized service. Our trained staff will serve you and 
your party promptly and efficiently. You’ll find the best of everything 
at the BARBIZON-PLAZA. Thousands of testimonials from the 
Blue Book of American Business will tell you so. Make your reserva- 
tions for 1961 now! Write to Director of Sales for New Illustrated 
Color Brochure. 


Teletype NY 1-3949 or phone CIrcle 7-7000 


BARBIZON-PLAZA 


106 Central Park South at 6th Avenue overlooking Central Park 


ordinary business expenses, but when 
it comes to the business of a confer- 
ence, the expenses of wives are not 
tax deductible.” 

And where were the children all 
this time? Tax executives are en- 
couraged to bring the whole family 
and to this end, there was a special 
“Entertainment and Sightseeing Pro- 
gram for Children and Young Adults.” 
Optional plans included parties for 
the whole family to enjoy. There was 
a Pre-Teen Playland set up at the 
Mark Hopkins under the supervision 
of two professional baby sitters. A 
roster of bonded baby sitters was also 
available. 

A bouquet was handed to the ladies 
by J. Philip Nathan, chairman of the 
host chapter committee. “They are 
part of a team. We have an escort 
service and assign a husband and 
wife to get in touch with each tax 
official and his wife who will be at- 
tending. This is done by mail. The 
TEI pair offer to act as hosts while 
the honored guests are in town, to 
familiarize them with the city, its 
people and its attractions. 

“They suggest in their letter that 
they will be glad to act as escorts 
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about town as well as during con- 
ference sessions. Their job is to make 
sure that the tax official and his wife 
get to the right tables at various 
luncheons and dinners and that they 
sit with people they would enjoy 
meeting. They sometimes go to the 
airport to meet their charges, and 
so on. 


Act When Needed 


“You have to sense these things,” 
says another member of the host 
chapter committee speaking of the 
escort corps. “Some old timers have 
many friends in town and are not 
interested in being introduced to more 
people. They want to operate on their 
own and we respect their privacy. At 
social functions, however, the host 
committee and the escort service act 
whenever they can see the need for 
coming into a situation, and move 
right in to introduce people and make 
the whole occasion as pleasant and 
friendly as possible at the personal 
level. This is really the prime function 
of escorts. 

“To give you an example, it was 
my job to follow through on Earl 


CARDY-ALPINE INN 


and cottages 


where business is a pleasure 
50 miles north of Montreal, in 
the Laurentian Mountains 


Canada's finest convention hotel, with 
every seasonal recreational activity at 
hand. Just one hour's drive north from 
Montreal, P.Q., via the new Auto- 
route, easily accessible to bus and train 
connections. 


Completely air-conditioned 


Every service and facility for large and 
small groups 


Gardy Convention Hall seats 250 
**Sun Shower’ Dining Room seats 350 
Private Meeting Rooms, 16mm Projector, 


P.A. System 
>> 


o 


For free Illustrated booklet and full 
details write to: The Alpine inn, Dept. 

Ste. Mar-guerite Station, Quebec, 
Canada. 


Vernen G. Cardy, President 


Fase, director of taxation for Hawaii. 
I wrote and asked him whether he 
had any questions about the confer- 
ence or San Francisco. I briefed him 
on the tax executives who would be 
attending the conference and what I 
thought they would want to hear. 
Since he had not attended one of 
our conferences before, I told him 
that our group was rather sophisti- 
cated in tax matters so that he could 
skip the ABC’s of taxes.” 

Nathan felt that the success of the 


1961 conference resulted from “an 


coordination, 
mainly by phone and mail.” He points 
out that the head of the national 
conference committee was from the 
New York chapter; vice-chairman, 
from Philadelphia; national office, in 
Washington, D.C.; and host commit- 
tee, in San Francisco. For three years 
he had corresponded with and talked 
on the telephone to these widely 
separated people. Only James C. 
Rivers, managing director of TEI, had 
been out to San Francisco to check 
arrangements. 
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for study groups, 


22-acre 
garden setting 
overlooking 
San Francisco 
Bay 


otel 


MURRAY LEHR 
Managing Director 
VICTOR ROBERTS, General Manager 


training sessions, 
workshops 


Check these 
features, 
then call, 


Banquet 
service for 
4000 


write or wire 
for a 
complete 
presentation: 


TH 3-3720 


OAKLAND/BERKELEY, CALIFORNIA TELETYPE OA 520 


CONVENTIONS 
WITHOUT 
TENSIONS 


ah dug bad sss 


Let JUG END's Convention Office 
tailor-plan facilities to meet your spe- 
cific requirements . . . provide you 
with a private and quiet atmosphere 
for more productive meetings, plus 

. plenty of fun when it comes time 
to relax. 


“Down-Right-Comfortable" accom- 
modations, hearty country foods, air- 
conditioned dining room and charming 
new Colonial-styled cocktail lounge, 
private 3,240 yd. 9-hole golf course, 
and full resort sports facilities, includ- 
ing riding, swimming, and the like. You 
name it, JUG END has it. 


Specializing in groups of 10 to 200. 


For specific details, descriptive ma- 
terials, and information, write or phone: 


ANGUS R. MacDONALD 


General Manager 
Box B, Great Barrington, Mass. 
Tel. 434 


croup MFFTINAS 
Phonte 


AT ARIZONA’S 
COUNTRY CLUB RESORT 


for 185 guests in a secluded 


a ib like atmosphere only 15 miles to Phoenix. 
An oasis in the Valley of the Sun. Magnificent 
18 hole golf course and other sports. 3740’ 
Paved Airstrip. Superb food and well-trained 
ice. Vari of meeting, conference rooms. 
S, sane November 1 to May 15 
ae {AL REPRESENTATIVES: 
— W. FAWCETT, Inc. 
I «+++++MAdison 6-7581 
n Frar ) é+enees Y Ukon 2-6905 
(1 free from East Bay...EN 1-0450) 
eattle ; .»-»-MUtual 2-1981 
Dalla eve . Riverside 1-6814 
— F. eee Inc. 
New J Udson 6-4500 AW 
ct igo cee RAndolph 6-0624 
A I t DA ..«+-REpublic 7-2642 


] ..+.-LAfayette 3-4497 
‘ . EMpire 3-2693 


TELEPHONE WEstport 5-3811 


THE WIGWAM 


INN * BUNGALOWS * COUNTRY CLUB 
LITCHFIELD PARK, PHOENIX, ARIZONA 


Reade Whitwell, Manager 


To questions, “How did you get 
the local host committee together? 
Did you appoint them, or did they 
volunteer?” Nathan jovially replies, 
“They volunteered on my invitation 
and they servied with distinction.” 

His committee had begun work as 
early as 1956 and had gone into high 
gear during the last year. They had 
worked with dedication, Nathan says, 
because they were all his good friends 
of years sti inding. 

Thev forgot nothing, Every man 
had his place and every minute was 
considered. Nothing was left to 
chance. This was because the host 
chapter committee issued a 59-page 
physical arrangements list one week 
before the conference, compiled by 
events, in chronological order, room 
by room. 

This list issued by Arrangements 
Chairman R. L. Gantenbein, used a 
format Nathan devised from forms 
used by the Comptrollers Institute. 
These forms assigned a member of 
the host committee to check on a list 
of detailed items and arrangements 
for every event for every room. 

Among the 59 pages of arrange- 
ments were sheets for “Pre-Teen 
Playroom,” “The Conference Room,” 
“The Ladies Hospitality Room,” “The 
National Conference Room,” “The 
Host Committee Meeting Room,” etc. 
Each page was a detailed check list 
that covered: 


e The event, chairman’s name, 
date, hour 


e Charge account number 


e Set-up requirements (items to 
be on hand) 


e Name of hotel trouble shooter 
and his phone number 


e Name of host member assigned 
to the room 


e Estimated attendance 


e Price of event (such as a lunch- 
eon) 


@ Number of chairs required 


e Pre-meeting room inspection 
check (how long before event 
the room should be checked 

and what should be operating 

—music, lights, air-conditioning, 

etc.) 


NN BIR THPLACE Of 
\ The NA TION 


goes 


e SALES MEETINGS 
e CONVENTIONS 
e COMPANY ACCOUNTS 


@ Newly decorated rooms, air 
conditioned, with large screen 
TV and radio 


@ Center City; near offices, banks, 
theatres, smart shops, depart- 
ment stores, etc. 


@ Convenient Parking 


Popular restaurants and coffee 
shops, sensible prices 


BELLEVUE-STRATFORD 
“A Distinguished Hotel” 
750 ROOMS 
Broad Street at Walnut 
PEnnypacker 5-0700 « Teletype PH 626 


Singles: From$10.00* Doubles: From $15.00 


BENJAMIN FRANKLIN 


1200 ROOMS 


Chestnut Street at Ninth 
WAlnut 2-8600 « Teletype PH 645 


Singles: From $9.00* Doubles: From $12.50 


WE LET THE 


BIG ones 
GET AWAY 


Because we can give our 
personalized attention— 
standard BALMORAL 
service—to no more than 
400 guests at one time, 

we accept only sales meet- 
ings from 40 to 400. 


You're invited to join 
the select 400. Complete 
know-how and facilities 
for meetings, banquets 
and between-meetings 
relaxation. Experienced 
staff at your disposal. 
For details write 


HARVEY WEINBERG 
Director of Sales 


HOT © POOL 


Casana Cue 
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SIX ACRES « OCEAN AT 98th 
BAL HARBOUR, MIAMI BEACH 


1} SALES MANAGEMENT 


“This is the first time the TEI has 
held a conference at which we have 
used more than one hotel,” says 
Nathan. “All the other places where 
we have held conferences, we have 
found hotels like the Greenbrier, the 
Americana, the Ambassador (Los 
Angeles), and French Lick-Sheraton 
big enough to house all our delegates. 
In San Francisco we used the Fair- 
mont, Mark Hopkins, Huntington and 
Sir Francis Drake because no one 
vould make available enough rooms 

‘e whole group.” 

st committee ran its own hous- 
ing bureau to give personal attention 
to requests for reservations in these 
four hotels and blocked off a total of 
415 rooms and 68 suites for the more 
than 600 delegates who attended. 

“We solicited questions for the 
Omnibus Session on slips included 
with our hotel registration forms three 
months before the conference. Then 
these question slips were returned to 
appropriate panel chairman.” 

By including solicitations of ques- 
tions with every hotel registration 
form, the committee covered every- 
one. A month before the conference, 
the last of these questions were re- 
ferred to the fedeal tax officials who 
would attend the Ominbus Session. 

This much lead time was necessary 
because most tax questions depend 
upon circumstances. Questions are 
usually hypothetical, and officials re- 
quire time to check situations against 
the law or rulings. 

“Anything as complicated as taxes,” 
one member savs, “with as many vari- 
ables, has to be studied thoroughly 
in advance. The thing that makes the 
Omnibus Session interesting and valu- 
able is that members ask the questions 
and the session is as good as the mem- 
bers make it with their questions.” 


Conference chairman, Plumb points 
out that answers to Omnibus ques- 
tions are all off-the-record and no at- 
tempt is made to record the answers 
or to publish transcripts of the session. 

The 21 questions for the hour-long 
Omnibus Session in San Francisco 
were reproduced and distributed to 
conferees at the session. A typical 
question was: “When will a joint 
operation be considered an associa- 
tion taxable as a corporation?” Ac- 
cording to Plumb, they never manage 
to get all the questions answered in 
the Omnibus Session or in any of the 
other sessions, for that matter. 


During the conference there were 
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Two Sound Solutions to Convention Requirements 


me PARK-SHERATON HOTEL 


in the Coliseum zone 


e Heart of the city location at 7th Ave. and 56th St.—one block 
from Coliseum, short walk to Radio City, Times Square, 
Fifth Ave. shops, and theatres. 

e Grand Baliroom accommodates 800 for meetings and 
banquets. 

e 10other function rooms to choose from—capacities up to 400. 

e Over 1600 guest rooms and suites. Hotel completely air- 
conditioned. 

e Superb exhibition facilities and services. 

e Famous banquet cuisine plus Coffee Shop, Dining Rooms 
and Cocktail Lounges. 


For complete information, contact Jim Flanagan, Director of Sales, 
Park-Sheraton Hotel, 7th Avenue and 56th Street, New York City 
Reservations: Cl 7-8000 - Teletype: NY 1-2715 


tre SSHERATON-ATLANTIC HOTEL 


in the Penn zone 


Convenient location at Broadway and 34th St 

Close to business sections, theatres, stores. 

Convenient to Penn Station, Grand Central, Airline Terminals. 

$4,000,000 renovation program completed. 1500 newly 

e decorated rooms from $8.50, with air-conditioning. All with 
bath, radio, and TV. 

e 15 well-appointed air-conditioned function rooms accom- 
modating 15 to 500. Exhibit space available. 

¢ Tour Department organizes outside activities at no charge. 


For complete information, contact Director of Sales, 
Sheraton-Atlantic Hotel, Broadway at 34th Street, New York City 
Reservations: PE 6-5700 - Teletype: NY 1-2715 


In Fabulous Las Vegas... 
MATCHLESS CONVENTION FACILITIES! 


6,600 square ft. © 4 Separate Soundproof Meeting 
Rooms, plus luxurious Conference Room—or Meeting 
Room combinations to suit, including one big “Grand 
Ballroom” effect, if you prefer. — Adjoining World’s 
Finest Restaurant THE SULTAN’S TABLE. 


wVUNES.... 


CONTACT LENNY SHAFER ¢ DUNES HOTEL ¢ REgent 5-3111 © TWX‘LV5637 


by 


FACILITIES 
AND FISHING ! 


In Norfolk, Virginia 

— complete, luxurious accommo- 
dations are available for all 
types of conventions. But Norfolk 
is also a recreational treasure 
house with sports and fun on 
land and sea for every taste. 

Enjoy a complete convention 
package in Norfolk where you'll 
get the job done and everyone 
has fun! Write... 


The Convention 


Bureau 

NORFOLK CHAMBER OF COMMERCE 
269 BOUSH STREET NORFOLK 10, VIRGINIA 
MAdison 2-2312 


D 


Supremely Suitable 


for SALES MEETINGS 
CONVENTIONS » BANQUETS 


A distinguished hotel - with 
a distinguished name - in 
the heart of the city 
nearest everything, with 
complete facilities for 
everything. 


* Luxurious Guest Rooms and 
Executive Suites 


* Closed Circuit TV 
* Meeting and Functional Rooms 
for 10 to 850 
DONAL, Maitre D' 


1512 SPRUCE STREET © Kingsley 5-0100 
B. B. LEIDER, Managing Director 


15 technical sessions, two of which 
were split sessions. To permit greater 
give-and-take between state tax 
officials and conferees, two of the 
technical sessions were followed im- 
mediately by hour-long round table 
discussions. One of the topics for a 
technical panel chosen by F. Edwin 
Denniston, vice-chairman of the host 
committee, was stimulating enough 
to spark discussions that carried 
through to 13 “state”round tables. 

Technical sessions and the round 
tables that followed were held in the 
grand ballroom of the Fairmont. This 
room is big enough so that the table 
discussions could be well separated, 
perhaps 30 to 40 feet apart, around 
the sides of the room. 

Sites and dates for TEI conferences 
are picked three vears in advance. 
Managing director, James C. Rivers, 
is responsible for surveying cities, 
talking to heads of the chamber of 
commerce and officials of the visitors 
and convention bureaus, and prepar- 
ing recommendations for two or three 
sites. TEI board of directors makes 
the choice. In 1962, TEI will meet 
at the Greenbrier again; in 63, in 
Chicago; in ’64 at Lake Placid. St. 
Louis is already a strong bidder for 
1965. 

A member of the San Francisco 
host committee points out that TEI 
conferences are held in different parts 
of the country in order to facilitate 
inviting state tax officials from differ- 
ent regions. The San Francisco meet- 
ing was heavily attended by tax offi- 
cials from the Western States. The 
conference at Greenbrier, to be hosted 
by the Philadelphia chapter of TEI, 
will draw tax officials from the North 
Eastern Seaboard. Thus the tax 
executive who attends TEI confer- 
ences for four or five years in a row 
has the opportunity to meet state tax 
men throughout the United States. 

Once a site is selected, a local chap 
ter host committee begins to work 
on local arrangements. To map out 
a complete program, TEI’s managing 
director meets with them and gives 
them the figures for their total budget 
to cover estimated cost of all business 
events, social affairs, wives’ hospital- 
ity, and other local arrangements. 

Local host committee is asked to 
get the best buys. When approved 
by the national office, negotiations are 
finalized. 

Host committee receives the TEI 
“Manual of Policy and Responsibility 


EVERYBODY’S MEETING AT THE 


HOTEL AND BEACH MOTEL 


e Meeting facilities for 50 to 1500 

e Banquet service for 25 to 1000 

e Modern, new hotel and motel rooms 
e Pool, beach, fishing, golf 

e Experienced convention staff 

e Convenient to every place 


overlooking the MISSISSIPPI 


GULF COAST 


JIMMIE LOVE, General Manager 
JUANITA BALTAR, Convention Manager 


BILOXI, miss. 


~s Telephone: IDlewood 2-5511 
Teletype: 163 
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ON OUR PREMISES 
NEWEST YEAR ‘ROUND 


py J F sy 


I" £e2es 


SO. FALLSBURG, N.Y. 
TEL: FALLSBURG 750 


New York Phone: LO 5-3760 


Pick a really different setting for 
your next outing and enjoy these Jf 
unusual facilities: Deluxe Ac- i 
commodations e Air Condition- 
ed Dining Room e All Sports | 
Health Club « Solarium e 1 
Steam Baths e All Star 
Shows ¢ Music e Dancing ! 
e Cocktail Lounges I 


FABULOUS | 
INDOOR POOL 


‘CONVENTION SUCCESS 


\ ASSURED! i 
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for Conducting Conferences” which 
William Lynch of the Washington 
office says “saves a good deal of cor- 
respondence because it outlines com- 
mittee duties and responsibilities. We 
have discovered that no matter where 
we meet, the problems of these de- 
tailed arrangements are the same.” 

Manual of policy explains where 
host chapters can get help for most 
of the things that have to happen, 
and it sets up a calendar of deadlines. 
Success of local arrangements is the 
full responsibility of the host commit- 
tee. National office is primarily a 
coordination service, using the tele- 
phone frequently and writing letters 
to find out how the local committee 
is progressing toward goals against 
the pre-determined deadlines. 

Continuity of experienced confer- 
ence leadership and carefully thought- 
out policies help TEI maintain qual- 
ity. In preparing for future TEI con- 
ferences, Chairman Plumb noted that 
“since you can't write down every- 
thing that has to happen in a manual, 
it is important to have a vice-chair- 
man and volunteers who will learn by 
serving on committees for more than 
one year. To set up the arrangements 
for the up-coming programs, we have 
15 or 20 experienced committee men 
who will move into various committee 
jobs. 

It takes fairly large national and 
local committees a great deal of time 
to plan a TEI conference, to say 


nothing of staff work at national 
headquarters. Program Chairman Gil- 
bert notes that he had spent 95% of 
his own time for the last month before 
the conference. “Everybody has to 
be careful not to devote too much 
time to the conference or employers 
will object,” he says. 

Gilbert plans to further streamline 
and simplify the job of organizing a 
conference. To do this, he hopes to 
delegate more jobs to a bigger group 
of people so that each will have a 
less time-consuming job to do. He 
believes that it would be better, for 
example, to have two men work on 
getting tax commissioners from the 
various states than to assign this job 
to one man. “And, of course,” he 
admits, “even these two men will re- 
quire help from all of the local chap- 
ters and from the membership at 
large.” 

On the next to the last day of the 
1961 conference, Gilbert invited a 
committee to a breakfast go-around 
to start work on the 1962 conference. 
He hoped that within 30 days of this 
breakfast, they would have an ad- 
vanced budget, a tentative program, 
and all the machinery set up for their 
conference at the Greenbrier. 

He knows that their plans will have 
to change many times, but the very 
fact that they will have a tentative 
set-up in 30 days should be helpful 
to get an early start on another great 
TEI conference. @ 
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By JAMES G. LONG 


Exhibitor 


It sometimes takes 


C 
v 


far 


A trade show sleuth, 


To find the guy 


Who mans the booth. 


There’s a new look 
at Niagara Falls, N.Y. 


.-.@ new perspective 
for meeting and 
convention planners 


No city has had a more thorough face- 

lifting in recent years than Niagara 

Falls with its recently completed $720 

million Power Project and the New 

York State Park Commission's vast and 

rapidly-being-completed park develop- 

ment program. 

No city has more to offer your con- 
ferees or delegates in the way of an 
atmosphere of progress, absorbing his- 
toric and scenic attractions, central lo- 
cation and convenient transportation 
accessibility. 

So, plan accomplishment into your 
next agenda. Plan to convene at Ni- 
agara Falls, N. Y.—at the modern new 
Parkway Inn: 

*At the edge of downtown, overlooking 
Prospect Park and the Upper Rapids. With- 
in short walk of everything—Prospect 
Point, new Observation Tower, Stores and 
Theaters. 


© Flexible facilities for groups of 20 to 200. 
Modern audio-visual aids. Staff trained 
for top service to groups. 


® Special power project, industrial and scen- 


ic tours arranged. Utility, university and 
business speakers available. 


FALL AND WINTER DATES AVAILABLE 


Several choice dates for Small Groups. 
For availabilities and convention and meet- 
ing rates, call — 


Parkway Inn 
“ A ead Inn 


Niagara Falls, N. Y. 
BUtler 5-2541 


COMMUNICATIONS Con- 
ference is directed by 
Arthur W. Sager, faculty 
member of Governor 
Dummer Academy, where 
sales meeting was held. 


McGraw-Hill schoolbook 


salesmen 


learn communications techniques at 


two-week conference. They practice 


extemporaneous speaking, lead a con- 


ference, work with visuals—all to... 


Build Better People 


BIGGEST problem for many sales 
men is simply to communicate They 
know the product, know why its good, 
but they don’t know how to com- 
municate their knowledge effectively, 
Yet, few companies concern them 
selves with communications when they 
devise sales training meetings. 


McGraw-Hill 


School Division tried a combination 


Book Company s 


Communications and Sales Confer- 
ence” last month and executives are 
jubilant. One salesman who had re 
fused three promotions because he 
didn’t want to have to make speeches 
as part of his new job, turned out to 
be a crackerjack speaker by the time 
the two-week meeting came to a close 
Many salesmen with communications 
had kept to 


themselves, openly discussed them in 


problems which they 


the permissive atmosphere of this un- 
usual sales meeting 

“It was group therapy,” says Emer 
son Brown, vice president of the book 
company and general manager of the 
school division, to explain the success 


of the communications sessions. 


Some years back, meetings for 
schoolbook salesmen were two weeks 
long. More recently they have lasted 
but a week. In order to combine com- 
munications into the recent session, 
the company went back to the two- 
weeks schedule. 

Historic Governor Dummer Acad- 
emy, South Byfield, Mass., was site 
of the McGraw-Hill meeting. It was 
chosen because Arthur W. Sager of 
the faculty and five of his associates 
were selected to handle the communi- 
cations segments of the meeting. 

Each day was divided in half for 
the book salesmen. Mornings were 
spent on communications problems 
and training. Afternoons were de- 
voted to products (new books and 
how to sell them). 

This was a mistake, Brown reveals 
in his final assessment. The communi- 
cations sessions were so valuable they 
should not have been “interrupted” 
by other subjects. “The sessions on 
communications and sales should have 
been separated,” he says. Each should 
have had a separate week. 
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What made the communications 
sessions so exciting and result produc- 
ing? Thoroughness! 

“In terms of this conference,” ex- 
plains Arthur W. Sager, “communica- 
tions represents the total impact of 
an individual upon his client and 
upon personnel of his own company. 
The conference, therefore, concen- 
trated on the individual so that at 
the end he had answers to certain 
questions about himself: 

“How well does he think on his 
feet? Does he respond with self- 
possession and good humor to the 
unexpected or the disconcerting? 
How well is his thought organized? 
Is it cogent, and is it directed to the 
level of understanding of the person 
or persons to whom his remarks are 
directed? How does he actually ap- 
pear to others? Is the picture he has 
of himself the picture he presents to 
the outside world? Do unconscious 
mannerisms of the inept manage- 
ment of his voice produce unhappy 
effects of which he may be quite 
unaware? Can he preside at a group 
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meeting efficiently yet graciously, 
whether that meeting be large or 
small? Does he recognize his respon- 
sibilities as a participant in a group 
meeting? Does he listen intelligently, 
make his remarks pertinent, and weigh 
the opinions of others? 

“Even the ablest of men find weak- 
nesses in some of these areas,” Sager 
points out, “and it was the object of 
the conference to help each individual 
to reach his full potential by follow- 
ing Plato’s dictum to ‘know thyself’ 
or, to paraphrase Robert Burns, ‘to 
see himself as others see him.’ ” 

Aim of the communications faculty 
was to create the proper atmosphere 
for individuals to unburden_ their 
problems and help each other. Thus, 
McGraw-Hill executives did not at- 
tend these communications sessions. 

“The skills to be developed are 
proper to the individual,” Sager ex- 
plains, “but communication is impos- 
sible without a group.” According to 
Sager, a group that lives, eats and 
works together is most likely to pro- 
duce an atmosphere in which mutual 
criticism will be both friendly and 
fruitful. “Informal discussion multi- 
plies the effects of formal instruction 
and practice,” he points out. 

All sessions were at academy. Sales- 
men ate in the academy dining room 
and slept in the dormitories. (Acad- 
emy is closed for the summer and so 
McGraw-Hill had the facilities to it- 
self.) 

Communications instructors at- 
tended sales sessions in the afternoon 
to see how well salesmen were apply- 
ing the techniques they had learned 
in morning practices. This “cross- 


UNIQUE aspect of 
this session is that 
anyone may be 
called upon to give 
an impromptu _pre- 
sentation at anytime. 
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fertilization,” as Sager calls it, was 
helpful to spot individual problems 
which could be attacked with vigor 
at following communications sessions. 

At their morning sessions, men were 
not given time to prepare speeches. 
They were thrown into situations 
where they had to organize their ma- 
terial rapidly and develop it as they 
stood on their feet before the group 
which was encouraged to be critical. 

“From time to time we gave them 
topics to disconcert them,” says Sager. 
“This demanded urbanity and humor 
to surmount.” 

Salesmen were asked to use visual 
aids to enlighten an uninformed audi- 
ence about some technical problem, 
both as an exercise in effective ma- 
nipulation of aids and as a problem in 
finding the right level of communica- 
tion. 

“Since many persons have no idea 
how their voices sound to others, each 
individual had short speeches recorded 
on tapes, transferred to records, as he 
spoke to the group. These recordings 
formed the basis for individual con- 
ferences with staff members,” Sager 
explains. 

Those on the communications staff 
in addition to Sager were: Thomas 
McC. Mercer, A. Macdonald Murphy, 
Howard J. Navins, Roy A. Ohrn and 
Edgar D. Dunning — all members of 
Governor Dummer Academy faculty. 

In addition to tapes, a sound mov- 
ing picture was made for each mem- 
ber of the conference. “Through this 
medium,” says Sager, “each man is 
forced to confront himself exactly as 
he appears to others. The person who 
thinks of himself as a genial, friendly 


fellow may discover that he presents 
a cold and forbidding exterior. The 
person who fancies himself as poised 
and debonair may find his hands flut- 
tering like semaphore flags.” 
McGraw-Hill’s schoolbook salesmen 
had practice in introducing distin- 
guished guests. They served on pan- 
els. They learned and _ practiced 
round-table discussion techniques. 
“Each man’s effort was under con- 
stant critical analysis by the confer- 
ence staff,” Sager points out. “A de- 
gree of frankness was obtained which 
would have been impossible were the 
communications staff drawn from 
company executives. More important, 
every speech a man made was under 
critical scrutiny by his fellow.” 


Evaluate Criticism 


Even critical comments of | sales- 
men about other salesmen’s presenta- 
tions were evaluated. This meant 
accurate listening was essential — no- 
body wanted to make a comment that 
betrayed inattention. 

Because Sager and his associates 


sat in on sales sessions, pressure was 


brought to bear on salesmen to use 
the techniques they had just learned. 
Sager was selected for this pilot 


communications training program be- 
cause he had staged a series of courses 
for 75 McGraw-Hill editors and ex- 
ecutives recently. 

Some 30 salesmen and editors at- 
tended the two-week conference at 
the academy. Sessions were on a high 
academic level since the average 
book salesman has had five years of 


college training. “Most of them are 


STAND 

ON OUR 

HEADS 

TO ASSURE 

THE SUCCESS 

OF YOUR MEETINGS 
AND CONVENTIONS!!! 


Service is a hotel’s stock in trade 
and Manger Hotels are superbly 
stocked in this commodity. No task 
is too difficult for our well trained 
and courteous staff .. . seating ar- 
rangements, P. A. Systems, light- 
ing, projection equipment, any 
special arrangements are executed 
perfectly and on time. Your meeting 
runs the way you planned without 
hitting a snag. See for yourself! For 
information, write to: Convention 
Department, Manger Hotels, 4 Park 
Avenue, New York, N. Y. Or call 
your local Manger Hotel. 


The Fritudlit Name in Mobs. 


PHOENIX, ARIZ. 
THE MANGER 
DESERT SUN MOTEL 
ALBANY, N.Y. 
THE MANGER 
DeWITT CLINTON 


ROCHESTER, N.Y. 
THE MANGER 


CHARLOTTE, N.C. 


— MANGE 


SAVANNAH, GA. 
THE MANGER 
THE MANGER TOWNE & 
COUNTRY MOTOR LODGE 


R MOTOR INN 


CLEVELAND, OHIO 
THE MANGER 
WASHINGTON, D.C. 

NEW YORK CITY THE MANGER ANNAPOLIS 

THE MANGER WINDSOR THE MANGER HAMILTON 

THE MANGER VANDERBILT THE MANGER HAY-ADAMS 


former teachers,” Norman Hunter, 
sales manager, points out. “Sales ses- 
sions were flexible to encourage wide 
participation,” he says. 

As an exercise in listening, salesmen 
were appointed to take notes and 
boil down the facts for people who 
did not attend sessions. 

“We need better people rather 
than better salesmen,” says Emerson 
Brown of his approach to training. 
Need is to build salesmen into more 
responsible jobs. In a small organiza- 
tion it is easy; a man gets involved in 
everything. But not so in an organiza- 


tion such as McGraw-Hill, Brown 
points out. “In a large organization, 
you have to get this kind of informa- 
tion [total knowledge of a business] 
in a different way than if you grew 
up with it,” he says. His new kind 
of training session, he is certain, is 
one answer. 

“Next year we might learn financ- 
ing in the publishing business,” says 
Brown in answer to what kind of 
sales meetings might develop in the 
future. “We want to give our men 
an opportunity to gain skills for 
growth.” ® 


“Hot” Words 
Make Hopeless 


Exhibit a Hit 


When a subject or type of product is “hot”, it has more draw- 
ing power than anything. Just a single, bold sign allowed an 


insignificant booth to capture attention with the “hot” words. 


THIS summer, a small company, just 
two-and-a-half-years old, decided to 
exhibit its products for the first time. 
Occasion was 6th annual technical 
symposium of Society of Photographic 
Instrumentation Engineers, held at 
the Ambassador Hotel, Los Angeles, 
during the week of Aug. 7. Products 
were fiber optics, newly-developed 
super-fine threads of glass that carry 
light and images from one end to an- 
other. 

On the face of it, there was nothing 
spectacular about a firm’s setting up 
an exhibit of its products, but if ever 
a company tackled its initial outing 
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with the cards stacked against it, 
this was the case with Mosaic Fabri- 
cations, Inc., Southbridge, Mass. 

Here were the odds: Mosaic is a 
small company, with 25 employes. At 
the same exhibit, also showing fiber- 
optic products, were three giant firms, 
with a combined annual sales of ap- 
proximately $200 million. 

Mosaic’s booth space was the small- 
est available, 8’ by 8’, located in the 
farthest corner of the hall. The three 
competitors had well-placed double 
booths. 

While the others had professionally 
designed and built displays, including 
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photo blow-ups, spotlights and count- 
ers, Mosaic’s entire layout consisted 
of two homemade wooden frames, 
about five inches high and 27 inches 
square. Two pieces of glass were set 
in the frames to form a shelf, and the 
fiber optics products were placed on 
this. Lighting consisted of four 20- 
watt fluorescent kitchen fixtures, with- 
in the boxes. Lying flat on the booth 
table, contents of the frames could 
not be seen from the aisle. 

Two pieces of literature were avail- 
able in the booth. One, a four-page, 
black-and-white brochure, described 
what the firm had available, or was 
capable of doing. This piece was 
produced in two days, including pho- 
tography, lettering and layout. Art- 
wise, it looked it. The second was an 
offset, 18-page booklet, entitled “Fiber 
Optics Handbook.” Copy was type- 
written, and diagrams and formulas 
were hand-drawn. Author was the 
company president, Will Hicks; and 
the artist, the firm’s treasurer, Paul 
Kiritsy. 


No Experience 


The booth was manned by the 
handbook’s authors, neither of whom 
had ever stood on a convention floor 
before. One is a physicist; the other 
an engineer. 

With these poor prospects, this is 
what happened: 


e Enough business was written 
during the show to keep the firm busy 
for months. 


e So many inquiries were received 
that it will take six to eight weeks to 
handle the volume. 


® Mailing list was compiled of 
approximately 500 interested poten- 
tial users of the firm’s products. 


Mosaic Fabrications was estab- 
lished as a leader in its field. This 
is how it came about: 

Only identification on the booth 
was a handpainted sign with the 
company’s name, pinned against the 
background drapes. Since the firm 
was new, this meant nothing to most 
of the 2,000 or more visitors to the 
show. After the press preview, the 
day prior to the formal opening of 
the exhibit, Hicks realized that engi- 
neers who would attend had to be 
told what Mosaic made. He ordered 
a large sign from show management, 


SEPTEMBER 15, 1961 


with red letters eight inches high. 
All it said was: “FIBER OPTICS.” 
This was placed in a prominent posi- 
tion over the display. 

These were the “hot” words. When 
the show opened the next morning, 
visitors were standing three deep, 
waiting their turns to see what Mosaic 
had to offer. “Mosaic Fabrications” 
meant nothing, but “Fiber Optics” 
was of intense interest to engineers 
and scientists. The sign was the key 
that crowded the booth. 

For the four remaining days of the 
show, there was never a lull in the 
booth’s attendance. Some _ visitors 
came back four and five times, often 
bringing friends and associates. 

Naturally, the sign was not entirely 
responsible for the amount of business 
written, since the product had to 
stand on its own feet. However, it 
was the sign that brought people 
flocking to the booth, where they 
liked what they saw. Despite the 
adage that tells of the better mouse- 
trap, and the world beating a path 
to one’s door, it rarely happens. Hicks 
found the right formula, when he 
placed his firm name in the second 
spot, and shouted what he made. 

By the end of the first day, the 
entire supply of handbooks had been 
exhausted. One copy was salvaged, 
and here blind luck that guides ama- 
teurs again stepped in. Last copy was 
shown to each visitor during the next 
four days. Any one who wanted a 
copy was requested to write his name, 
organization and address on a pad. 
By the end of the week, a list of about 
500 names was collected, some repre- 
senting the biggest companies in the 
country. 

As anyone who has ever attended 
a convention knows, there is a specie 
of visitor known as a grabber. He 
takes any piece of literature that isn’t 
nailed down. You see him going from 
booth to booth, picking up brochures, 
flyers, anything at all, whether he has 
an interest in the subject or not. Hicks 
feels that the names he gathered at 
this exhibit makes a most valuable list, 
since each person who wanted a hand- 
book actually took the trouble to write 
out his request. 

It has often been pointed out that 
some of the best ideas come from the 
people who are in totally unrelated 
fields. Perhaps Hicks, a modest scien- 
tist, has now opened a new career in 
demonstrating how one can take a 
seemingly hopeless exhibit, and make 
it the hit of a show. @ 


Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
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TYPICAL organization chart is flipped on side to show meeting must be aimed 
at men’s understanding, attitude and experience if it is to be successful. 


Navajo Spoken at 


Your Meetings? 


Do you really reach the levels of understanding, attitude and 


experience of your audiences? Do you consider these elements 


when you plan your programs? You should and here’s why . . . 


By GEORGE B. FINCH 
Vice-President, Sales Development, The Jam Handy Organization 


SALES EXECUTIVES who were in 
the Pacific remember how in one of 
the island campaigns our Navajo GI's 
translated orders into their native lan- 
guage to confuse enemy intelligence. 

The walk-talkies got their messages 
into the air but, lucky for us, the 
other side just couldn’t understand 
what was going on. 

Yet, “Navajo Is Spoken Here” 
might well be posted at the door of 
some meetings today, so far as effec- 
tive communication is concerned. 

To get around this situation, it will 
be helpful to remember that there are 


different levels of understanding, atti- 
tude and experience. Because these 
differ greatly within a corporate 
group, it is possible to exercise the 
jaw muscles merely for health and 
pleasure, not for results. 

A good example of success in the 
use of this concept is the “selling” of 
a new application of radar in the 
40’s. This invention helped save our 
civilization, but it had hard going. 
Why? 

As he did the other day in the 
Godkin lectures at Harvard, let Sir 
Charles Snow state the case: 
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“To get anything done in any organi- 
zation, you have to carry people at all 
kinds of levels. 


acquiescence or enthusiasm (above all the 


It is their decisions, their 


absence of passive resistance) which are 
going to decide whether a strategy goes 
through on time. 

“Everyone competent to judge agrees 
that this is how Sir Henry Tizzard guided 
and shoved the radar strategy against the 
opposition. The administrators in the 
radar operation were masters at this kind 
of institutional understanding and they 
were able to prod and stroke, caress and 
jab, the British 
organism, so that somehow or other, in a 


relevant parts of the 


way that made organizational diagrams 
look very primitive, the radar chain got 
made.” 

A conventional organizational dia- 
But it still 


can be of good use in getting things 


gram levels of command. 


done — if we flip it over on its side 
Now we can see that levels of under- 
standing, attitude and experience cut 
across chain-of-command levels. Seen 


in this wav, the chart serves the com- 


municator as a device for putting 


ideas into people's heads. 


A big mistake is to assume that 
others understand vou correctly, even 
when vou talk to 
Therefore 


fective, we have to aim at the level 


them directly. 


to make meetings more ef 
of understanding may require dia 


grams and a number of pictures, 
while to people with a different de 
gree of understanding, one short sen 


tence could suffice. 


It isn’t difficult to decide on the 
approach to the range of understand 
ing in a single, compact group. But 
sometimes we want to get under 
standing of a number of groups. This 
is usually the case where a program 
is planned for the sales force, because 
others besides the 
to be instead of just 
standing by, they are to help the pro- 
gram in the field. 


sales force ought 
“on board” 


One particular sales organization 
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which Jam Handy is privileged to 
serve is briefing all its echelons on 
the same program. As you might ex- 
pect, a variety of methods is used to 
get this briefing accomplished. In its 
upcoming program of sales develop- 
ment, this organization fits the com- 
munication to the level of under- 
standing each step of the way. 

At the start, sales department rec- 
ommendations to top management 
take the form of a quickly-compre 
hended black-and-white slide presen- 
tation rather 


than method, are stressed. For the 


Purpose and content, 
men of the sales de partment, how- 
ever, emphasis is on ways and means. 
Purpose and background can_ be 
omitted. 


In the 


, — 
managers ¢ f 


next step, sales promotion 
product divisions are 
brought on board. That could save 
trouble later. The 


far enough along to make use of 


program now is 


some of the meeting materials. Charts 
may be supported by motion picture 
clips. Previous understandings are 
confirmed. Sales managers of product 
divisions, busy as they are, get a 
briefing geared to their time and 
preferences. They don’t want all the 
details. Enough is revealed to insure 
understanding and cooperation. 


Program in Detail 
receive 


the program in detail, with use of all 
meeting props. Pilot test meetings are 


Area managers, however, 


held, meeting leaders are familiarized 


UNIQUE MEETING IDEA... 


a GRACE LINE 
CRUISE 


20,000-ton 
Santa Rosa 
Santa Paula 


CARIBBEAN ona 
SOUTH AMERICA 


@ 13 days and 6 exciting ports 

@A sailing from New York every 

Friday of the year 

@ Magnificent new American Flag 

liners catering to just 300 guests 

@ First Class throughout—all state- 

rooms outside, each with individually- 

controlled air conditioning and a 

private bathroom 

@ Public address and motion picture 

equipment 

@ Seaview, one-sitting dining room 

@ Public rooms and deck areas perfect 

for smal! groups, seminars, conferences 
No passports or visas required 

For full information on special rates 

and features available to groups write, 

call or visit 


GRACE LINE 


3 Hanover Square, N. Y. 4 « Digby 4-6000 


INDUSTRY AND 
TRADE ASSOCIATION 
STUDY-MISSION TRIPS 


When every detail of a trip 
must be perfect, call in the 
specialists in purposeful travel 
techniques. Long experience in 
group arrangements for promi- 
nent organizations enables us 
to tell you what works — and 
why! 


Call or write today for the answer to your 


group travel requirements. 


a ravel Consultants 


N CORPORA T ED 
1612 "K" Street, N. W., Washington 6, D, C. 
(telephone—DIstrict 7-9228) 


N. Sidney Nyhus, President 
David Randall, Manager, Group Sales 


axe FOOD 


SS 
that rivals the best in the world. 


NOW—ONLY ONE HOUR 
FROM NEW YORK CITY 
and most anywhere in New 
Jersey (not much more from 
Philadelphia!). One of Amer- 
ica’s most magnificent re- 
sort hotels offers perfect 
setting for 


For an ex- 
ecutive session 
of 6, or full-scale 
convention of 600, 
you'll find the type of set- 
up and service you require, 
and a staff with years of know- 
how. Pool, Restaurants, Dancing, 
Entertainment. All sports facili- 
ties. Fireproof. 400 outside rooms. 
OPEN ALL YEAR. 


v.Y.WOrth 2-4018 
elsewhere, call Asbury Park: 
PROSPECT 5-5000. 


Hore. Soh hause 


THE MIDWEST'S FINEST 


Designed to give you the most 
for your sales meeting or 
convention dollars . . . 


IT PAYS TO KNOW HOTEL BLACKHAWK HAS: 


@ More meeting space under one roof 
than most Midwestern hotels. 


@ 17 new meeting rooms for — 15-1000 
guests. 


@ For food & service—a staff that 
“knows how.” 


@® Prestige atmosphere for success- 
minded groups. 

Phone or write for 

illustrated brochure. 

Address: Charles A. 

Zoller, Sales Mgr. 


HOTEL 


Elackhawh 


Davenport, lowa 
EARL R. ACKERMAN, MGR. 


Phone 323-2711 Teletype DY 180 


and a complete acted-out presentation 
is made. Even the meeting leaders 
need understanding—of everything in 
the program. 


Movie Main Vehicle 


For territorial sales offices, a pro- 
motional motion picture can be the 
main vehicle, going to the offices well 
ahead of the first program to hit their 
areas. That brings the territory people 
into the action and gets advance co- 
operation. Finally, the program is pre- 
viewed for the dealers by means of 
demonstrations to dealer groups. 
Meeting leaders see to it that the 
dealers see the benefits of the pro- 
gram to them. 

Everybody has prejudices, precon- 
More he 


ceived ideas and _ habits. 


In the land of 
Hiawatha, on a chain 
of 27 pine rimmed 
wilderness lakes . . . 
¢ incomparable con- 
' ference facilities. 
Open year around. 


@ Luxurious rooms, 
gourmet food, 


@ Indoor tropical 
pool and health 
baths. 


 ( 
Write or phone ig" 
Northernaire, Three At 23 
Lakes, Wisconsin. pit ; 

v 


WALDORF oF THE WILDERNESS 


THREE LAKES, WISCONSIN 


SALES 
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knows about these attitudes, more 
likely is the sales executive going to 
succeed in putting across his plans 
and ideas. 


Skits Nip Chip 


One company, bedeviled by a prod- 
uct defect with repercussions from the 
field, knew that the annual dealer 
audience would have a big chip on 
its collective shoulder. The problem 
is faced squarely, in two short, live 
skits, with a tag line that lets the 
dealers laugh at themselves and get 
into a mood to listen to the com- 
pany’s solution. Approach would be 


different with other groups, 
neers, production men, and field rep- 


engi- 
resentatives, because here we are 
dealing with different levels of atti- 
tude. 


Experience Differs 


Levels of experience also differ. A 
company vice-president 25 


away from selling in the field may 


years 


be on a different plateau of experi- 
ence than salesmen experienced in the 
needs of today. 

Seminar or conference technique of 
two-way communication is growing in 
popularity because in such meetings 
salesmen of much experience ex- 
change views with salesmen with lit- 
tle or no experience. Experience may 
thus be gained synthetically through 
the absorption of the experience of 
others. 

These realistic approaches to the 
three levels of a new kind of organiza- 
tion chart, applicable to small as well 
as to large organizations, can help us 
to solve some very old communica- 
tion dilemmas. Awareness of these 
levels will help us to get a better re- 
ception of our ideas, plans and in- 
structions, and get it with speed and 
clarity. 
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New Training Film 


NEW sales training film, “The Hidden 
Side of Selling,” has been released 
by Roundtable Productions, Beverly 
Hills, Cal. Film deals with the in- 
tangibles in selling. This 34-minute 
film (available in color or black-and- 
white) is about an imaginary com- 
pany that sells a nebulous thing re- 
ferred to as the “plan.” Term delib- 
erately is hazy so as not to imply any 
type product or service. Therefore, 
film can be applied to any training 
program without conflict. 

Story situation concerns a_ sales 
manager and three of his salesmen. 
These men meet periodicaly to hash 
out publics. This particular day they 
meet to discuss common reactions 
found in customers. As the sales man- 
ager introduces a specific prospect 
reaction, he places a poster, with 
name of reaction, on an easel. Posters 
read: “agreeable,” “silent,” “indeci- 
sive,” “expert” and “aggressive.” Film 
is careful to point out that these po- 
tential “sales blockers” are reactions 
in customers, and not attempts to 
pigeon-hole people. 

Sales manager in film explains that 
these common reactions are in every- 
one. Certain situations will often 
times bring out one or more of these 
reactions. It is important for a sales- 
man to be able to recognize the symp- 
toms and know what to do about 
these reactions when they crop up. 

In the sales meeting, salesmen Ken, 
Warren and Tom reveal they can cope 
with most of the reactions lettered 
on poster cards. However, each in 
turn confesses he has never been able 
to handle one of the reactions dis- 
cussed. 


Help Each Other 


Each begins to help the other by 
relating how he learned to handle a 
particular reaction. As the group 
openly chats about these reaction 
problems, the action moves from the 
sales meeting into three consecutive 
situations. Scenes show the audience 
how the reaction works in a sales situ- 
ation. Scenes show the silent reac- 
tion of one customer; expert and ag- 
gressive reaction of another; and in- 
decisive reaction of the third. In each 
of the situations, the right solution 


SEPTEMBER 5, 


to the particular reaction is introduced 
to result in a sale. What to do is 
introduced through a well-placed film 
technique. Salesmen in the middle of 
his dilemma recalls the voice of his 
colleague and his advice in the sales 
meeting earlier in the film. 


Review Situation 


After the customer situations are 
worked through, the film creates a 
summary situation for review. All 
three customers are invited to the 
unnamed company to see its new line. 
Each arrives independently, but it 
isn’t long until they are talking among 
themselves in the outer office of the 
sales manager. Introductions are 
made by Nancy, the company recep- 
tionist. Shortly thereafter, Nancy is 
called into the sales manager's office 
to remove posters and easel used ear- 
lier in film at his training session with 
the men. Purpose was to avoid em- 
barassment with the customers. Nancy 
does so, but as she re-enters the outer 
office with the easel, the telephone 
rings. She hesitates a moment to de- 
cide which is more important: to put 
the easel in the closet or answer the 
telephone. She decides on the latter. 

Easel is immediately noticed by the 
three men. The customers believe the 
reactions on the posters apply to the 
salesmen in the company. “We were 
just saying that each of us prefers to 
have a different type of salesman call 
on us, and we were wondering how 
you knew which man to send to which 
customer,” says a customer to the 
sales manager as he enters to greet 
them. 

Manager realizes the switch, and 
explains posters to review the basic 
points to remember given in the film. 
He skillfully moves the problem of 
reactions around to its proper per- 
spective. In doing so, he demonstrates 
how to handle these men again. 

As a training film, the techniques 
used are forceful. First the viewer is 
given the information, he sees how 
reaction applies in a sales situation, 
and he is given the solution to ma- 
neuver around these “sales blockers.” 
Reactions and solutions to these re- 
actions add up to “The Hidden Side 
of Selling.” @ 
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LONGER you stare at checkboard pattern the more white squares appear 
gray except around edges. Illusion is simultaneous color contrast effect. 


Are You Careful with 
Exhibit Colors? 


Your eyes can fool you. What is just right in daylight might 


be something else in the exhibit hall. Here are a few experi- 


ments you can try to show how light, colors act on your eyes. 


By DAN SMITH 
Director, Color Center, Interchemical Corporation 


[Ik YOU are average, you can distin 
guish at least 340,000 different colors 
Some scientists place the figure much 
higher But color perception or our 
ibility to recognize colors, is influ- 
enced by many factors. 

With a pair of scissors, and a few 
pieces of colored construction pape! 
you can graphically demonstrate to 
vourself and your associates several 
phenomena whic h influence our color 
perception and which you may never 


have noticed before. These phenome- 
na May amaze you and, demonstrated 
to your associates, may have them 
hailing you as a Houdini of the color 
spectrum 

To understand why these phenom- 
ena take place, a few words of ex- 
planation are necessary about color 
theory. To begin with, light from 
the sun or your reading lamp, is basic- 
ally white. It’s white because it con- 
tains the three basic and primary col- 
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ors of light—red, green and blue. Mix 
these colors in any combination of two 
and you will get either yellow, cyan 
(blue-green) or magenta (purple). 
That is, red and green produce yellow; 
green and blue produce cyan; and 
blue and red produce magenta. These 
are secondary colors. Mix all the pri- 
maries together and you will get white 
or a dirty grey depending upon the 
brightness of the primaries used. 

To demonstrate this theory, you can 
try a few experiments. First take a 
piece of yellow paper and hold it in a 
beam of red light. (A red light bulb 
will do or a flashlight covered with 
red cellophane.) The paper appears 
red. Naturally, you say. Now place 
it in a beam of green light and it ap- 
pears green. But now place it in a 
beam of blue light and it appears 
black, not blue. Let's see, if it ap- 
peared green in a green light and red 
in a red light, why not blue in the 
blue light? 

Here’s the reason: Remember, yel- 
low is the combination of red and 
green light. A piece of yellow paper 
has chemicals which absorb blue light. 
When we place it in a green light 
only, there is only green light to be 
reflected. In the red light there is 
only red light to be reflected. How- 
ever, when the paper is placed in the 
blue light and since the paper absorbs 
blue light, it reflects no light and ap- 
pears black. 

This is one of the reasons why, 
when we are choosing a colored paint 
for a display, for example, we must be 
certain we are viewing the sample of 
paint in white light, so that all the 
colors that the sample is capable of 
reflecting will be seen. (Remember, 
white light is the presence of all col- 
ors. ) 

In other words, a good viewing 
light would be daylight on a sunny 
day, if you were to find ideal light- 
ing conditions for your exhibit. In- 
candescent light tends to be a little 
reddish; some fluorescent light tends 
to be a little blueish and light from 
open shade tends to be very blueish. 
Generally the only light that has near- 
ly equal amounts of all colors is direct 
daylight on a sunny day. Other light 
sources have more of one color than 
the others. 

At least we should be certain to 
judge the sample of paint in that light 
by which the exhibit hall will be illu- 
minated most of the time. If hall, for 
example, is to be illuminated by fluor- 
escent light, judge the sample by 
fluorescent light. A light green wall 
may appear quite different in fluores- 
cent light as compared to incandes- 
cent light. Such differences have been 
made quite apparent by scientists at 
the Color Center, Interchemical Cor- 
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Perfect headquarters for group meetings 


IN THE HEART OF CHICAGO 
YET OUT OF THE LOOP! 
THE DRAKE 


Luxury on the lake costs no more 


We wonder how many thousands of Drake guests have paused beside our unique lobby fireplace. With its 
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Hall, make The Drake your personal headquarters. We’re only 
9 minutes away—just up Lake Shore Drive. 


DICK FLYNN, VICE PRESIDENT—SALES 
H. B. RICHARDSON, ASSOC. DIRECTOR 


LAKE SHORE DRIVE AND s82— UPPER MICHIGAN AVENUE 
SUperior 7-2200 «+ CHICAGO 11, ILLINOIS 
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conventionland! 


ONLY HOURS AWAY- VIA TCA 

Conventions are fun when you hold them in Montreal, Canada’s 
unique Paris de lAmérique. There you'll discover superb con- 
vention facilities that comfortably accommodate more than 
5,000 delegates. And only 40 miles away via a six-lane super- 
highway are the rustic lodges of the Laurentians — perfect for 
smaller meetings or weekend fun. Nearby there’s Quebec City, 
with its historical old-world charm. This year convene in 
Canada. Offering all the excitement of a “foreign” land... 
only a few hours away by TCA. 


TRANS-CANADA AIR LINES 
AIR CANADA 


For planning assistance, see your travel agent, or contact TCA in Boston, New York, 
Tampa/St. Petersburg, Miami, Cleveland, Detroit/Windsor, Chicago, Seattle/Tacoma, San 
Francisco, Los Angeles, Washington, D.C., Philadelphia or Dallas. 


For Information in other cities .. 


NEW YORK, N.Y. 
MUrray Hill 8-0123 


WASHINGTON, D.C. 
FEderal 8-6481 


MIAMI, FLA. 
Plaza 4-1667 


DETROIT, MICH. 
WOodward 2-2700 


CHICAGO, ILL. 
MOhawk 4-5100 


ATLANTA, GA. 
JAckson 4-3486 


your GREATEST convention in Minneapolis 
at the GREATER RADISSON! 


NOW... Over 30,000 square feet of 


convention space on ONE FLOOR! 


BY FAR... the largest 
Convention Hall 
in the Upper Midwest. 


Tom FitzGerald 
Sales Manager 


FEderal 3-2181 
Teletype MP 423 


Spaciousness modern as tomorrow. 
700 luxurious guest rooms and suites, 
100% air conditioned, Free color TV 
in every suite, Free radio and TV in 
every room, 1,000 car connecting 
garage, Banquet service for 1,780 
guests in the Ballroom, Conference 
facilities for 3,255 in the Ballroom, 10 
other conference rooms for 1,085, Es- 
calator to mezzanine, Modern public 
address system and closed circuit TV, 
ALL convention facilities on ONE 
floor, Free visual aids supplied, 110 
and 220 volt circuits, Direct Dial tele- 
phones. 


NOW READY... the Radisson now 
completed inside and out .. . larger 
than ever... all just for YOU! 


iS 
MINNEAPOLIS 


On 7th Street . .. in the Heart of Downtown Minneapolis 
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poration. At the Color Center, an 
elaborate lighting system has been set 
up which can simulate any color or 
kind of light such as daylight, incan- 
descent light, north light and so on. 
Dramatic changes in the apparent col- 
or of paints and fabrics are illustrated 
to customers when illuminated by 
these various kinds of light which, 
although they appear to be white to 
the eye, in reality are not. 

Now, here’s another experiment. 
Cut out a green circle and place it on 
a black piece of paper. Stare at it for 
about 30 seconds. Now transfer your 
gaze to a white piece of paper. 
What's the color? It should be ma- 
genta. Why does this happen? Here 
are the mechanics: 

Theoretically, inside the retina of 
your eye are three sets of responders, 
each set sensitive to each of one of the 
three primary colors—red, green and 
blue. With prolonged staring at the 
green, the green responders become 
fatigued so that when you transferred 
your eye to the white paper, which 
is reflecting all three colors, only the 
red and blue receptors were working 
efficiently. Therefore, you saw ma- 
genta, combination of red and blue. 
Simple, isn’t it? This phenomenon 
is called successive color contrast. This 
is theory but all evidence available 
seems to support it. 

Now try the same experiment over 
again, but this time, instead of trans- 
ferring your gaze to white paper, try 
a piece of yellow paper. What color 
do you see, red? It’s red because 
again, the green receptors are tired 
out. Since yellow is green and red 
light combined, it reflects no blue so 
that the only color left to see is red, 
not the combination of red and blue, 
magenta. 

This phenomenon can also be dem- 
onstrated by cutting out a circle of 
black paper and placing it on any 
piece of colored paper. Again, gaze 
at it for about 30 seconds or more, 
then remove the black circle. Lo and 
behold, the space formerly covered by 
the circle is brilliant in color compared 
to the rest of the paper but it is still 
the same color and the same mechan- 
ism lies behind this phenomenon. Re- 
ceptors again tired of the color around 
the black spot but did not tire of the 
black since black reflects no color. 
when the black spot was removed, all 
the receptors were active in that area 
of the eve so that no matter the color, 
you saw it fully and completely. 

A related phenomenon can be dem- 
instrated by cutting out four figures, 
(triangles will do) from light blue 
paper, all of equal size and shape. 
Place each triangle on each of squares 
of white, black, chartreuse and laven- 


der paper of equal size. You know 
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that the four blue triangles are the 
same but they certainly don’t appear 
to be. This is called simultaneous 
color contrast. If seen isolated from 
their backgrounds, the triangles would 
appear the same, as indeed they are. 
This effect takes place because the 
same effect demonstrated in the pre- 
vious experiments now takes place 
simultaneously instead of successively. 

This effect has practical considera- 
tions. If for example, you were to use 
aqua colored paint as a trim on a yel- 
low backwall, the overall preponder- 
ance of the yellow light would fatigue 


the red and green receptors of your 
eye. Since aqua paint would be re- 
flecting both green and blue light 
(aqua is close to cyan) and since the 
green receptors are tired, the aqua 
paint would probably appear to be 
blue, not aqua. 

All these experiments, however, in- 
dicate that in problems of design, be 
it exhibit planning or display-arrang- 
ing, these effects must be taken into 
consideration in judging color 
There are so many colors— 
so many factors which affect our per- 
ception of colors. # 


schemes. 


EXHIBITS «we not just nuts and bolts... 
but are the result of creative designing, 
marketing experience and craftsmanship. 


DESIGN-BUILT 


DESIGNERS AND BUILDERS 
TRADE SHOW EXHIBITS 


21-21 41st Ave. aa. 
Long Island City 1, digta 
(New York) N.Y. 71 

STillwell 4-3400 Focus’ 
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‘ 
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National Distillers adds original music, song 


and skits to its 


international biennial sales 


meeting. Aim is to create enough spirit and 


enthusiasm to last the sales force two years. 


Meeting 


FOR National Distillers Products Co 
its biennial 


da pows rhouse to energize the sales 


sales meeting is a two 


rorce 


Our spe akers, skits and songs are 
designed to recharge the batteries of 
reveals Gerald Kirshbaum, 


} 
Vice pre Siac nt 


our men 
marketing coordinator. 
We have to give them the substance 
m which they can live for two vears 
We tell they 
vhere we are as a company, and pull 
yut the crystal ball a little bit to show 


them future 


them how great were, 


programs 


lo its elaborate and spirited ses- 
National 
its salesmen throughout the country, 
plus men from Europe, Middle and 
Far East. Truly 
some speakers are “imported.” 

This third 


first was in 1957) had something new 


sions, Distillers brings all 


international, even 


international meeting 
added: professional stage production 
Added theatrics (at a cost 
estimated at between $50,000 to $60.- 
OOO 


and actors. 


indicates the importance Na- 
tional Distillers puts on pumping up 
the spirits of its men. 


to Recharge 


When this program was being put 
together early this year, its objective 
and plans suggested the theme to 
B.. C. 
dent, even before theme ideas were 
sought. “This sounds to me like the 


Ohlandt, executive v ice-presi- 


spirit of 99,” he said of the program 
content. (Ninety-nine is the address 
of National Distillers on Park Ave., 
New York City, and throughout the 
company the home-office is referred 
to as 99.) So “Spirit of 99” became 
the meeting theme. 

Each speaker or panel of speakers 
a musical number 
at this two-day conclave. All music 


was preceded by 
and lyrics were original. Opening 
five men and four women 
sang “The Spirit of 99” as an intro- 
duction to the keynote address by 
R. R. 


and assistant general manager, 


chorus of 


Herrmann, Jr., vice-president 
He 
covered the past two years of our 
economy and looked into the future. 

From the general, the program nar- 
rowed to specifics with “A Fresh Look 
at National.” With use of slides, sales- 
men were shown how they are backed 
up by 5,000 people. As with most 


PANEL, “United Nations 
Forum on Imports,” tells 
the story of National Dis- 
tillers’ imported brands. 


national marketers, National Distillers 
has to remind its men that they are 
not all alone no matter how far from 
home office. There are at least 18 
people in the home office to help serv- 
ice a salesman and his accounts, it 
was pointed out. 

Theatrical part of the program was 
produced by Max Richard, Inc., New 
York City. Stage settings by Marvin 
Reis were simple outline suggestions 
of furniture and interiors. All sets 


SEPTEMBER 15, 1961 


“SCHNITZELBANK” is 
song that tells story of 
a father who explains 
to his daughter what 
he, as a salesman, does, 
Sequence shows him at 
sales meeting, then with 
some of his customers. 


HERMITAGE 


moved across the stage (in view of 
the audience) on a treadmill belt. 
Some of the original lyrics were con- 
tributed by v-p Kirshbaum who su- 
pervised the meeting. He and four 
other executives made up the meet- 
ing planning committee. 

Meeting plans started back in Oc- 
tober for the Aug. 16-17 sessions in 
Commodore Hotel, New York City. 
Presentations were staged in the grand 
ballroom. Luncheons were served in 


PARADE of brands is 
an entertaining re- 
view of National Dis- 
tillers full line. 


Since no 
speeches accompanied lunch, a split 
group was no deterrent. 


two adjoining rooms. 


Men were assigned tables for all 
meals. This was to keep men from 
the same regions from sitting together 
as is the natural tendency. Instead, 
each table had a mixture of men from 
all parts of the country and abroad. 

Evenings were free although some 
regional dinners were held. For in- 
stance, Eastern and Central Regions 
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held dinners separately on Tuesday 
night preceding the meeting opening 
on Wednesday morning. 

When salesmen registered at the 
meeting, they were given briefcases 
that included their badges, program 
books, seating assignments for meals 
and their room keys. In addition to 
the more than 400 salesmen, creative 
people and account executives from 
National Distillers’ agencies were at 
this meeting. One big function of 
this conclave is to reveal plans for 


the big holiday promotions — new 


packaging, advertising and _point-of- 
purchase displays. 

Stage for this meeting was espe- 
cially built. Instead of a curtain, a 
replica of the company’s headquarters 
building stretched across the stage. 
Doors of the “building” opened to 
serve as a proscenium for skits and 
filmed presentations. A 12-piece or- 
chestra provided the music through- 
out the meeting. 

Each year, the company is hard put 
to come up with a new and more dra- 
matic way to present the new line of 


ST 


PRIZE 


an 
American Express 
vacation trop! 


All over the nation, successful executives are awarding travel prizes in 


their sales contests. And what a powerful stimulant travel is! It’s every- 


one’s dream to see Europe, Hawaii, South America, the Caribbean 


everyone's longing to pack a bag and head for a faraway shore. Reward 


hard work with the pleasure and relaxation of an expenses-paid tour! 


For the address of your nearest American Express office, call Western 


nion by number, and ask for Operator 25, or fill out coupon below. 


American Express, 65 Broadway, New York 6, N. Y., Att: Group Travel Unit 


Dear Sir: Please send me literature on Sales Incentive Travel. 


7 ae 


Address 


Zone State 


Amerwan Express Travel Service 


Group Travel Unit, 65 Broadway, New York, New York 


holiday packaging. At the last inter- 
national meeting in Los Angeles, 
1959, holiday wraps were presented 
in heroic size. The stage was covered 
with huge, sparkling packages. 

This year, new packaging was pre- 
sented in a 20-minute motion picture 
that didn’t have a word of script. 
Optical tricks with color blending and 
resonant music flowed along to reveal 
one package after another. Much of 
the drama of this film was heightened 
by its absence of words; packaging 
spoke for itself in vivid color and 
design. 

“United Nations Forum on Im- 
ports” was used to tell the story of 
National Distillers’ imported brands. 
Producers from five countries were 
seated in stage center in a fashion 
to suggest a United Nations meeting. 
Script was written to offer a U.N. 
flavor, heightened, of course, by the 
accents of the foreign speakers. 

“Secretary-General” at this U.N. 
meeting was Allan MacDougall, vice- 
president in charge of National Dis- 
tillers’ international division. Kenneth 
J. Ross, managing director, William 
Sanderson & Son, Ltd., London, rep- 


resented United Kingdom. France 


NEW! 


PERSONALIZED PERFUME* 


A UNIQUE SALES . . TRAFFIC . . 
GOODWILL BUILDER 


Your company name and trade- 


mark fired in 22K ceramic gold. 
A great hit with all the ladies! 


Packaged To Fit Any Budget 


Call or Write NOW for Catalog. 


*The perfumes made famous by the 


nation's most exclusive supper clubs. 


Brrfums Cnginnle 


245 Seventh Avenue, NYC |, N. Y. 
WaAtkins 9-4909 
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HOTEL MARIA ISABEL 


Mexico City 
NEWEST OF THE BALSA HOTELS e MOST LUXURIOUS IN THE AMERICAS 


Superb Meeting and Dining Facilities for 2,500 People 
Ideal Flexibility for All Requirements 
“650 Rooms and Suites of the Future” 
Bilingual Staff | Truly Personalized Attention 


Mexico City Offers the Perfect Year-Round Climate 
Other members of the Balsa Hotel Family to serve you: 


in Mexico City lPresidente ~- Luxury without par 

Del Prado - World famed 
Prado-Alffer - Elegance of Mexico 

. Hotel Premier - Sparkling new 

in Acapulco £lPresidente ~- Finest and most luxurious 
Elcano - Spectacular and delightful 
Prado-Americas - Home of “Cantamar” 
Noa Noa - Favored for its facilities 

; Motel Tampa - Superb for informal relaxation 
and in New York City - the famed St. Regis 


Cesar Balsa, President Roberto Zapata, Jr. Managing Director 
For bookings, information and details: 
“BALSA HOTELS” 
Hamburgo 135 Mexico, D.F. 


U. S. and Canadian Representatives: 
UTELL INTERNATIONAL 


New York e@ Dallas e Boston @ Montreal @ Chicago @ Toronto e Miami 


JOHN A TETLEY CO., INC. 


Los Angeles @ San Francisco 


OUT-OF-THIS-WORLD 
MEETING FACILITIES 


Meet at New England’s newest headquarters 
for important business and group conventions. 
Air-conditioned meeting rooms with every 
audio-visual aid to accommodate 12 to 1250. 
Enjoy 200 beautiful guest rooms . . . and, after 
hours, swimming pool and ice skating in sea- 
son. Lantern Inn for cocktails and entertain- 
ment, Wiggins. Tavern and Copper Kettle 
Restaurants for famous New England cuisine. 
Easily reached on modern super 

highways, free parking for 800 cars. 


on Massachusetts Turnpike 
Springfield Exit 6 


WRITE FOR FREE CONVENTION BROCHURE 
OR CALL LYceum 2-7751 


in New York City phone MU 8-0110 


NEW! 


douryctoum, altos lnjdary mite hotel 


akron tower 
motor inn 


50 W. STATE ST. 
AKRON 8, OHIO 
PHONE: 762-0451 
TELETYPE: AK 84 


GROUPS (10 TO 400) 
INVITED YEAR ‘ROUND 


FREE INSIDE PARKING 
SWIMMING POOL 


THE BEEF ROOM 
BAR - COFFEE SHOP 


\ 


550 Air-Conditioned 
Guest Rooms 


ach re 


o  WANTED!.. 
IN CHICAGO 
SMALL GROUP MEETINGS 


y« 
250 orless 


SMALL CONFERENCES are 
our BIG MEETINGS 


BISMARCK, HOTEL 


* ROBERT R. CARRA, Mgr. 


WM. B. HORSTMAN, Gen. Mgr. 
PAULINE BROWN, Sales Mgr 


SALES MEET 


COMMODORE PERR' 


and adjoining “. 


SECOR HOTEL 
/ Outstanding 


BONVENTIO CEN 


y 800 GUEST ROOMS & SUITES’ 
3 ALL WITH TV, MOST AIR 
# CONDITIONED 
* 23 AIR CONDITIONED 
MEETING ROOMS 
* FREE PARKING i 
* 1200 ADDITIONAL DOWNTOWN } is : 
ROOMS 
* ARENA AND EXHIBIT HALL 
* EXPERIENCED GROUP STAFF 
i Send for 
\ Complete Brochure 
: Henry B. Williams 
Vice President & General Mana 
» 4 John P. Martin 
ON m Sales Manager 


a 
a3 


kK 


PHONE: 
CHerry 4-2841 
® TELETYPE 
TO 644 
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“MEETING Director” Gerald Kirshbaum (left), vice president—marketing 
coordinator, talks over final details in hotel with set designer Marvin Reis. 


TREADMILL assembly for moving belt is part of 


= ee 


stage constructed in hotel 


ballroom. All sets and props moved across stage (in view of audience). 


had its “delegate” in the person of 
Jean Manghardt, assistant to the man- 


aging director, Chapoutier et Cie, 
Tain L’Hermetage, France. From 
Holland was Henry deKuyper, Johs 
deKuvper & Zoon, The 


Netherlands, who is an eighth genera- 


Sciedam, 


tion deKuvped and direct descendant 
of the the 
Joannes Count 


founder of 


deKuyper. 


company, 

Alberto 
Cinzano, Turin, Italy, executive vice- 
president, Cinzano Co., completed 
the “U.N.” delegations. A draft reso- 
lution was adopted by this assembly 
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indicating that National Distillers had 
what delegates called “the best line 
of imports in the business.” 

Unlike U.N. proceedings, two of 
National Distillers’ foreign delegates 
brought filmstrips along as evidence 
to bolster their remarks. Of 
as with all segments of the program, 


course, 


the “U.N. Forum” was preceded by a 


musical introduction, A Salute” by 
the chorus. 
One of the top skits at this meeting 


was titled “It's Been a Great Day.” 


This 45-minute stage romp on the 


Now More than Ler. 


A CONVENTION CITY 
UNDER ONE ROOF 


,— to a half million dollar 
program of reconstruction and 
refurbishing, the ever-popular 
Palm Beach Biltmore now be- 
comes the nation’s most suitable 
and enjoyable meeting site. 
Among the innovations are: 

1. A great new Convention Hall 
with a seating capacity of 1,000. 
2. A sparkling new main Din- 
ing Room. 

3. A modern Coffee Shop. 


4. An intimate Bar and Cocktail 
Lounge. 

Add to this the matchless 
attributes of the Palm Beach 
area...a complete, self- 
contained ‘‘Convention Center”’ 
with every modern facility and 
equipment... personal attention 
to every detail of planning and 
execution . .. quick, easy access 
to Palm Beach’s renowned di- 
versions and shopping areas... 
and it’s evident why it is in your 
best interests to hold your next 
meeting at the Palm Beach 
Biltmore . . . at rates lower than 
you'll pay at sites with fewer 
advantages. 

For rates and availabilities 
call the Sales Department of 
any HCA Hotel below, or write 
directly to Bob Golbach, Assis- 
tant General Manager. 


PALM SF, Wy 
seach (AIGY7E 
HOTEL CORPORATION OF AMERICA 
New York ... 
SE c ckdescuukmians 
Washington 
Chicago ... 
Boston 
New Orleans 
Paim Beach nadie 
Quito, Ecuador, S.A. 
London, England ... The Carlton Tower 
San Juan, Puerto Rico El Miramar Charterhouse 
GLEN W. FAWCETT ASSOCIATES 
211 Evray Street 
510 West Sixth Street 
sf ; 1029 Russ Building 
..726 Joseph Vance Building 


.. Hotel Roosevelt 

; The Mayflower 
Edgewater Beach Hotel 
Hotel Kenmore 

The Royal Orleans 

Paim Beach Biltmore 
Hotel Quito 


Dallas 

Los Angeles 
San Francisco 
Seattle . 
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180-Acre 
Bermuda Estate 
Available for 
Your Next 
Meeting 


only 2 hours near N.Y. 


Discover the unique benefits of bring- 
ing your group to the Castle Harbour 
in Bermuda. So close by, yet “away 
from it all,” conventions get things done 
in a most enjoyable atmosphere. Castle 
Harbour offers excellent facilities with 
all the latest equipment for sales meet- 
ings, conventions and sales incentive 
groups up to 500 persons. Your group 
stays together (300 air-conditioned 
rooms) and plays together (champion- 
ship 18-hole golf course, tennis, beach 
or pool swimming, water sports, all 
within our own grounds). Complete 
convention brochure from your travel 
agent or Hotel Counsellors, Inc 
(offiliated with Edith L. Turner Hotel Representa 
tive inc.) 60 E. 42 St., N.Y. 17. TN 7-1450. 
In Chicago 30 N. Michigan Avenue 
In Boston 250 Boylston Street 


THE 


e 


Hotel, Yacht, Golf and Beach Club 
In fashionable Tucker’s Town, Bermuda. 
John C. Fischbeck II, Pres. and Gen. Mgr. 


second day was written to the music 
of the old German “Schnitzelbank.” 
(In the original, “Schnitzelbank” is 
the musical rondelet between “pro- 
fessor” and students that starts with 
the professor’s “Ist das nicht ein . . .” 
and is responded to by the students 
with “Yah, das its ein. . .”) 

Story line for this skit portrays a 
father’s effort to explain to his daugh- 
ter what he as a salesman does. 
Through a series of four sets, father 
and daughter rush through the day 
of a salesman to the Schnitzelbank 
music. It starts at the sales meeting 
with “Is this not a helpful speech? Yes, 
this is a helpful speech.” As the sales- 
man progresses from sales meeting to 
distributor’s office to calls on a pack- 
age store and bar, the key words of 
all the activities are added along the 
way and repeated (ala “Old Mac 
Donald had a farm”). Thus, by the end 
of the musical number, “helpful 
speech, learn to teach, selling plan, 
helping hand, etc.,” is sung at break- 
neck speed. Painlessly and with much 
amusement, all significant points of 


salesmanship for the liquor salesman 
are covered. 


Achievement Awards 


As with all meetings geared to 
stimulate the sales force, awards are 
a highlight. This convention was no 
exception; it had awards. “For out- 
standing achievement during the Old 
Taylor Year, 1961,” five salesmen 
received 14-carat gold replicas of the 
old Taylor distillery mounted on a 
mahogany base and enclosed in glass. 
Each year a different brand is singled 
out for a little extra emphasis. Those 
salesmen who do best to boost that 
brand’s share of market, get awards. 

While the almost two dozen speak- 
ers wrote their own talks, their mate- 
rial was carefully analyzed backed at 
the home office to make sure there 
was no overlapping and that every- 
thing blended. Two months before 
the meeting, all speakers came in to 
99 Park to rehearse. 


More Rehearsals 

Saturday and Sunday (before 
Wednesday opening of the meeting) 
speakers again rehearsed. Dress re- 
hearsals for entire cast of profes- 
sionals and company speakers was on 
Monday and Tuesday. 
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DAYTONA BEACH’S 
OCEANFRONT 
CONVENTION HOTEL! 


aytona 


= 


aza..... 


Conduct your next meeting at ‘the world's 
most famous beach.'' Guarantee record- 
breaking attendance and productive busi- 
ness conferences! Accommodations for up 
to 500 delegates . . . air ant ee 
banquet rooms for 1000. Complete ‘acili- 
ties, superb service, professional conven- 
tion staff. Large or small, your meeting 
will be more successful at the Daytona 
Plaza. Write for details: DAYTONA PLAZA 
HOTEL, DAYTONA BEACH, FLORIDA. 


GEMS 


A good convention program, 
like a good diamond, shows 
off to best advantage in a 
proper setting. If you have 
the former we can provide the 
latter. 


CHALFONTE ~ HADDON HALL 
on the Boardwalk, Atlantic City, N.J. 
Leeds & Lippincott Co. . . . Progressive Innkeepers for 71 Years 


Write for illustrated folder 


EXECUTIVES 


R. W. LEEDS « JOSEPH |. McDONELL 
J. H. LIPPINCOTT, JR. ¢ E. D. PARRISH 
ELLSWORTH SOOY « DORIS SEARS 
LAWRENCE B. RAUGH e JAMES E. KNAUFF 
THOMAS J. WALSH e J. EDWARD LIPPINCOTT 
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Every effort was made to keep the 
program light. Serious subject of 
Price and Profit, covered by W. C. 
McNeill, administrative assistant to 
executive vice-president, was pre- 
ceded by “Facts and Figures” by the 
chorus. With mild double-entendre, 
chorus boys with mortarboard hats 
sang of facts while girls in shorts al- 
luded to figures. 


Foyer Decorated 


Foyer outside the grand ballroom 
was trimmed with brand point-of-sale 
promotional material. With use of 
the treadmill on stage, holiday point- 
of-sale material and special promotion 
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To sell your products, your services, 
CENTURY 21 is a major opportunity 
that your organization should not over- 
look. 


Complete on-the-spot facilities, to assist 
our clients in every phase of their 
exhibit program are available—now. 
Getting there “fustest with the most- 
est” is a truism that also applies to 
every aspect of international exhibition 


participation. 

Seattle is the spot; April 21, 1962 is the 
opening date—let’s get together if you 
intend to participate. 


pieces marched before the audience. 

President’s dinner, second night, 
capped the meeting. For this ban- 
quet, a double dais was used. On one 


QUALITY EXHIBITS 
THROUGH CREATIVITY 


tier sat top corporation executives. 
On the next tier sat speakers for the 
two-dav conclave. ISPLAYE RS ¥inc. 
635 WEST 54 STREET. NEW YORK 19. N. Y. PLAZA 7-6500 


OFFICES AND/OR REPRESENTATIVES IN NEW YORK, WASHINGTON, D. C., 
SAN FRANCISCO. CHICAGO, LONDON, PARIS. ATHENS. AND CARACAS, 
IN SEATTLE: 2131 FIRST AVE.. SEATTLE 1, WASHINGTON © MA 2-4077 


To take advantage of the presence 
of the foreign liquor company execu- 
tives, a press conference was staged 
Club. Each foreign 
executive gave a two-minute speech 


next day at 21 


and then answered questions of as- 
sembled members of the press. 
Entire 


two-meeting was put on 
tape — speeches, music, song, skits. 
From tape, salient parts of the pro- 
gram will be edited one 
long-play record. This record will be 
mailed to all salesmen as a follow-up. 


down to 


It’s All Business 


.»» AND FUN 


CONVENTIONS 
OUTINGS 
SOCIAL GROUPS mR: 


itallnatlian sly 


1000 ACRES 


OPEN ALL YEAR 


You can really get down to 
business with our superb facil- 
ities. Large and small groups; 
every attention to your needs. 
Plenty of FUN afterwards. 
Outdoor & indoor pools, health 
rooms and baths. Entertain- 
ment program, resident band. 
Very sensible rates. 


District Meetings 


This month next, 60 district 
meetings for distributor salesmen will 
be staged. At these one and one-half 
hour sessions, films and slides from 
the international will be 
used. 

As additional follow-up on the 
meeting, company’s internal publica- 
tion, “Low Down,” will feature the 
entire proceedings of the international 
convention. Speeches will be digested 
and photos will depict stage action. 

Why the big added expense for 
theatrics? Sales force turnover is 
small at National Distillers. Some- 
thing new and exciting has to be 
added regularly to prevent jaded out- 
looks. And “oldtime” sales force gets 
to know and see everything over the 
years. Unless 


and 


conclave 


A delightful place for any meeting any 
time of the year . . . with superb facilities 
including a complete winter sports pro- 
gram using artificial snow and ice when 
needed. Write for complete details. 
(Washington, D. C. office: EX. 3-6481). 


Gr 
HOMESTEAD 


HOT SPRINGS 


Write or phone for full details. 
1000 ACRES 


Stony Creek 23, N. Y. Luzerne 696-4500 
NEW YORK OFFICE: PLaza 5-4247 


salesmen are con- 
fronted with something entirely new, 
batteries don’t get charged enough to 
last. @ 


Virginia 
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CAPITOL movie theater in downtown Newton, lowa, is used Managers in each area band together to dress in colorful 
to hold regional manager and distributor principal meeting. attire for first Maytag international meeting in four years. 


Maytag Takes Scotch Fling 


International meeting complete with bagpipes and Scotch plaid 
car. Theme tied to new Highlander automatic washer. Field men 


arrived in costumes representative of their district offices. 


REGIONAL managers look over Lincoln plastered with Scotch plaid contact paper and Scottish-American lass, Bonnie MacDonald. 
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THE MAYTAG CO. staged a High- 
land fling and its first international 
meeting in four years at its head- 
quarters in Newton. Newton isn't 
Scotland (it’s Iowa), but a Highland 
theme permeated the meeting. 

Reason for the Highland flavor at 
the new-line presentation: Maytag is 
to introduce its redesigned High- 
lander automatic washer to the public 
this fall. To reinforce the Highlander 
line on its regional managers’ and dis- 
tributor principals’ minds, just about 
everything became Scottish — com- 
pany automobile, shipping cartons for 
Highlanders, and stage entertainment. 
Meeting was Scottish to the point of 
bagpipes and Bonnie MacDonald, a 
Scottish-American lass, dressed in 
abbreviated kilts. She and a group of 
semi-pro performers from Des Moines 
(hired for the meeting) did the High- 
land fling for some 300 regional man- 
agers. Bagpipes were played by 
G. E. Ankeny, general sales manager, 
who mastered the instrument espe- 
cially for the meeting. 

Meeting was held in Newton’s local 
movie theater, the Capitol. Marquee 
over the theater entrance displayed 
words of welcome to regional man- 
agers. Where normally photographs 
of movie scenes are shown to attract 
customers, Maytag posters were in- 
serted. Inside, temporary alterations 
were made to adapt the theater for 
the meeting. 


Build Out Stage 


Six-foot platform was built out from 
center stage. Area allowed entertain- 
ers and company executives on stage 
to move closer to the audience. A 
pair of steps were constructed in 
front of the platform to provide an 
access to the stage from the theater 
floor. Entire platform was covered 
with Scotch plaid material for deco- 
ration. 

Other alterations included a stage 
wing built out from each side of the 
theater stage. Maytag appliances were 
lined along the stage wings for pres- 
entation. A series of multi-colored 
curtains concealed the appliances 
until the right moment. Curtains were 
arranged so one appliance could be 
revealed at a time. New model num- 
bers were assigned to Maytag’s entire 
line for this fall and winter. Most 
appliances had minor modifications. 
However, company had 12 newly de- 
signed appliances for the regional 


SEPTEMBER 


Philadelphia 
Campus } 


Fd 


COSTUMES are unofficial from company standpoint. No prizes are awarded 
for “best dress.” Attire is representative of group’s local area. Photographs 
(from top to bottom) show Indianapolis race drivers, Pittsburgh hunters, New 
Orleans cotton pickers, and graduates from Boston, Newark and Philadelphia. 


~~ BEAUTIFUL NEW 10,000 TON 
CRUISE SHIP 
Available for 1967-7962 


CONVENTION 


CRUISES 
THE CARIBBEAN 


* Fully Air-Conditioned * Stabilizer-equipped for 


smooth sailing * Accommodations for 300 to 350 The Modern Hotel of Con- 

© Spacious exhibition areas ¢ Superb international cuisine yacht a and 

* Attractive conference rooms ¢ Full program of sports, games Charm. Famed for Fine 
° Wide-screen movie theater and nightly entertainment Food and Courtesy. 

¢ Duty-free shopping ¢ Fascinating shore programs It will be our pleasure 

| LENGTH OF CRUISE, PORTS OF CALL, SAILING DATES ARRANGED TO YOUR SPECIFICATIONS to provide —— and 

For detailed information, mail your requirements to: te eee 7 2 " se oo / we 

BOX 89, SALES MEETINGS @ 1212 CHESTNUT STREET, PHILADELPHIA 7, PA, anid _ ee 


The Warwick 


LOCUST AT SEVENTEENTH 
Teletype PH376 

Caddhee, . = Ste Phone PEnnypacker 5-3800 

SWIMMING POOL A Bitheby Hotel 


SS 


(Nae 


te Seal 


BOARDWALK AT MICHIGAN AVENUE ATLANTIC CITY 


New unique coffee shop. Spacious guest rooms (air- 
conditioned) fresh and salt water baths. Ship's Deck 
——, Boardwalk. Boardwalk Lounge. Famous 
Shelburne Dining Room, Golf on two courses, Ice skating 
rink (winter season). Free TV in all rooms. 

Ten magnificent meeting rooms featuring GRAND 
BALLROOM and KERRY HALL. Seating capacity 1000. 
Banquet capacity 600. 

Write MARCUS FORD, Vice President in Charge of Sales 

Telephone ATLANTIC CITY 344-8131 


Dartmouth 
College 


where 
business groups 
return regularly 


“Just far enough away for a 
close understanding.” Special 
group services for 15-150. 
For your meeting, clinic, 
convention, exhibit, school 
or conference. Transportation 
excellent by train, plane or car. 
Popular with businessmen, 
engineers, medical and 
educational groups. 
Literature on request. 


me HANOVER INN 
¢ MOTOR LODGE 


Hanover, N.H.- Tel. 410 
TWX - Hanover, N.H. 283U. 


SRR 
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SITUATED ON 11 ACRES OF PLEASURE WITH 
CONVENTION FACILITIES FOR 700 PEOPLE 


Le 


ANNAN RANI ‘ 


aN 


oa 


managers to see — that was the prod- 
uct news. 

In addition to the introduction of 
these new models, company had an- 
other reason for managers to visit 
Newton. Maytag has recently com- 
pleted its new headquarters building. 
Men were taken through the building 
as well as the company’s production 
plant to up-date them on new engi- 
neering and _ production methods. 
Most managers have been to Newton 
before, according to the company. 
However, few have visited the com- 
pany since the completion of the new 
administration building. 

Maytag used a Lincoln Continental 
to bring VIP’s to and from the thea- 
ter. Only this Lincoln was different. 
Entire automobile was covered with 
contact paper that had a Scotch plaid 
design. Bonnie MacDonald rode with 
the company brass to the theater. A 
Scottish lass and the Scotch plaid car 
caused quite a stir in the community. 

Auto idea was used to show re- 
gional managers they could use the 
idea in their own districts back home. 
Managers were to hold “Little Scot- 
land” meetings for their dealers. 
Scotch plaid automobile idea is 
thought by the company to be a good 
publicity tool. Company offered an 
allowance so managers could stage a 
meeting in a local hotel on a smaller 
scale. 

To make sure these distributor 
meetings would carry the Highland 
theme, each manager at Newton re- 
ceived a meeting package kit. Kit 
contained six Scotch battle flags, and 
point of purchase display material. 
“Little Scotland” meetings were to 
take place within a month after the 
Newton meeting early in August. 

Naturally, none of these regional 
meetings would display Maytag’s en- 
tire line as seen in Newton. Empha- 
sis was to be placed on the redesigned 
Highlander models. Any Highlander 
appliance would be shipped to the 
dealers in Scotch plaid cartons as part 
of the theme promotion. 

Wide-screen slides were used in 
portions of the two-day meeting. 
Slides augmented presentation of the 
Highlander line to point up advan- 
tages and research that went into the 
line. Slides will help form the basis 
for manager sales talks when they 
go back home. Another slide series 
was used to show Maytag’s sales force 
the fall and winter advertising cam- 
paign which would back up their 
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The Complete Convention Site 


It’s all here at Boca: a beautiful 18-hole golf course, a 
Cabana Club with a mile-long ocean beach, tennis courts, 
two pools, everything to keep your members happy and 
on the premises day and night. 


Important, too, our staff has a long record of success in 
handling conventions. We have all the facilities, meet- 
ing rooms for groups up to 700 in number, complete air 
conditioning and superb cuisine, all in an atmosphere 
of breath-taking beauty. For details and reservations 
write or phone “Ike” Parrish, Director of Sales. 


Brea Seiten 
tOCCL 
HOTEL and CLUB 


Boca Raton, Florida 


An Arvida Hotel, a subsidiary of Arvida Corporation 


Not'l Rep.: Robert F. Warner, Inc. * New York ¢ Chicago * Washington * Boston * Toronto 


PARTICULAR ? ... choose the CLARIDGE 

Conveniently accessible— no transportation problems 

17,000 sq. ft. of convention space, served by heavy-duty elevator 
Seventeen air-conditioned meeting rooms for groups 25 to 950 
Audio and visual aid equipment available 

Experienced sales staff at your service. 


Unexcelled ocean-front, mid-Atlantic City location fag 


400 spacious rooms, each with fresh and 

sea water bath and shower, 21” TV 

Sky-high roof lounge e Sun decks and health baths 
Superb cuisine— smart restaurants on the Ocean Front. 
Cocktail and supper dancing—famed Mayfair Lounge. 


Atlantic City 345-1271 (area code 609) 
®. ew . 
a a George B. Bruni, Vice President & General Manager; Ada Taylor, Director of Sales 


AND ITS FAMOUS 


for a different meeting! 


La Fonda 


IN OLD SANTA FE, NEW MEXICO 


The Udearade 


IN ALBUQUERQUE, NEW MEXICO 


EL TOVAR, BRIGHT ANGEL LODGE 
AND YAVAPAI LODGE, ARIZONA 


Death Cally 


FURNACE CREEK INN AND FUR- 
NACE CREEK RANCH, CALIFORNIA 


HOTELS 


Write to Manager or: 
Fred Harvey, 530 West 6th Street, Los 
Angeles 14, California. MAdison 7-8048 


HOTELS AND 
MOTOR HOTELS 


Hosts to businessmen 


Experienced managers of business meetings, 
Roger Smith Hotels are preferred for their 


dignity and attentive personalized service. 


3s are efficiently arranged. Modern 


ms, restaurants and complete facili- 

rovide the highest standard of value in 

fort and hospitality at moderate rates— 
roughout the year 


ROGER SMITH HOTELS IN: 


WASHINGTON, D. C. 
NEW BRUNSWICK, NEW JERSEY 


NEW YORK CITY 
ROGER SMITH HOTEL 
HOTEL PARK CRESCENT 


WHITE PLAINS, NEW YORK 
STAMFORD, CONNECTICUT 
WATERBURY, CONNECTICUT 


PULL LU | 


AHL 
AUNQUE SALES IN 


~~ 


CENTIVE= 


The Hollywood Beach Hotel/Golf 
Club — in conjunction with Happi- 
ness Travel Service — announces its 
“Plan-It-Yourself” Incen- 
tive Program, a revolutionary idea 
that allows a sales executive to de- 


Vacation 


sign his very own vacation incentive 
package — and watch it become a 
sure-fire SALES STIMULANT! 


For a complete kit describing 
this new idea in sales incen- 
tives, merely write or call — 


, 

BEN GETZOFF 
Manager/Incentive Division 
Happiness Travel Service 

6 E. Monroe Street/Chicago/STate 2-4900 
or “ROBBIE” ROBINSON 
Vice President & General Sales Manager 
Hollywood Beach Hotel/Golf Club 
Hollywood Beach /Florida/WAbash 2-1545 


Stampede Yore 
Next Meetin’ to... 


In The Heart 
Of The Adirondacks 


Conventions 


Sales 
Meetings 


Conferences 


/\~™S 


Groups of 20 to 150 will find conducive 
quarters for conventions, meetings or 
conferences, plus personalized service 
and the wonderful free fun of the 
East's finest dude ranch. Excellent 
cuisine, full entertainment program, 
sports, riding, heated pool, sun deck, 
boating. All inclusive rate $11-$14 per 
person. Season: Fall—Sept., Oct.; 
Spring—May, June. Write, wire or 
phone for complete information. 


HIDDEN VALLEY 


Lake Luzerne, New York Tel.: 696-2131 


, 


CONVENE AT 
BEAUTIFUL... 


Nr and 
Kotel 


MACKINAC ISLAND 
MICHIGAN 


Db dine anatigslinlpats Aba sot Mb cebeny, 
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YOU'RE ALWAYS 


» WLP = | 


GULFMONT 


Faria) BEN MILAM 


‘ts’ HOUSTON 
“= 


* Texas at Crawford 
CA 2-2241 
TWX HO-886 
Ideal for sales meetings 


COMMODORE 
PERRY 
AUSTIN 
Brazos at 8th Street 
GR 6-6461 
TWX AzZ-59 

Ideal for conventions 

in the Capito/ City 


The FAIRWAY 
Motor Hotel 
McALLEN 


- South 10th at Wichita —— 
MU 6-2445 


TWX MA-40 i 
Ideal for resort nn co 
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efforts in the field. Wide-screen slides 
were used for greater impact. The 
wide-screen techniques presented no 
problem to the company, since the 
Capitol theater in Newton is equipped 
with cinemascope and stereophonic 
sound. 

Managers represented 20 districts, 
which include areas both in the U. S. 
and outside. Men in each district 
branch arrived in the same costumes 
for the first day of the meeting. Cos- 
tumes were unofficial as far as the 
company was concerned. No prizes 
were awarded to the most novel 
group. Some came equipped with 
signs that explained who the groups 
were and slogans applied to Maytag 
products. 

For example, the New York City 
district came dressed as Yankee ball- 
plavers. Men, dressed as cotton pick- 
ers, represented New Orleans. Caps 
and gowns were used for the mid- 
Atlantic area and Boston. Pittsburgh 
crowd dressed as African hunters on 
a safari. West Coast men came as 
beach combers. Each district sat to- 
gether in the meeting. The sea of 
colorful attire in the theater tended 
to give the meeting a carnival flavor. 
Costumes made it apparent that dis- 
trict brothers invested money in their 
novel attire. 

Hotel accommodations in Des 
Moines were used to billet sales force 
the two days. Des Moines is about 
30 miles from Newton. Company 
chartered six buses to bring men to 
the meeting each day. Company 
spokesman explains that hotel accom- 
modations in Newton are inadequate. 
“Last time we had a meeting, every- 
one stayed in Newton. We had to 
find space for them wherever we could 
in the community.” This time the 
Maytag Co. decided to use Des 
Moines. “Arrangements worked out 
much better this time,” spokesman 
says. 

Surprise visitor to the meeting was 
comedian Jonathan Winters of TV 
and night club fame. Winters enter- 
tained the sales force both in the 
meeting and at the banquet dinner 
the final night. Fast wit of the come- 
dian had everyone laughing, while an 
Iowa’s midsummer thunderstorm 
raged , outside. 

Company had its meeting; now its 
the managers’ turn. Homeward bound 
many were contemplating their own 
Highland flings to take place within 
the few weeks to follow. # 
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EDGEWATER GULF HOTEL 


(100% Air Conditioned ) 


EDGEWATER PARK, MISSISSIPPI 
On the Gulf of Mexico, Midway between Gulfport and Biloxi 


New Convention Halli—Seating 800 


OPEN THE ENTIRE YEAR—700 acre 
estate of beautifully landscaped gar- 
dens with age-old oaks, draped in moss 
—colorful azaleas—wide lawns. GOLF 
—OLYMPIC SIZE SWIMMING POOL 
— SHUFFLEBOARDS — BADMINTON 
—Playground for children, cabanas for 
swimming—3000 feet of wide sandy 
beach on the Gulf of Mexico. 


CONVENTION facilities include new 
Convention Hall, the GARDEN ROOM, 
seating 800 persons, Ballroom seating 
400, 12 smaller meeting rooms, and a 
staff skilled in making you WELCOME 
in the hospitable and friendly "Deep 
South" manner. 


NAN MEISNER 

—Convention Manager 

Phone—GULFPORT, MISSISSIPPI 
—UN-4-1312 


Championship 18 Hole Golf Course 


NEW . . . THE HAWAIIAN LOUNGE 
The Coast’s Newest and Most Unusual Cocktail Lounge 


A complete city under one roof... spacious... all 
needed equipment . . . plus . . . friendly service found only 
in the "Deep South" . . . all this and more . . . for your sales 


meetings and conventions. 


PLEASE WRITE DEPT. C for Colorful Brochure and Full Details 


REGINALD G. NEFZGER, General Mancger 


Hamilton Court 


CONVENIENTTO: = “ete! 
Convention Hall, Pa. R.R. 
30th St. Station, University of 
Penna., Turnpike & Expressway 
Modern air 
and suites with television. 
Cocktail Lounge and Coffee 
Shop. Specia! rates $ 
for families and groups. 6 
Sensibly priced from 


Chestnut at 39th Street 


PHILADELPHIA 4 


nditioned rooms 


The big majority of CAPEX PRE- 
FAB DISPLAY customers ‘come 
back for seconds’. They like the 
economy taste. The NEW “Under 
500” line offers nine displays, 
each with a functional purpose 
—complete with full lighting and 
wood shipping case priced under 
$500.00. Portfolio on request. 


Capex Company, Inc., 615 South 
Boulevard, Evanston, Ilinois. 


Back-Home Needs 
Dictate 
Meeting Techniques 


Sessions for independent reps is great chal- 


lenge. To meet it, Mills Company planned ses- 


sions from audience point of view. Meeting 


was active; gave reps useful and usable facts. 


By DAVID O. MILLS 


Vice-President, Sales, Mills Company 


SAGI ADVICE of the 


Tennessee pre acher is not enough to- 
da 
His phi 


og t t 
going em 


legendary 


“Tell em what you're 

tell "em, and then 

tell "em what you told ’em,” is no 

longer reason enough to call a fac- 

tory-spo! sored meeting of busy sales 
sentatives 

Our company manufactures a line 


We are in 


competitive industry working 


of movable wall svstems 
i hot!) 


ARTIST sketches reps. Portraits later framed as gifts. 


GROUP is broken down into smaller units and led to separate 


in a buvers’ market. We are the 
number two factor in the business. 
We sell through manufacturers’ rep- 
resentatives whose time and attention 
we share with makers of other prod- 
ucts. 

With a well-engineered new 1961 
product line to introduce in the face 
of such odds, we felt we had to pre- 
sent our story in a strikingly dif- 
Although the decision 
to invite our representatives to come 


terent way. 
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rooms to test recording-workbook training course, first day. 


from all over the country to our 
Cleveland headquarters in itself was 
unusual for our industry, we knew 
we had to go further. 

In discussing the problem with our 
agency, Carr Liggett Advertising, 
Inc., Cleveland, we learned that low 
retention was the rule with most sales 
meetings because those who attend 
only looked and listened while they 
were flooded with a flurry of facts 
and figures that usually have little 


KNOCK and hot cup of coffee awakens reps in morning. 


SALES MANAGEMENT 


Convention 
Circles 


Md 


In Washington, D. C., only the Sheraton-Park 
accommodates groups of all sizes 


From 40 to 3000, whatever the size of your group, the Sheraton- 
Park has the banquet room, ballroom or meeting room tailored 
for you. And, your members will find it’s sheer pleasure doing 
business in the hotel’s relaxing resort atmosphere. The Sheraton- 
Park facilities include an outdoor swimming pool, ice skating Cotillion Room 
rink, four tennis courts, 1200 outside rooms, all with air-condi- North and South 
tioning, radio and TV, three fine restaurants for excellent dining 
at reasonable prices, new Olympia Cocktail Lounge overlooking FOR GROUPS OF 
the pool, ice skating rink and tennis courts plus another delight- 450 TO 1200 
ful cocktail lounge for meeting and entertaining associates. For 
complete information, contact Steve Volchko, Sales Mgr. 


SHERATON-PARK HOTEL 


2650 Connecticut Avenue, N.W. + George D. Johnson, V. P. & Gen. Mgr. » Phone Columbia 5-2000 + Teletype No. WA-75 


NOW OPEN 
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- Search where you will, you'll 
fi e NEAREST TO O'HARE have a hard time finding as 
/ WW Car, ef AIRPORT, 20 minutes from charming a spot as Mont Tremblant 
Coummows Chleage Lodge for your next meeting! 
e 8 MEETING ROOMS, 1250 ; 


CAPACITY, all on one floor for Here, at the foot of the 
M if program efficiency laurentians’ highest peak, is a 
0 Or YW e UNSURPASSED FOR SALES complete French-Canadian village 
MEETINGS, Banquets— with every facility, every service 
Conventions—Trade Shows to delight your delegates. 
Comfortable accommodations 
for up to 300 persons... an 
experienced staff to handle all 
details .. . a wide variety of 
meeting rooms at your 
disposal . . . delicious food. 


OPENING IN NOVEMBER 


In winter or in summer there is 
every Opportunity here for work 
and play at one of the most 
famous resort clubs in the Americas. 
Rates are surprisingly modest, 
and your inquiry is 
respectfully solicited. 


Convenient Elevator for Displays and Automobiles to Function Rooms * Private 
Cocktail Lounge * 225 luxurious guest rooms, executive suites, studios, kitchen- 
ettes * Coffee Shop * Dining Room * Beauty Salon * Barber Shop * Health 
Clubs * Par 3 Golf Course * Outside-Inside Heated Swimming Pools * Ice 
Rink »* Unlimited Free Parking * Helicopter services to airports and cities * 


Courtesy buses to and from airport * Write for illustrated Brochure: 80 miles 


— Clik €. Cottages 
PAT MILLER, Vice-President & General Manager A nla sid eacinie. °.% 
3131 Mannheim Road e Rosemont, Illinois « CY 6-2277 Ca 


ame nade 
“ pws 
Chicago phone SP 4-4500 « TWX: PK-RG 859 HADJI host Gerald Coleman, Sales Mgr. 


Telephone: St. Jovite 425-2711 


UI 


yu 
= \SNER RROD: 


i ener a i i 
FIRST PICK OF THE BLUE CHIPS! mca eo whee exit 


intel IIH 
— “For Sure” 
. because Westchester Town House el 


£G You can be sure of successful sales 
has everything needed = PROC TOR * ST meetings, conventions, and golf out- 
to make your convention or ings by selecting Shawnee Inn. 
sales meeting a huge success. — Cy Conveniently located only two hours 
Outstanding accommodations a age Be ar ae te 
so close to the heart of the city 7 CRON + oe. — se . 
..8o far from the hubbub of traffic. tay, wy) soauns un te 306 in hte nol rosea 
@ One hundred luxuriously furnished (Nl \\)) ae ee Call HAmilton 1-1500, ask for 
Air-conditioned rooms | Sales Manager, Ed Sweet 
@ Telephone and TV in every room 
e Banquet Room 
accommodating 500 
e Conference and Meeting Rooms 
@ Built-in audio system and Mth 
complete convention equipment WESTCHESTER | 
e Fine restaurant with superb food TOWNHOUSE 
e Cocktail Lounge SHAWNEE INN 
e Coffee Shop . Shawnee-On-Delaware, Pa. 
GOLF CAPITOL OF THE EAST” 
BROCHURES AND RATES 
THIRTY MINUTES FROM THE ON REQUEST 
HEART OF NEW YORK CITY Nationally 
represented by 
Write or call for data, rates, availabilities; 


| _— Robert nn 


TUCKAHOE ROAD AND NEW YORK STATE THRUWAY EXIT GW OR GE YONKERS, N.Y., TEL: GREENLEAF 6-6200 
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meaning for anyone but those pre- 
senting them. 

Conventional talks, skits, demon- 
strations and audio-visual presenta- 
tions would still have to be the back- 
bone of the meeting, agency account 
men pointed out—but they would 
have to be augmented. Gimmicks 
and gags could not be relied upon 
for anything but relief spots—consid- 
ering the probable mood of an audi- 
ence of independent businessmen 
fresh from bruising encounters in a 
tight market. 

We concluded that two elements 
would have to be added to the meet- 
ing. First, content of the entire meet- 
ing and agenda for certain sessions 
would be pointed toward the growth 
and profitability of the individual 
businesses represented in the audi- 
ence. Second, product and sales 
facts must be seated for recall and 
use after the conclusion of the meet- 
ing. Follow-through was needed for 
each subject covered in the meeting 
that would summarize and 
amplify the presentations. 

Simple summary, such as a hand- 
out, was discarded as too limited. 


even 


Best solution seemed to be some 
sort of comprehensive reference that 
would both recap the meeting and 
serve as a day-to-day business tool 
We decided to 
actually build the meeting around a 
sales handbook instead of the usual 
procedure of condensing presenta- 
tions into a follow-up booklet. 

To assist in preparing the hand- 
book, we used Reese and Miller, Inc., 
Cleveland 


for representatives. 


communication — consult- 
ants. As the basic planning got un- 
der way, Reese and Miller conceived 
a dual-purpose format to make the 
handbook useful as both a reference 
piece and a sales aid. Major em- 
phasis was placed on making the 
handbook both useful and useable. 


Organization, copy approach and 


invites you 
to consider 


THE 400-SEAT BALLROOM 


at the all new 


BELMONT PLAZA 


NEW YORK CITY 
Lexington at 49th 
Telephone PL 5-1200 « Teletype NY 1-3877 


visuals were all user oriented. 

When the actual sales meeting got 
under way, one of the first items on 
the agenda was to introduce and ex- 
plain the handbook. 
lowed by distribution of the loose- 
leaf binder and index tabs. Then, 
as each subject was presented, it was 
followed by distribution and review 


This was fol- 


of the corresponding handbook sec- 
tion. By the end of the two-day 
meeting, each salesman had assem- 
bled a complete handbook with which 
he was familiar and could take home 


for review at his leisure. 

In addition to the handbook we 
developed a self-study type of course 
that each sales representative could 
use as his individual working. situa- 
tion permitted. 

After a thorough study of the sub- 
ject matter to be covered and vari- 
ous limitations, Reese and Miller de- 
veloped a recording-workbook format 
for the course. Each lesson consisted 
of an LP record which conveyed the 
explanatory material and a_ printed 
workbook which contained the _ re- 
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They convened here 200 years ago 


In Colonial Williamsburg, two centuries and more ago, the 
gavel brought to order many an historic meeting. And today, 
conferences of many kinds continue this time-hallowed tradition. 

Now, air-conditioned meeting facilities and modern hotel 
rooms add a 20th Century flavor to the pleasures of doing busi- 
ness. There’s plenty for the ladies to see and do in historic 
Williamsburg, too. And after business—tennis, golf, and swim- 


ming for everyone, and sightseeing in the famous buildings 


and shops of the restored colonial city—a living pageant of 


American history. 


Set your next convention here. At the Williamsburg Inn, 
Lodge and The Motor House, 535 rooms, superb facilities, 
and the atmosphere of leisurely charm, form an ideal setting 
for meetings of 10 to 400 persons. 


FTtTaGCINTAa 


INN LODGE - T 
For booklet and information 
of Hotel Sales, Williamsburg, 
5-9747, Washington—F Ederal 


HE 
write: William E. 
Virginia, or call New York 
8-6481 ; 


MOTOR HOUSE 


Bippus, Manager 
PLaza 
UOhawk 4-5100. 


Chicago 
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‘Success IN... 


“Convontion agile 


7 SULLIVAN COUNTY 


cm \NCEOW \Y-O RK 


os 
f: Sullivan County, the largest and most com- 
* plete resort area in the’ world, is only.90 \ 
\ “minutes from-N.Y.C». via Super (Highways. 
_More; than 350 Hotels to-choose from for. 
your, Convention, Sales Meeting, Training ~ > 
c™ Retainer or Incentive Plan Holiday. 
‘ There’ s'evéry Conceivable-facility for mixing \! / 
i Ye and ‘busing$$: Golt' Courses Galore, i-"*. 
door & Outdoor’ Swimming Pools; ‘thousands* ( 
1 {| | of | feet_of exhibit. space, meeting rooms NA 4 
| with,all-facilities for every type and size” 
~ | erbupr chorseback riding, fishing, boating, 
\! banquet rooms, all convention equipment a 
— and services. a 
= ¥/ {Write for Details and Dates) } { ~ 


“CONVENTION: BUREAU: 
7 \ \SULLIVAN:COUNTY 
HOTEL-ASSOCIA 
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CINCINNATI'S sarcesr 
CONVENTION 4 


24 Meeting Rooms ranging in 
capacity from 10 to 1700 
Teletype 


sor SHERATON 
sncttw “GIBSON HOTEL 


134 


Telephone 
MAin 1-6600 


quired visuals and a group of typical 
problems to be solved by the “stu- 
dent” sales representative. 

Since the logical time to introduce 
the new course was at the meeting, 
the men were divided into small 
groups on the first day and taken to 
small meeting rooms for a test run. 
Basic ingredients of recording and 
workbook were used in the test. Im- 
mediately after this session, a discus- 
sion period was devoted to finding 
salesmen liked the tech- 
nique, how much time they would 
spend on such a and what 
subjects they wanted covered by the 
course. 
favor 


out how 
course, 


Reaction was unanimously in 
of content and presentation 
method. Only question seemed to 
be: “How fast can we get it?” 


Air Local Problems 


Throughout the sessions we recog- 
nized the desire of the individual rep- 
resentative to air his local problems, 
obtain answers to questions and ex- 
change information. 
conference rooms 
were set up for voluntary discussion 
Each conference room was 


Ten separate 


meetings. 
devoted to one basic selling, order 
processing or administrative subject. 
A home-office specialist was assigned 
to head up each room—to guide and 
moderate discussions. During the 
time these rooms were open, sales- 
men were free to visit whichever 
rooms they wished to discuss their 
specific problems. 

Outside 
this two-day sales 
amazed at the 


attended 
meeting 
over-all business-like 
atmosphere _ that 
where. This was serious business to 
the 100-plus sales 
who attended, 


observers who 
were 
prevailed  every- 
representatives 
and they were intently 
interested in the subject coverage 
and presentation. Although changes 
of pace and humor were woven into 
the fabric of the meetings, every item 
on the agenda was keyed to provide 
information that would help repre- 
sentatives to increase their selling 
effectiveness—and their profits. 

I have never conducted nor _ at- 
tended a sales meeting where the 
audience reaction was anywhere near 
as good as the playback we received 
from this meeting. Old hands and 
neophytes alike soaked up every bit 
of data we presented. One of our 
more successful representatives re- 
marked that he learned more about 
movable walls in these two days than 
he had in the past 10 years. * 
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IMPORTANT 
THINGS 


COME IN 
SMALL 
PACKAGES! 


Conventions and sales incentive 
meetings, for 
instance, at the 


_ONIMARIRE 


Miami Beach’s newest oceanfront 
hotel. Excellent accommodations, 
banquet facilities, display areas, 
meeting rooms. Ideal for 
after-hours recreation: pool, private 
beach, health club, fabulous food. 
Neighbored by the Eden Roc and 
Fontainebleau. Special rates 
for groups of 10 to 200. Write for 
Convention Information Kit. 
HENRY (HANK) P 
STERLING L INE. ‘nee 
MONTMARTRE HOTEL 
OCEANFRONT, 47th to 48th STS. 
MIAMI BEACH, FLORIDA 
Phone: JEfferson 2-1731 


12th ST. at BALTIMORE 
KANSAS CITY, MO. 


You're Welcome! 


Luxurious meeting rooms ac- 
commodating up to 300 avail- 
able for large or small groups. 


Every effort made to insure suc- 
cessful & comfortable meetings. 


In Heart of Downtown 
Kansas City 
Completely Air Conditioned 
500 Rooms 
TV and Radio 


| Block from Auditorium 


Teletype TWK 333 
Telephone GR 1-5020 
Ray Maher—Sales Manager 
Write for Brochure 
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How To Be a Clever Show-Goer 


(continued from page 33) 


you'll ask the questions. Even com- 
panies you don’t do business with will 
be glad to talk about your problems 
and give you ideas. 


8. See the whole show first. Walk 
through the aisles and jot down 
names of exhibits you want to visit. 
When you've seen the whole show, 
examine the list and see how much 
time you can spend at each. You may 
find that you want to extend your 
hotel reservation for another day or 
So. 


9. Remember your feet. Plan to sit 
down at some comfortable intervals. 
Otherwise, you may find yourself so 
interested you'll keep going to a point 
where you are really weary. 


10. Speak to your supplier in ad- 
vance. If you are considering a piece 
of equipment, ask him if it will be 
shown in his booth. You can then see, 
feel and test your purchase in ad- 
vance. 


11. The show’s the thing. There is 
always the temptation, when travel- 
ing to another citv, to try to crowd 
in other appointments while there. 
You'll usually find enough people to 
talk to at the show itself. Don’t crowd 
your visit with minor, but pressing, 
appointments. 


12. Do a bit of reading. When you 
get to the show, a list of exhibitors 
is available. Spend a moment or two 
to read the list so that you don’t miss 
anyone vou want to see. Also: If you 
read a trade paper which is devoting 
a special issue to the show, consult 
it in advance and check off points of 
interest. 


13. Use the evenings. Sometimes 
a full discussion can’t be completed 
at a booth. On the most important 
items, arrange to see exhibitor per- 
sonnel at night. In a pleasant, relaxed 
spot, over dinner, a good deal can be 
accomplished. 


14. Collect literature. At some of 
the booths, vou may see an item for 
which you have no immediate use. 
Pick up a piece of literature and file 
it for the day when you need it. 


SEPTEMBER 15, 196! 


15. Be patient. Sometimes, when 
you enter a booth, you'll find all at- 
tendants busy. Usually, conversations 
at the booth are not too extended. A 
few minutes’ patience will be reward- 
ing. Ideas you get there may be very 
profitable. 


16. Plan your purchases around a 
show. Many manufacturers get out 
new models around show time. Noth- 
ing is more disappointing than to 
know you've already placed an order 
when you see a competitive, spanking 
new model at a show. Usually, when 
you've seen a product at a show, it’s 
the latest made. 


17. Renew old friendships. Going 
through the aisles of a crowded show, 
you are sure to run into old friends, 
classmates and colleagues. Take ad- 
vantage of the opportunity to discuss 
problems and ideas with them. These 
discussions are usually among the 
most valuable benefits from regular 
show attendance. 


about 


18. Talk problems. 


Never hesitate to discuss a particular 


your 


problem with booth personnel, even 
if you do not see the answer dis- 
plaved. Manufacturers use shows to 
give them ideas for products which 
their customers need. The company 
may not have the answer, but may 
be willing to work on it. 


19. Keep on top of the idea mar- 
ket. Don’t spend all your time looking 


for things vou need right now. Many 


a 


Glad to GREET you 

With complete facilities that assure 

@ successful carefree meeting 

With hotel or private cottage accom 

modations, fine food, interesting 

sports facilities, etc. 

With personalized attention to 

good service and come-beck-again 

hospitality 

90 miles from Phila. & N. Y. C. 

For information call our offices in: 

BN. ¥.—LO 5-1115 ¢ Phila.— Ki 61937 
or write: EDWARD C. JENKINS 


™ SKYLINE INN cn 


MOUNT POCONO, PENNSYLVANIA 
at the Top of the Poconos 


—ws —" 


F 
STANDS OUT 


Spotlight your men — in a large conven- 
tion hail or at a crowded exhibit booth — 
with Company Blazers by Saxony. Afford 
easy identification. Assure consistently 
smart appearance. Command more atten- 
tion. Build more sales. Also ideal for 
award or incentive programs. Hand 
tailored of quality fabrics in your choice of 
outstanding colors. Monograms, or with 
your company emblem. For full details, 
send for brochure and swatches. 


Dept. C, 120 WALKER STREET 
} NEW YORK , N.Y.» Wo 2-6290 


Style B-1 - Exquisite 
double Vanda Orchid 
Corsage, dressed in foil 
holder. (Also available 
in plastic vial) 


Lovely Vanda orchids will bring the perfect 
touch of glamour and romance to your next 
convention or trade show. Create excitement 
with our orchid leis, orchid, woodrose and 
anthurium corsages. Write or wire today for 
complete brochures. 


DUnkirk 8-5106 


Flowers o Kanai 


670 S. Lafayette Park Place 
Los Angeles 57, California 


on the mountain. 


Seupseer repsnnpiier at the incomparable foConche 


No distractions. 

Complete air-conditioned 
meeting facilities : 
for 2 to 200 persons. weir 


New idea? No. De <i Pen nooo naa §. 


Over 300 companies wn, apt 
have held nearly 1000 meetings 


here already. OLD WORLD CHARM 


The Motel on the Mountain aa aes aa 


Suffern, N. Y. Located at ocean’s edge, la Concha offers 
One Hour From Times Square lavish accommodations, luxurious cuisine 
; and service. Completely air conditioned. 

Thruway Exit 15 Pool, private beach, cabana club. Three 
: ; a handsome cocktail lounges. The Club 
Elmwood 7-2500 i} la Concha offers star-studded attractions. 
F 250 rooms and suites. Complete conven- 

tion facilities. Meeting rooms of various 
sizes accommodate 25 to 700. Trained 
staff. Write for Convention Brochure. 


Only 32 hours from New York, 22 hours 
from Miami by jet. No visas, passports, or 
vaccinations necessary for U.S. citizens. 


Write or phone: Ralph M. Rodriguez, Jr. 
Director of Sales, No. 1 Rockefeller Plaza 
Suite 2408, New York 
20, N.Y. JU_ 2-4949, 


loConche, 


HOTEL, BEACH & CABANA CLUB SAN JUAN, PUERTO RICO 
AN ASSOCIATED FEDERAL HOTEL Cecil Mills, President 


FOR YOUR NEXT MEETING, choose a tropical island paradise! 


NASSAU st: BAHAMAS 
veviucteou.o..| meeting 


ing facilities — including convention halls on your mind? 
with ample seating capacity, display facili- ; 
pnenghiory Successful meetings, management con- 

’ ferences, sales training programs... 
Ideal climate, numerous sports, shopping all call for the luxurious and custom 
and sightseeing for the whole family. No planned facilities of this famous private 
passports needed for American or Canadian resort-estate. Groups from 20 to 500. 
citizens. Phone or write MAURICE PFURSICH, 


Sales Manager, for free Lid 
Over 150 flights weekly to Nassau, non- Convention Planning Kit. ns 


stop from both Miami and New York, plus phone REgent 4-9000 
ship cruises direct from these cities. o 


For complete information: WOTEL/BEACH aun LF on 
BAHAMAS DEVELOPMENT BOARD On the Atlantic Ocean 
+. Only 30 miles from mid-Manhattan 
Miami, 608 First National Bank Bldg. Open all year for meeetings and conventions 


Chicago, 1230 Palmolive Bldg. 

New York, 307 British Empire Bldg. 
Dallas, Adolphus Hotel Arcade (1406) 
Los Angeles, 515 S. Olive Street 
Toronto, 707 Victory Bldg. 
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executives find it profitable to visit 
a show just to know the answer to 
the inevitable question, “What's 
new?” 

20. Do your homework. Make 
notes. When you get back to the 
plant, you'll want to report to your 
colleagues. Don’t expect to remember 
it all. 

21. Have fun. Relaxation after a 
day at the show is wonderful. It’s 
always a good idea to know in ad- 
vance some of the good eating places 
and worthwhile sightseeing spots, if 
you re visiting a strange city. 

22. Make it easy for yourself. 
Make your hotel reservations well in 
advance. It’s always easier to get 
the accommodations you want if vou 


don’t wait until the last moment. Can- 
celing an unwanted reservation is a 
good deal easier than getting a last- 
minute one in a crowded city. 

23. Test, test, test. That’s the thing 
to remember at a show. Equipment is 
there for you to handle. If all you do 
is stand in the aisle and watch a dem- 
onstration, you re missing the main 
value. Try it yourself. 

Finally—and perhaps the most im- 
portant single point—go to the expo- 
sition with an open, inquiring, curious 
mind. Even the most familiar name 
among the exhibitors may have a new 
product or a new application. What 
you do not expect to find at an ex- 
position may be the most rewarding 
find of all. @ 


FREE SERVICE ... FOR SUBSCRIBERS ONLY 


A full service department is 


at the disposal of our readers who 


have problems in finding sites for their meetings or special events. 
If you are not quite sure where to meet, or if you cannot get exactly 
what you want, write or call: Meeting-site Service, Sales Meetings, 
1212 Chestnut St., Philadelphia 7, Pa., WAlnut 3-1788. 

When you write or call for aid from Meeting-Site Service, please 
include as many facts about your needs as possible in your initial 


inquiry. These facts include: how large a group is involved, probable 


dates, areas or cities you would consider, special facilities you need 


or. prefer. 


— JERRY 


> gr YouNe 


“I'll try and be brief, just in case any of you wish to take 
a dip in the hotel pool before dinner .. . “ 


SEPTEMBER 


Just Minutes 

On The 
Boardwalk 

To 

Atlantic City’s 
Convention Hall! 


{arlton 


On The Beardwalk at tows Avenw 
ATLANTIC CITY, N. 4 


The superior facilities of The Ritz 
Cariton gives it a preferred position 
when the question of where-to-meet 
is being considered. 


Only the Ritz offers so wide a range 
of facilities and accommodations 
for every size group from ten to 
1500 persons! Here you will find 
more than 22,000 feet of meeting 
and exhibit space, almost custom 
made for your needs .. . plus 


Boardwalk entrance to hotel’s very 
own convention hail. 


Decorator Furnished Accommoda- 
tions: Every Room with Ocean 
View! Superior Cuisine and Ban- 
quet Facilities. Modern Lighting 
and Sound Equipment. PLUS .. . 
Famed Carousel Room with the 
“Merry-Go-Round” Bar... SWIM 
in the Heated, Glass-Enclosed 
Pool. 


Write: Mr. John P. Schlicher, Gen. Mor., or 
phone Atlantic City (area code 609) 344-3051. 


“LIGHT shotgun” and electronic gallery is irresistible to guests who shoot for answers on tubing and prize. 


What's Behind Shotgun Exhibit? 


By PAUL H. CARLSON 


Advertising Manager, Tubular Products Division, Babcock & Wilcox Co. 


CHI TALL MAN with the cigar 
tepped to the counter, raised the 
nted carefully along 
squeezed the trigger 


beam of light flashed 


w teet away a 


the he ading “Do 


You Know Tubing? 


Answe rs!” 


Shoot for the 


This knowledgeable shooter was 
one of nearly 2,000 visitors to trv his 
skill at our booth at 1961 National 
Assn. of Purchasing Agents show. So 
far, in four trade shows, this exhibit 
has had somewhere around 5,000 to 


if 
Soul 


MECHANISM for electronic game is designed so that spare equipment could easily be substituted by non-technical personnel. 


6,000 marksmen blasting away at the 
electronic answer board. 

Introduced at a one day Tube-O- 
Rama in Los Angeles in 1960, the 
exhibit quickly caught the fancy of 
the crowd and was equally successful 
Metal 
Exposition in Philadelphia and Power 


at the succeeding National 


wih. 
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If so, call on us; for we are builders of the very finest dragons to be found anywhere 
Of course, we do engage in other activities . like producing Exhibits and Displays. 


Whatever your fancy, there is nothing we can't handle. 


...see what we mean? 


ISPLAY 
&BIgX AHIBIT 


COMPANY 


1501 E. FERRY DETROIT 11, MICH TR-5-4700 
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ON Si DE Fe 


PUERTO RIcCO’S FABULOUS 


POoRAD OO 


Me i classic setting, superbly equipped 


)-level executive conferences, sales 
igs, and small conventions up to 200 
yns. Air conditioned meeting rooms, 
experienced staff. Sports are out- 
nding luding that great Dorado golf 
irse by the sea. Convenient to San Juan 


hours from New York 


Special convention rates from May to 
December. For special brochure and in 

rmation, contact New York Reservation 
Or 30 Rockefeller Pl. JUdson 6-1141 


DORADO BEACH 
HDdre 


PUERTO RICO 


EORGE’S BERMUDA 


No matter what the size of your group, 
your convention will be smoother, more 
productive with our experienced assist- 
ance and facilities. And when business 
is done, there's free golf on our private 
course, fine tennis courts, private beach, 
all-weather pool, the exciting new 
Dragon Bar. Make your bookings now 

. at the St. George on Rose Hill 
overlooking unique Olde St. George's. 
Minutes from the airport .. . wonder- 
fully informal and tensionless. 


Richard M. Toohill, Director 


Represented by 


UTELL INTERNATIONAL 
Essex House New York !9 


Boston 

Chicago » Montreal 
Dallas ee. Toronto 
Miami London 


Show in New York. Its latest recep- 
tion at the purchasing show virtually 
assures its success and future use. 


Job Isn’t Easy 


It isn’t easy to stir up interest in 
steel tubing. We make one of the most 
complete lines of carbon, alloy and 
stainless steel tubing available, rang- 
ing in application from hydraulic 
lines to atomic devices. 

But, a tube, after all, is a lifeless 
and non-glamorous object minus the 
natural appeal of working models or 
mechanical devices that have move- 
ment. 

An exhibitor can always overcome 
this problem by resorting to gim- 
ranging all the way from 
jumping mice to bathing beauty con- 


micks, 


tests. Most of these gimmicks attract 
attention, but not many booth visitors 
come away thinking of the exhibi- 
tor’s product. 

We wanted to avoid this kind 
approach, while getting wide interest 
value and positive product identifica- 
tion. 

Idea for the display came out of a 
session between our divisional ad- 
vertising staff and the Pittsburgh dis- 
play firm of Gardner, Robinson, 
Stierheim & Weis, Inc. Aware that 
audience participation not only seems 
to have the widest general appeal at 
trade shows, but is also likely to stick 
in the minds of show visitors, an 
audience participation 
seemed natural. 


approach 


Every Male Hooked 


By turning it into an electronic 
shooting gallery, practically every 
male who ever handled a gun was 
automatically hooked. Breathes there 
a man who hasn’t at one time fancied 
himself the greatest shot since Daniel 
Boone? 

The question and answer feature — 
controlled by the electronic beams 
fired from the shotgun — was directly 
related to our tubular products, thus 
achieving our second goal of positive 
product identification. 

Our next problem was to develop 
the display. 

Key was the use of light-sensitive 
photoelectric cells to register hits on 
various targets. They had to be sen- 
sitive enough to react to slight differ- 
ences in light concentration, but 
rugged enough to stand shipment all 
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IDEAL FOR 
BANQUETS 


AND MEETINGS 


Even for New York, the banquet 
and meeting facilities of the Pierre 
are outstanding. Six magnificently 
decorated private function rooms, 
accommodating from 10 to 1000 
persons for dinner or meetings. 
An experienced staff and fine serv- 
ice assures a successful dinner, lunch- 
eon, meeting or other function. 


Write for new brochure o7 
call Mr. Rama, TEmfleton 8-8000 


FirtH AVENUE AT 61sT STREET 
an, Mt. ¥. 


YPVPVP VPP v2) 


New York, 


FABULOUS SAGAMORE 


WHERE THE GOVERNORS 
CONFERENCE WAS HELD 


MEETINGS 50 TO 500 


i \ “Sa 
IDEALLY LOCATED 


ALL GUEST ROOMS 
ARE AIR-CONDITIONED 
* 


ONE OF THE OUTSTANDING 
GOLF COURSES IN AMERICA 


MAY - JUNE - JULY - AUG. - SEPT. 


NEW BEAUTIFUL 
HEALTH CLUB 
BUILDING 


HEATED OLYMPIC-SIZE SWIMMING POOL 
STEAM ROOMS AND HOT ROOMS 
EXERCISING AND REDUCING EQUIPMENT 


Ss ON BEAUTIFUL LAKE GEORGE 


BOLTON LANDING, N.Y. 
N.Y. Office-—1481 Broadway 
Phone Wis. 7-3700 
Represented By 
Leonard Hicks Jr. & Associates, Inc. 
532 Madison Ave., N.Y¥.C. 22, MU 8-0123 
New High-Speed Roads Now Completed 
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over the country. This was solved 
by mounting each of the cells in an 
individual shock-resistant compart- 
ment on the back of the display 
panel. 

In all, there are nine targets that 
have more than 30 separate compo- 
nents each. A complete spare unit 
was built in case of trouble with the 
original. This can be mounted in a 
few minutes. 


Replacement Is Simple 


A simplified wiring diagram and 
step-by-step replacement instructions 
are on the master switch panel in the 
back to enable even the most non- 
technical advertising man to handle 
quick replacement. 

To avoid voltage drops and surges, 
we hooked a constant voltage trans- 
former into the line that feeds the 
electronic equipment. 

Two single-barrel shotguns were 
rebuilt with drycell batteries, light 
bulbs and optical lenses to throw a 
beam of light 10 to 15 feet to the 
target area. 

Potential sharpshooters first fill out 
a form to give name, address, title, 
company, etc., and answer three mul- 
tiple choice questions on steel tubing. 
These cards, of course, are culled and 
provide follow-up sales leads for our 
men. 

The firing line features an array 
of nine photocell bullseyes in three 
rows of three. The marksman aims 
and fires at targets corresponding to 
the answers he put on the card. 

Triggered by the light flash the 
targets light up to register a hit if 
the gun is aimed properly. An answer 
panel alongside the target board then 
lights up to show correct answers. 

For three right answers a light- 
rating of “expert” is flashed and a 
token prize is awarded to all par- 
ticipants. 


25 Different Combinations 


To sustain interest, the display is 
programmed for a total of 35 ques- 
tions in 25 different three-question 
combinations. No two visitors in suc- 
cession ever get the same questions. 

While the display has proved its 
value as both an attention-getter and 
product information stimulator, it can 
easily be modified for use with any 
of our other products. This is a bonus 
feature. ® 
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ALR CONDITIONED 
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COMPLETELY 


Ro eee: ‘ ecb eae ea 
Offices: New York, MUrray H 


* - ee ie : a, 

ill 8-0123; Chicago, MOhawk 4-5100; Detroit, WOodward 2-2700; Washington, 

D. C., FEderal 8-6481; Miami, PLaza 4-1667; Atlanta, JAckson 4-3486; Los Angeles, DUnkirk 86-1151; 
San Francisco, EXbrook 17-2717; Toronto, Ont., EMpire 3-1648. 


BUSINESS AND PLEASURE 


PHILADELPHIA’S ONLY CENTER CITY MOTOR HOTEL 
NOW OFFERS FINE FACILITIES FOR BUSINESS MEETINGS 


e Meeting Rooms for Groups up to 125 
e 300 Air Conditioned Rooms e Magnificent Swimming Pool 
e Cocktail Lounge—Dining Room—Coffee Shop 
e TV & Hi-Fi Radio in Each Room e 24 Hour Direct 
Dial Phones e Free Parking on Premises 
For Rates and Reservations Call Charles L. Cairo, Manager 
Tcletype PH 513 


FRANKLIN MOTOR INN 


The Parkway at 22nd Street 


LOcust 8-8300 


COMPLETE DISPLAY INSTALLATION SERVICES 
IN ALL CHICAGO CONVENTION HALLS AND HOTELS 


INSTALLATION — and — DISMANTLING 
POC Fes, 

° rucking 

e Storage oy 


e Maintenance 
ees * Handling 
CZARNOWSKI DISPLAY SERVICE, INC. 


1433 N. DAYTON ST. 


Michigan 2-7181 Chicago 272, Ill. 


_. She 
De arbern - 40. pe 


Go lonial Ho TIRED 


24 nad 


Motor House 


sure 
Facilities for 10 to 2,000 


on Massachusetts’ picturesque North Shore 


of a New England’s most beautifully functional convention 20 oe 
center and seaside resort . . . new olympic-size, heated 


; ' Metropolita 
successful swimming pool, new par-3, nine-hole golf course, new Your Next , repo 


Airport, are the 
health club and spa. All 12 luxurious meeting rooms, services of a 


convention accommodating 10 to 1,000, are completely redec- Conference gracious Inn 
orated and air conditioned. Modern exhibit space. . . with every 


convention hall seats up to 2,000. . . parking for 600 or Group convenience 


, for group meetings 
cars. Expert staff helps run every meeting smoothly. A. “eth = 


NOW OPEN YEAR ’ROUND Meeting 185 beaustuily: 


sign . come to The Dearborn Inn. 


"Here in a suburban setting, 
for 


write for free, 4-color convention brochure to: 


’ appointed guest 
General Sales Manager or call: LY¥nn 2-6500 in the rooms with TV; 


two restaurants, 


Detroit cocktail lounge, all 

air conditioned. 

May we send brochure? 

Area Richard D. McLain, 

General Manager 

Dearborn, Mich. LO 5-3000 Twx DE 380 
Neighbor of 


Henry Ford Museum and Greenfield Village 
Dior discovered it... 


(that wonderful creations are individual. not mass-produced 


NEWEST AND MOST COMPLETE 
CONVENTION HOTEL IN 
PALM SPRINGS, CALIF 


r the demanding 4 For further information 
ad 


to detail a write for our 


ppreciated by each and every delegate... | CONVENTION |. 
Guest accommodations for 1000 persons. | Pt, A? Cc 
Flexible exhibition space...t8 meeting 
rooms accommodating 100 to 1000.. m Write. Wire or Call Collect 
separate dining areas each equipped wit ° ° 
banquet kitchens... P.A, system... print Mr. Ernie Pike 
shop. public relations director . . . com- 
plete convention staff to serve you . Sales Manager 
tioned rae . «completely Air Condi- phone Miami Beach 
tione 


Convention hall seats 1300—banquet 
facilities for 900—sample rooms— 
small conference rooms—250 exqui- 
JEfferson Ph sitely appointed rooms—complete 


JACK PARKER air conditioning. 


Monaging Owector PLUS... Recreational facilities, includ- 
ON THE OCEAN 43rd TO 44th STREETS, MIAMI BEACH, FLORIDA ing an Olympic-size swimming pool, 


tennis courts, 9 hole, 27-par golf 
course right on the grounds. 


LOCATED IN THE HEART 
650 Beack Recott Guest Roows OF PALM SPRINGS 
ou Galveitou Liland flank the enormous new Moody Convention Cen- Wile os ghene ter Seerannem 


or reservations 


Los Angeles: DUnkirk 8-1151 
ter boasts 31,000 f hibit > | 5 f hall that seat San Francisco: EXbrook 7-2717 
boa 31,000 sq. ft. exhibit space with escalators to second floor hall s TED RATCLIFF. General Manager 


Palm Springs RIVIERA 
3,500 for meetings, 2,000 for banquets. Completely air-conditioned. Swimming sii Giants Saitiens Resteeen 


PALM SPRINGS, CALIFORNIA 
pools, superb seafoods. For brochure, Write Box 59, Galveston, Texas. 
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Train This New Way 


(continued from page 35) 


nical, marketing and financial plan- 
ning beforehand and requires a some- 
what more formal sales presentation. 
First, each of the three groups was 
given basic information on the cus- 
tomer organization to be approached, 
its key personnel, its needs, competi- 
tors, etc. Each of the selling teams 
first had to develop a marketing plan. 
(Incidentally, each group now con- 
sisted only of five men, three being 
recruited from each of the groups to 
act as observers of the competition 
members of the 
organization.” 


and as “customer 


Seek Help from Staff 


By turns, each team was allowed 
to send men to seek help from a group 
of the company product, financial, 
and other staff people and to send a 
salesman to gather information from 
the customer in an initial exploratory 
call. 

The customer's office was set up in 
an actual office. Purchasing, engi- 
neering and top management people 
were seated in separate offices. They 
had been briefed to have points of 
view as the customer as well as some 
internal problems among themselves, 
more or less typical of most organiza- 
tions. 

Each of the selling groups devel- 
oped its final presentation while ob- 
servers made notes on the way they 
went about this (through the use of 
some prepared observation sheets). 
Each team appointed a member or 
several of its members to come for- 
ward and make a selling pitch to 
the customer while the rest of the 
group became an audience to critique 
the presentation. As the whole group 
observed, each team made its pitch 
and the customer people reacted just 
as they felt that they should in the 
circumstances. 

Afterwards, the whole group cri- 
tiqued the work of each team in terms 
of the way it gathered information 
about the customer, the way it used 
company resources, marketing strat- 
egy it had developed, and finally the 
last act, its selling presentation to the 
customer. Teams were judged, there- 
fore, not only in terms of the end 
result (the customer declared who got 
the business) but also in terms of 
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their working processes, which per- 
haps, was even more important. 

Winners received awards for the 
hard-won contest but their biggest 
kick came in having gained prestige 
in the sales organization for the job 
they did! 

Now the whole group was ready 
for an open discussion about how the 
entire selling organization, supported 
by management and _ staff groups, 
must coordinate its efforts to make 
the sale. The president, who had at- 
tended the last day’s activity, noted a 
number of places in which the or- 
ganization should help the sales de- 
partment to fill in some of the gaps 
in the support required by salesmen. 

Consultants who helped to set up 
this whole thing were from Manage- 
ment Development Associates, New 
York City. Hugh Gyllenhaal of that 
organization, who prefers that the 
client company involved not be 
named, is quite willing to talk about 
some of the thinking that goes into 
this kind of program. He points out 
some of the important principles in- 
volved which make it a significant 
new step in sales training meetings. 

First of all, he explains that in 
MDA’s opinion, most sales training 
programs fail to be very effective for 
some of these reasons: 


They tend to deal only with com- 
pany and product information 
and don’t get into selling skills. 


There is too much emphasis on 
formula approaches, “inspiration- 
al” talks and “circuses,” “dancing 


girls. 


Very often the entire motivation 
is based on selling contests which 
develop a vigorous competition 
between salesmen, but do not help 
to build a selling team. 


Too often the immediate super- 
visor of the salesmen does not get 
a great deal of visability and is 
not seen as the man most respon- 
sible for the performance of his 
salesmen. 


There is a persistent failure to use 
new knowledge in the area of 
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4 BEAUTIFUL BALLROOMS 
Tew Windsor Ballroom with ad- 


joining Reception Foyer, seating 
800 + Grand Ballioomn—Tlew | 
York ’s largest—seating 1500 (plus | 
400 in one tier of boxes). + 2 other | 
ballrooms accommodating 600 


each. Can he used with adjoining 
Grand Ballioom. 


MANY PRIVATE SUITES 


| for small meetings, luncheons, din- 
‘nets to accommodate 20 to 500. | 
' | 


2000 GUEST ROOMS & SUITES 


Air-Conditioning + Gelevision 


DELIGHTFUL RESTAURANTS 


Fine cuisine at reasonable prices. 


CONVENIENT MIDTOWN LOCATION 
Right at Grand Central; near 
Rail and Aix Fewinals, UI1 . 


cand Theatres, and 5th Ave. Shops | 


i 


NOW you can have 
HILTON SERVICE 


even in Paradise ! 


Superb convention or meeting facilities for 50 

or 2,000! Beautiful banquet and meeting rooms! 

Superlative food! Sparkling entertainment! 

Waikiki's finest, white sand beach! 

Five, fresh water swimming pools! Fifty 

shops, 18 acres of tropical beauty! A 

wide range of accommodations, plus 

ilton 900 air-conditioned guest rooms! 
For detailed 

information write 


Waikiki, Honolulu, Hawaii 


or call our office in New York, 
Conrad N. Hilton, President Chicago, San Francisco 


Edwin K Hastings, General Manager or Los Angeles. 


Te pet things ieee... ONL have, HUYtP, fy 
COME TO POINT CLEAR. 4 
YOUR PRIVATE PLEASURE-LAND!( 


© Home of Lakewood 
Golf Club, scene of 
network TV matches. 


Variety of meeting rooms 
* Magnificent pool, deep-sea cruisers 


Distinguished cuisine ang service, plus luxurious comfort and the privacy of a 350-acre 
estate have established Grand Hotel as a favorite resort for discriminating quests. 
100% air conditioned. Add to these features the finest of meeting rooms and you 
have all the facilities you could ask for a successful, enjoyable meeting! Available 
all year, except March and April. 

Maximum 200 persons (120 double rooms and suites) 


For Convention Information Kit, write James M. Pope, Resident Manager 


GRAND HOTEL ° POINT CLEAR, ALABAMA 


Murray Stevenson, Vice President 
Owned and operated by Southern Industries Corporation, Mobile, Ala. 


We'd 
like 

to tell 
you 

why 


Metropolitan MIAMI is the 


Magic City for Conventions 


Write to CONVENTION BUREAU 
320 N.E. 5th St. 
Miami, Florida Dept. SM-A 
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human relations, communications 
and persuasion which have direct 
application to sales-customer situ- 
ations. 


In general, there is a lack of 
understanding of requirements for 
helping people (salesmen) to be- 
come more effective in their ap- 
proaches to people. 


Gyllenhaal says that the program, 
which has been described, sought to 
build maximum selling effectiveness 
by doing something about what Man- 
agement Development Associates con- 
siders to be the five basic ingredients: 


1. Knowledge of company: How 
it operates and how salesmen can get 
help; knowledge of product, its appli- 
cations and its context in the industry. 

2. Motivation: This is an old one. 
But it takes a new twist when looked 
at in terms of some of the new theory 
about what makes people tick. It says 
that the salesman will perform the 
best under these conditions: 


e He has the opportunity to use his 
skills to best advantage. 


He feels accepted as a member of 
a selling team. 


Selling team is a group that is 
important to him, which has his 
respect and admiration. 


Team of salesmen realy wants to 
do something. Men have some 
goals for themselves which make 
them “stretch”. 


3. Organization of work-time: The 
salesman must be so organized as to 
make maximum use of his time for 
calls. He must develop a mix of the 
type of calls which are the best for 
both immediate and long-range pay- 


off. 


4. Diagnostic planning: Before he 
uses his skills as a “persuader”, the 
salesman today needs to be able to 
diagnose the customer situation, plan 
selling strategy and know how to 
make best use of his own company 
resources—all of this before he ap- 
proaches a customer. 


5. Skills of communicating: to mo- 
tivate and persuade the customer. 


Here the salesman stands to gain a 
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come 
to Jamaica 


you'll never meet 


Jamaica is the place to hold your next sales meeting. Facili- expensive! You can have unlimited fun on limited funds. 
ties are superb for meetings large or small. The business part So why settle for a ho-hum meeting anyplace, when you can 
of your meeting runs like clockwork. And the pleasure part meet in Jamaica and really meet someplace! The Jamaica 
is an end in itself. Jamaica is an excitingly “foreign” island, tourist office nearest you (or your own travel agent) will 
bubbling over with wonderful things to see and do. Colorful happily assist you in planning your sales meeting. Do plan 
shops bulge with free-port bargains. Weather is 24k. gold— to come soon — Jamaica is now just 
and dependable as Fort Knox! Best of all, Jamaica is not a jet-whoosh away from everywhere! 


come to Jamaica— 
it’s no place like home! 


JAMAICA IN THE WEST INDIES « Jamaica Tourist Board, Kingston, Jamaica, W.1!. * New York + Ch 


ago * Miami « Toronto « Los Angeles + San Francisco 
SEE ANY TRAVEL AGENT - Jet service from major cities 


10 international airlines serve Jamaica. Also, regular sailings from New York, Miami and New Orleans 
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The incomparable facilities of the SEVILLE 
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* Yes, the SEVILLE offers your group a 
truly wonderful plan, combining unsurpassed 
facilities with fun, luxury and comfort 
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great deal by acquiring new knowl- 
edge about the communication proc- 
ess and about how other people are 
motivated to listen, to accept ideas 
and to act. He also needs to develop 
a greater sensitivity to what’s going 
on in a selling situation, the behav- 
ioral clues which are presented him 
by the customer. He needs to develop 
his ability to get and use “feedback” 
to know 


Finally, he needs to sharpen his tech- 
| 


how he affects the situation. 


nical selling ability, that is, his ability 


to project “reality”, “the illusion of 


the first time.” This includes also his 
ability to convey a sense of order and 
structure to the customer and to pro- 
duce affirmative reactions. 

In describing the thinking behind 
development of the three-day sales 
meeting described above, Gyllenhaal 
lists what MDA considers to be the 
six basic requirements of a successful 
“skill training” program for salesmen. 


1. Exposure and Discussion: Sales- 
men must expose their problems and 


discuss selling - problem _ situations. 


he 
the 


and TRADE SHOWS 


4 FLoors 


exclusively for group functions 


This was achieved by building all of 
the case situations and simulations out 
of problems suggested beforehand by 
salesmen. In addition, small groups 
of eight had numerous opportunities 
to trade problems and discuss them. 


2. Situations must be valid: Sales- 
men must feel that the situations they 
are dealing with are real. This is done 
by going beyond merely giving them 
a case to talk about. They are put 
into action, where they can recreate 
the real situation. For example, the 
series of problems thrown at them, 
rapid fire, at the start of the pro- 
gram, the role playing and tape re- 
cording of customer-salesmen  situa- 
tions and the approach to a customer 
in the final day all were designed to 
give “face validity”. 


3. Low threat: It has been well es- 
tablished recently that a man can 
change his approaches only when he 
feels comfortable to try out new ap- 
proaches without being put on the 
spot. This is why the practice in trios 
back in the hotel room by themselves 
was used rather than the more com- 


For meetings of any size up to 900 or for breakfasts, 
luncheons or banquets—for small groups or as many as 
550 — the Continental offers the finest facilities and 
service. Unique among Kansas City hotels is the new 


EXHIBITION HALL 


AN ENTIRE FLOOR—10,500 SQ. FT. 
designed for trade shows and conventions 


Specially wired and lighted for exhibition purposes . . . AC current, 


110-220 voltage . . . radio and TV outlets ... PA system... 
Muzak ... spot lights . . . natural gas and water connections 
. . . platform and stage ... private office with telephones for 
show manager . . . built-in registration desk . . . check room. 


Dining Room and Cocktail Lounge featur- 
ing HAR-BROILED K. C. S and 
Prime Rib! Evenings, Entertainment Extra- 
ordinary! 


ee fis Cocktail Lounge—French-sidewalk setting! 
i. cL Popular-price Coffee House — breakfast, 
‘ luncheon, dinner! Olympic-size indoor 


Whether your group 
is large, small or 
in-between, our 
staff of full-time 
convention 
specialists are at 
your beck-and-call. 
Your group will 
definitely enjoy 


. THE BEST Arnold Keithlin 


HOTEL : Director of Sales, 
° THERE Is 2 (Miami Beach) 
at The Carillon. "23 UN 5-7561 
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© entertainment 
® facilities 

* service ® food 
* locations staff 


Swimming Pool — free to hotel guests! 


For complete _infor- 
mation write, tele- 
fe or wire: NOEL 
ANIELL, Manager. 


Ce 


Any member of our 
team of specialists 
will be glad to give 
you all the details. 
Write or phone 


In the Heart of Downtown 


BALTIMORE AT ELEVENTH « KANSAS CITY, MISSOURI 


TELEPHONE HArrison 1-6040 @ TELETYPE KC-457 
CHICAGO OFFICE: FRANKLIN 2-774] 


AIR- 
CONDITIONED 
Less than 10 minutes 


to Airport or 
Union Station 


OCEANFRONT AT 68th ST. 
MIAMI BEACH 
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mon large group demonstration and 
practice in front of a boss and fellow 
salesmen. When men in trios 
by themselves they get down to the 


work 


serious business of learning how to 
improve their approach. When it is 
out in the open you are more likely 
to get people to do what they think 


they should do—act and ham it up. 


4. Knowledge when it can be used: 
One trouble with most training pro- 
grams is that new information and 
theory are presented to the trainee 
on the assumption that he wants it 
and will use it 


There is 


for salesmen, particularly as regards 


later on someone. 


a need for new information 


the communicating process—way peo- 
ple think and 


proaches. But the salesman needs to 


react to various ap- 


a time when he is 
begging for help to improve his per- 


get information at 
formance. In the three-day program, 
information to the 
man at a time when he was looking 


new came sales- 
for some help to deal with an imme- 
diate situation that faced him in the 
program. 


5. Thinking before selling: The 


The Southwest’s Greatest 
CONVENTION 
ACCOMMODATIONS 

U2 


An entire floor of meet- 
. ing rooms (one of which 
> seats 1500); resort at- 
mosphere with in-town 
convenience; superla- 
E tive food in a choice of 
restaurants ; free in-and- 
out parking; year 
around air-conditioned- 
all with business-bud- 
geted European plan 
rates. 


Great for Groups — the 
Southwest's most com- 
plete facilities for group 
meetings, conventions, 
etc., any time of the 
year. Write for color and 
Convention Brochure. 


Westward Ho 


PHOENIX, ARIZONA 
An Associated Federal Hotel 


Represented by—Glen W. Fawcett, Inc., Los 
Angeles, San Francisco, Portland, Seattle, Dallas 
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salesman needs to learn to do some 
brainwork before he makes an ap- 
proach to a customer, even if it’s a 
five-minute process of planning be- 
fore a call. Competitive strategy- 
planning exercise in the last day put 
a heavy emphasis on planning before 
acting. 


6. Practice new approaches: Major 
fault with most sales meetings, at the 
conclusion of the meeting, is that 
everyone is left with high resolves 


but very little is done toward trans- 


ferring what has been learned to the 
actual job situation. This can’t be 
done in the last few minutes of the 
meeting, it must be built in from 
the beginning. 

“Heavy 
three-day program helps to assure this 
kind of a transfer,” 


action emphasis of the 


Gyllenhaal points 
out. Another important element to get 
action on the job is to have the im- 
mediate supervisor, the sales manager 
in this case, do the training. 

Program described had been 
worked out carefully with the expert 
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THE HOTEL DEL has everything — everything 
it takes to make your convention fun, fast- 
moving, flawless. This year-round, all-around 
resort combines facilities for both business 
and pleasure. Meeting rooms, banquet 
rooms, ballrooms, all rooms you want and 
need. Fifteen dazzling acres of beach and 
surf . . . heated, salt-water pool . . . cham- 
pionship tennis courts . . . pitch-and-putt 
golf course within the hotel grounds, 18-hole 
course nearby . . . fishing, sailing . . . danc- 
ing, dining in the incomparable elegance of 
the Del’s turn-of-the-century decor. Now on 
European Plan! American Plan optional for 
conventions and groups. Old Mexico is mere 
minutes away, and San Diego is just across 
the bay. Why resort to less? Schedule your 
next convention in Southern California’s 
most fabulous seaside resort: Hotel del 
Coronado. For information write: 
Gethin Williams, Sales Director 


site 
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pew ; , "Complete convention 
services—at the world-famed Wisconsin Dells— 
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business. Special group convention rates. 
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information, rates and brochure SM-60. 
In Chicago, phone MOhawk 4-5100. 
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conventions, it’s MIAMI 
and tne new UPONT PLAZA 
HOTEL 


On-the-bay luxury, superb facilities, in-town conven- 
ience and rates...plus a staff ready, willing and able to 
provide outstanding convention and meeting service! 


100% air-conditioned & heated Meeting rooms 
accommodating 15 to 1,000 / 256 beautiful outside 
rooms & suites / Swimming pool & terrace / Dining 
rooms & Coffee Shop / Men’s health club / Four excel- 
lent lounges / Shopping arcade / 880’ yacht dockage 


For complete information 


and brochures, rates and open dates 


write t 


Leon Waite, Jr., Managing Director 


Where Biscayne Blvd. Meets Biscayne Bay 


300 Biscayne Bivd. Way 
Miami 32 +» FR 9-8861 
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help of the consultant. As far as sales- 
men were concerned, however, they 
were never aware that the consultant 
existed. Credit for the program went 
to their boss and the new approaches 
they were working out were observed 
by the boss who acted throughout in 
the role of coach. 

“The other requirement here was 


for the boss himself to be committed 
to giving help,” says Gyllenhaal. 
“When he has an opportunity to per- 
form effectively in a three-day pro- 
gram such as this, he has the con- 
fidence of the salesmen and thus a 
self confidence to go ahead and fol- 
low-up on 


such a_ successful be- 


ginning. 


TIMEBUYERS from stormy New York shed coats for shorts on one-day jet jaunt. 


One-Day Bermuda Trip 


ONE-DAY, jet 
provided Capital Cities Broadcasting 
different for 
Madison Ave. timebuyers on com- 


outing to Bermuda 


Corp. with something 


pany’s 7th annual junket in March. 
All 229 timebuvers assembled at 
New York’s East Side Airline Termi- 
nal from where “Bermuda Commuter 
Day” guests rode in buses to the Pan 
American terminal at Idlewild. Aboard 
and airborne by 8 a.m., timebuyers 
arrived in Bermuda after an hour and 
three-quarters flight. From the air- 
port in Bermuda, buses took Capital 
Cities’ guests to Elbow Beach Surf 
Club. 

Bermuda Trade Development Board 
and Bermuda News Bureau personnel 
served as guides on buses to explain 
Bermuda and points of interest along 
the way. Guests changed into sports 
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wear for an afternoon of either sight- 
seeing, golf, water skiing, swimming 
or tennis. 

Afternoon was followed by a cock- 
tail party on the pool terrace and by 
dinner in the hotel's main dining 
room. Then on to the hotel's night 
club to hear recording stars, The Tal- 
bot Brothers, who played Calypso 
music. 

Scheduled departure around 9:15 
p.m. from the hotel was delayed by 
a storm in New York City. 


buyers were treated to more enter- 


Time- 


tainment until they were able to 
leave around midnight. 

Bermuda junket was an outgrowth 
of Capital Cities’ annual “Day at the 
Saratoga Races,” which company had 
conducted for the previous six years. 


UNIQUE 


Pennsylvania’s Largest 
Convention Resort 
... high in the Poconos 


2200-acre scenic mountaintop 
resort, designed for groups. 
Luxurious accommodations 
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AND COTTAGES 
MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
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In the pine-scented Laurentians 
overlooking the St. Lawrence . . . 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine. 
Write for detailed Convention 
brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada. 
A DIVISION OF CANADA STEAMSHIP LINES 


offers the most! 


largest auditorium of any 
Miami hotel—capacity 2,000! 
10 other meeting rooms 
accommodating 25 to 

500 each! 

heart-of-downtown location! 
500 spacious outside rooms! 


rooftop swimming pool, 
gardens! 


4 superb restaurants and 
4 cocktail lounges! 
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Overlooking the Bay 
Miami, Florida 
T. James Ennis, Managing Director 
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Bellevue Stratford-Benjamin Franklin Hotels 
Berkeley-Carteret Hotel 

The Bermudiana Hotel 

Biltmore Hotel (Los Angeles) 
Biltmore Hotel (New York City) 
Bismarck Hotel 

Blackhawk Hotels Corporation 
Boca Raton Hotel & Club 
Broadwater Beach Motor Hotel 
Bryan-Elliott Company 

Buena Vista Hotel 


Canadian National Railways 
Canadian Pacific Railway Company 
Capex Company, Inc. 

Carib-Ocho Rios Sea & Country Club 
Caribbean Cruise Lines 


69 


99 
85 
118 


88 
55 
67 
% 


hold 
your next 
MEETING 


Teletype CG28 


Complete facilities adaptable to any 
type of function 


*% Personalized attention to every detail 
* Convenient to railroad terminals 
* 


Located in the center of 
downtown Chicago 

*& Gracious, modern atmosphere, 
plus traditional LaSalle hospitality 


write for new brochure showing room 
charts, floor plans and full details 


Allan Stubbins 
General Manager 


meeTINGS CLICK 
IN PUERTO RICO! 


A gracious setting for your 


Condado Beach Hotel 


SAN JUAN, P. R. 


...or an hour's drive 


into the cool 


green hills 


BARRANQUITAS, P._R 


@ Time te think and talk 


For all details: 


UTELL INTERNATIONAL 


CONDADO.-CARIBBEAN HOTELS, INC. 
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At either of these fine hotels... 


@ Excellent facilities... sensible rates 


160 Central Park South, New York 19 


@ Time to relax—swimming and sports 


The Carillon Hotel 

Castle Harbour Hotel . 
Chalfonte-Haddon Hall! Hotel 
Cherry Hill Inn 

Chivas Regal Whiskey 
Claremont Hotel ; 
Claridge Hotel (Atlantic City) 
Claridge Hotel (Memphis) 
Hotel Commodore 

Commodore Perry Hotel 
Concord Hotel ; 
Condado Caribbean Hotels, Inc. 
Hotel Continental 

Convention Cruise Lines . ‘ 
Czarnowski Display Service, Inc. 


Daytona Plaza Hotel 
Dearborn Inn 

Deauville Hotel 

Hotel Del Coronado 

Dell View Hotel .. 

Dellwood Country Club 

Delta Air Lines 

Hotel Dennis 

Design Built Studios 

Diplomat Hotel & Country Club 
Display & Exhibit Company ... 
The Displayers, Inc, 

Dorado Beach Hotel 

The Doric Company . 

Drake Hotel (Chicago) 

Drake Hotel (Philadelphia) 
Dunes Hotel 

Dupont Plaza Hotel 


Eastern Airlines 

Eden Roc Hote! 

Edgewater Gulf Hotel 

Edison Hotel 

Emerald Beach Hotel 

Everglades Hotel 

Executive House (Chicago) ; 
Executive House (Washington, D.C.) 
Exhibits Schedule 


Alan M. Fishburn Productions 
The Flamingo Hotel .... 
Flowers of Hawaii 

Flying Carpet Motor Inn 
Fontainebleau Hotel 

Fort Des Moines Hotel 
Franklin Motor Inn 

Fred Harvey Hotels 

Eldon Frye 


Galt Ocean Mile Hotel 

Galvez & Buccaneer Hotels 
Garden City Hotel 

Gardner Displays 

General Exhibits & Displays, Inc, 
Golden Triangle Motor Hotel 
Grace Lines, Inc. F 
Grand Hotel (Mackinac Island, Mich.) 
Grand Hotel (Point Clear, Ala.) 
The Greenbrier Hotel 

Gray Line of New York 
Grossinger's 

Gulf Hills Dude Ranch 
Gulfmont Hotels 


Hamilton Court Hotel 

The Hanover Inn 

Hartwig Displays 

Hawaii Visitors Bureau 
Henry Hudson Hotel 

Hotel Hershey 

Hertz Corporation 

Hidden Valley Hotel .. 
Hilton-Hawaiian Village 
Hilton Hotels Corporation 
Hilton Hotels International 
Hilton-Queen Elizabeth Hotel 
Holiday Inns of America 
Hollywood Beach Hotel 
Homestead Hotel 

Hotel Corporation of America 


Industrial Displays, Inc. 

The Inn (Buck Hill Falls, Pa.) 
Intercontinental Hotels Corporation 
International Amphitheatre 

Islandia Hotel 

Ivel Construction Corporation 


Jack-Bilt Corporation 

Jack Tar Hotels 

Jackson Convention & Tourist Bureau 

The Jam Handy Organization Cover 4 
Jamaica Tourist Board 145 
Jug End Barn 100 
Jung Hotel 


Kelly Girl Service, Inc 
Key Biscayne Hotel 
Kloeppel Hotels 


LaConcha Hotel 
LaSalle Hotel 
Lawrence Hotel 
Lido Hotel 


Manger Hotels 

Manoir Richelieu 

The Marott Hotel 

Marriott Motor Hotels 
Master Hosts Hotels 
McGraw-Hill Book Company, Inc. 
City of Miami 

Miami Beach Convention Hall 
Mississippi Gulf Coast 

Mont Tremblant Lodge 
Montauk Manor 

Montmartre Hotel 

Hotel Moraine 

The Motel on the Mountain 
Mount Airy Lodge 

Mount Washington Hotel 
Hotel Muehlebach 


Nassau Beach Lodge 

Nassau Inn 

National Guard Armory 

New Ocean House 

New York Hilton Hotel 

New York Trade Show Building 
New Yorker Hotel 

Norfolk Chamber of Commerce 
Northernaire Hotel 


1000 Acres Ranch 
Orchids of Hawaii 


Palm Beach Biltmore Hotel 
Palm Springs Riviera Hotel 
Parfums Originale 

Park Sheraton Hotel 

Hotel Patten 

Hotel Phillips 

Phoenix Chamber of Commerce 
Pick-Belmont Plaza Hotel 
Pick-Congress Hotel 
Pick-Nicollet Hotel 
Pick-Roosevelt Hotel 

Pier 66 Hotel 

Hotel Pierre 

The Pines Hotel 

Ponte Vedra Club 

Hotel President 

Princeton Inn 


The Queen Elizabeth Hotel 


Radisson Hotel 

Ramada Inn & Roadside Hotels 
Richmond Hotels 

Ritz Carlton Hotel 

Hotel Robert Meyer 

Roger Smith Hotels Corporation 
Roosevelt Hotel (Jacksonville) 
Roosevelt Hotel (New Orleans) 


The Safari Hotel 
Sagamore Hotel 

St. George Hotel 
City of San Antonio 
Hotel Savery 


Saxony Clothes, Inc. 

Schine Hotels 

Seaway Idlewild Hotel 
Seville Hotel ; 

Sharp Ltd. Hotels 

Shawnee Inn . 

Shelburne Hotel .. 
Sheraton-Atlantic Hotel 
Sheraton-Cadillac Hotel 
Sheraton Corporation of America 
Sheraton-Dallas Hotel 
Sheraton-Gibson Hotel 
Sheraton-Hawaii Hotel 
Sheraton-Park Hotel 
Sherman Hotel 

The Shoreham Hotel 

Skyline Inn 

Skytop Lodge 

Sullivan County Hotel Assn. 
Sun Valley Lodge 

Swiss National Tourist Office 


Tamiment Hotel 

Hotel Thayer 

Trans Canada Airlines 
Trans Caribbean Airways 
Trans World Airlines 

Travel Consultants, Inc. 
Traymore Hote! 

Treadway Inns Corporation 


United Van Lines 


The Wanderer Hotel 
Warwick Hotel 

Hotel Webster Hall 
Westchester Town House 
Western Airlines 

Western Hotels 

Hotel Westward Ho 

The Wigwam Hotel 
Willard Hotel 
Williamsburg Inn & Lodge 
Wilson Steamship Corporation 


KLOEPPEL 
HOTELS 


CONVENTION 


HEADQUARTERS 
IN FABULOUS 


FLORIDA 


vy Jacksonville Florida's First City 


Hotel George Washington 
Hotel Mayflower 
Hotel Jefferson 


vv West Palm Beach 


Florida's First Resort City 
Hotel George Washington 
Hotel Pennsylvania 
EVERY ROOM WITH 
FREE RADIO AND TV 
Swimming Pool — Garage 
FREE AUTO STORAGE 


All This and Heaven, Too! 


« Complete Conventior ¢ Convention Planning 
Facilities "Know-How" 

« Assistance of trained + Special ‘*Package 
Hotel and Convention Pianned"* Conven- 
Bureau Personnel. tions made to order. 

e Only Minutes to World's 
Finest Beaches, Golf 
Courses and Historical 
Points of interest. 


OWNER 
MANAGED 


KLOEPPEL 
Write or Phone: 
J. Maxwell Myers, Sales Dir. 


Phone Elgin 5-88!! 
George Washington 
Jecksonville, Floriae HOTELS 
IN FLORIDA 


AND BUSINESS TOO... 


At the Roosevelt Hotel you'll dis- 
cover the happy mixture of busi- 
mess and pleasure ... 
we plan it that way. 


Excellent meeting facilities for 20 


to 700 persons ... over 300 room 
accommodations and a staff of 
service-wise personnel spell ef- 
fectiveness and satisfaction for 
your meetings. 

For your hours of leisure... 
Jacksonville offers a wide variety 
of pleasures. Nearby beaches, 
swimming, fishing, historic spots 
and gay night life . all this 
and business too. 


@ FREE RADIO AND TV 
e AIR CONDITIONED 


gosevelt- 


yw @.F £. t 
JACKSONVILLE, FLORIDA 


Call, write /R. B. Neighbors, Vice Pres. & Mang. Dir. 
or wire: / Gloria M. Frary, Director of Sales 


Washington’s most convenient 
meeting place... 

with every modern facility for a confer. 
ence or a convention. 

Completely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 
information. 


the Willard, Washington, D.C. 
**The Residence of Presidents” 
14th Street & Pennsylvania Avenue, N.W. 


Telephone: NAtional 8-4420 « Teletype WA732 


| OM faalic ea the 


word for a meeting at 


% Ps 
Pato Vode 
PONTE VEDRA BEACH 
FLORIDA 


An overused 
Dut youd a 
ould see su 
received from 


met here 


Four meeting roo 

dating up t 

function rooms r-conditioned 
First_tee of one of America’s 


great ¢ 


Vedra Beach, Fla 


Tel.: ATwater 5-2121 
ate ' 0/75 % FLORIDA'S 
¥y = FOREMOST 
3 ee)} Four season 


eomtt NEOPA Ciug> 


RESORT 


eet 
FOR SUCCESSFUL 
STCeS 


HOTEL 
Opposite International Airport 


Offering unexcelled facilities 
away from city distractions 


Bee Meeting Rooms and Banquet 
Facilities for 15-150 persons 


Bee Free transportation 
to and from Idlewild 


Bie Consultant to help 
plan your meeting 
Bie Raised stage, public address 
system, blackboard, lectern 
Bie Excellent Hotel room accommo- 
dations for up to 250 persons 
Bee Gracious dining and entertain- 
ment nightlyin the London Room 


FA 2-8700 
BELT PARKWAY & WAN WYCK EXPRESSWAY 


Best I’ve Heard 


An exchange of anecdotes and facts to help 


a speaker spice his speech and make a point. 


Subject: SALES TOOL 

Passing a run-down store in a 
small town, a _ well-known artist 
noticed a mangy kitten lapping up 
milk from a saucer. The saucer, 
he realized with a start, was a 
rare and precious piece of pottery. 

The artist sauntered into the 
store and offered $2 for the cat. 
“It’s not for sale,” said the pro- 
prietor. 

“Look,” said the artist, “that cat 
is dirty and undesirable, but I'm 
rather eccentric. I like cats that 
way. I'll raise my offer to $5.” 

“It’s a deal,” said the proprietor 
as he pocketed the $5. 

“For that sum I'm sure you won't 
mind throwing in the saucer,” said 
the connoisseur. “The kitten seems 
so happy drinking from it.” 

“Nothing doing,” said the pro- 
prietor. “That's my lucky saucer. 
So far this week I've sold 34 cats 
to strangers in town.” 


Subject: SPEECH 


A famous zoologist announced 
that he was attemping to cross a 
parakeet with a black panther. 

“For goodness sakes,” exclaimed 
a friend, “what do you expect to 
get?” 

I don't rightly know,” the zool- 
ogist admitted, “but if it starts talk- 
ing, you'd better listen.” 


Subject: OUTTER SPACE 

“Tell me, is there any life on 
Mars?” asked the scientist as the 
returning spaceman stepped out of 
his rocket ship. 

“Well,” answered the  space- 
man, “there’s a little on Saturday 
night, but it’s awful dead the rest 
of the week.” 


Subject: MUTUAL AID 

A man had just arrived in 
Heaven, told St. Peter how grate- 
ful he was to be in such a glorious 
place, and asked St. Peter to give 
him one glimpse into Hades in 
order that he might appreciate his 
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good fortune even more. This St. 
Peter did. 

In Hades the man saw a long 
table extending as far as the eye 
could reach, laden down with the 
most delicious of all varieties of 
food. But everyone around the ta- 
ble was starving. 

When asked for an explanation, 
St. Peter said, “Everyone is re- 
quired to take food from the table 
only with four-ft.-long chopsticks. 
They are so long, no one can reach 
the food from the table to his 
mouth, and therefore each one is 
dying of starvation.” 

Quickly they returned to Heaven 
and behold, the new arrival saw 
an identical table laden down with 
identical foods, but everyone 
around the table was happy and 
well fed. Then he said to St. Peter, 
“With what do they take food 
from the table?” 

St. Peter answered, “Only with 
four-ft.-long chopsticks.” 

At that the new arrival inquired, 
“Then why are all those in Hades 
starving to death while all those 
up here are so well fed and 
happy?” Whereupon St. Peter re- 
plied, “In Heaven we feed each 
other.” 


Subject: CRIME 

According to FBI chief J. Edgar 
Hoover, in the United States, 
criminals force us to spend each 
vear almost five times as much on 
them as we spend on all forms 
of education, both public and 
private. 


Subject: SURVIVAL 

An inept golfer once drove his 
tee shot onto an ant hill. After 
many swings he demolished the 
ant hill but still had not hit the 
ball. 

At this point, one of the two 
ants still alive turned to the other 
and said: “If we're going to sur- 
vive, we better get on the ball!” 
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$20,000,000 
STADIUM 


TO THE NATION’S CAPITAL! 


Washington, D. C., exciting world center for im- 
portant people and significant events, now adds 
America's most modern new stadium, befitting this 
capital city. 

This majestic stadium now provides all facilities 
for a wide array of full scale programs. Perfect 
for: 

e Major Athletic Events. 

e Home of the: Washington Senators—Wash- 
ington Redskins—George Washington Colo- 
nials e Music and Folk Festivals e Civic and 
Political Rallies e Military Shows e Religious 
Functions e Circuses e Pageants 


Look at these outstanding features: 


e Seating capacity 50,000 for Football, 43,500 
for Baseball e Parking for 12,500 cars, 300 
buses, and 200 taxis. e Special 6,500 seat 
rotating section in lower stands e Provides 
an unusual multi-purpose seating arrange- 
ment e Most powerful field lighting ever 
installed. 


Stadium and adjacent Armory Ideally Located 


Close to cultural and major points of interest, 
and readily accessible from Union Station and 
National Airport. 


The D.C. National Guard Armory 


continues to serve as the Show Place for your 
show ... with the best, the largest, and the most 
complete facilities for expositions, trade fairs, 
conventions, and other national events. 


for information regarding the 
National Guard Armory or Stadium, write 
Arthur J. Bergman, Manager 


D.C. ARMORY BOARD 


2001 East Capitol Street * 


Washington 3, D.C. 


Lincoln 7-9077 


Call for Jam Handy when you want to make your group meetings more effective. 


Just tellus what you want to get across to whom. Then use our professional staff, complete 


facilities and reservoir of experience to help deliver your message effectively, 
memorably and with dramatic clarity. THE JAM HANDY ORGANIZATION 
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